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‘Hoist on Petard’... 


Latex Shifts 
Playtex Girdles 
to Bates Agency 


Reach Keeps Rest of 
Account; Bates’ Share 
to Bill About $4,000,000 


New York, June 5—TInterna- 
tional Latex, which advertises 17 
products, will move its Playtex 
girdles from Reach, McClinton & 
Co. to Ted Bates & Co. Sept. 1. The 
account was described as one that 
will bill $4,000,000 beginning next 
fall. 

Reach, McClinton retains Play- 
tex bras, Isodine antiseptic, gloves 
and family products and has been 
named to handle a new Latex 
product—probably one in the baby 
field—to replace its girdle loss. 

Announcement of the switch to 
Bates was made by David Ketner, 
vp in charge of advertising for 
Latex, who joined the advertiser 
in 1955. Mr. Ketner previously had 
been with Bates as an account 
executive. 


® Charles Dallas Reach, chairman 
of Reach, McClinton, said the 
transfer of Playtex stemmed from 
a Latex change of policy by the 
corporation, which previously held 
to the idea of confining its prod- 


the over-all Latex billings—de- 


scribed as “over $10,000,000”—was | Chrysler 


(Continued on Page 8) 


C&O Seeks New Agency as Conahay 


Takes Over N. Y. 


CLEVELAND, June 4—The Ches- 
apeake & Ohio Railway, which is 
now billing about $300,000, will 
leave Robert Conahay Inc. after 
Sept. 30 as a result of that agen- 
cy’s acquisition of the New York 
Central Railroad account. 

Asked if the C&O’s move 
stemmed from a conflict, Walter 
S. Jackson, advertising manager, 
told ADVERTISING AGE, “You could 
call it that; but if my agency 
comes up with some good railroad 
ideas, I don’t want to share them 
50-50 with somebody else.” 

Earlier, Mr. Conahay, whose 
shop has had the C&O for eight 
years, had indicated it was possi- 
ble that the C&O-Central conflict 
might be resolved. 

Mr. Jackson said he has not yet 
made a decision on which agen- 
cys,the C&O will roll into, but he 
has “been doing some investigat- 
ing” and has “about half a dozen 
agencies in mind.” 


s Meanwhile, the Conahay shop 
already is working on promotion 
plans for the New York Central, an 
atevunt which had been with J. 
Walter Thompson Co. The Cen- 
tral was said to be billing about 
$300,000. ' 

Robert Conahay, agency presi- 
dent, ~said his shop bills about 
$2,000,uu0 annually. He said his 
clients include 4711 Cologne; the 


| There he was credited with hook- 


jeral sales manager of Plymouth 
ucts to one agency. The size of|in July of the same year. 


Minor, Letscher Get | 
Chrysler Corp. Posts; | 
Dart Goes toGrant _ 


Detroit, June 4—Realignment 
of top merchandising positions in 
the new merged sales operations | 
for Plymouth and DeSoto cars was 


announced | 


Minor named director of market- |? 
a 


ing and Edward P. Letscher, gen- | 
eral sales manager. 


This was announced only three} ; 


days after creation of the combined 
sales operation for these two) 
Chrysler cars by Harry E. Chese- | 
brough, Chrysler vp who heads | 
the new sales division. 

Mr. Minor has been tagged as 
one of the most promotion-minded 
young executives ever associated 
with Chrysler. He is 39 years old 
and entered advertising at the age 
of 20 with Loomis Advertising 
Agency, Kansas City, selling tele- 
phone directory yellow page ad- 
vertising. After three years of 
naval service in World War II 
he came to Detroit and joined 
Transportation Advertising Co., 
where he rose to vp. 


s Mr. Minor first came in direct 
contact with Chrysler when he 
joined Grant Advertising in 1952. 


ing up Dodge with Lawrence Welk 
as a television promotion. After 18 
months with Grant he moved over 
to Dodge in 1953 as director of 
advertising and merchandising. He 
became general sales manager of 
Dodge in February, 1956, and gen- 


Mr. Letscher has been with 
since 1947, when he 


(Continued on Page 123) 


Central from JWT 


state of New Jersey; U. S. Truck- 
ing Corp., and Pittston Co. Mr. 
Conahay has been described as a 
friend of Allan Kirby, executive 
committee chairman of the New 
York Central and head of the Al- 
leghany Corp., a holding company 
which controls the Central. A 
spokesman for the Conahay agency 
said, ‘‘We’d never have gotten the 
Central if we hadn’t done so well 
for the C&O.” # 


Checker Names 
Roche, Rickerd 
for New Car Line 


KALAMAZOO, MicH., June 2— 
Checker Motors Corp., which will 
begin marketing a new line of 
four-door passenger cars called 
Superba this year, reportedly will 
break an advertising campaign in 
automotive trade publications 
within several weeks designed to 
enlist dealers to handle the cars. 

Roche, Rickerd & Cleary, Chi- 
cago, was awarded the Checker ad- 


today, with Jack W.|% 


thas asked eight agencies to supply information on facilities, staff, etc. 


vertising account this week. The 
agency, which will handle the ac- 
count out of Chicago, will handle | 


(Continued on Page 119) | 


FOOD MIRACLE Cheers, Boos Greet 


FREES WFE.DEDSHTS SEM Newspaper Color Inc. 


agers Prosen Prepared Diao Like Brevcell du Uratn Beet (roubssh 
Potatoes & Peas in Cream Samer... Rend to Serer in 14 Minutes 
Dailies Reps Invited jat the January meeting of the 
’ Newspaper Advertising Executives 


Ne Meng Pots te Clean ...and No Oven to Hewt! 
to Join, but Some Reps Assn. in Chicago, a meeting which 
Thicrtel aa 4 saw the movement to launch a 
Cry, ‘Divisive,’ ‘All Wrong’ hind selling force” by the Amer- 
New York, June 4—It’s a long ican Assn. of Newspaper Repre- 
:'time from January to June, but | 5¢Mtatives. 
Newspaper Color Advertising Inc. | 
: began to roll this week. |@ Newspaper Color Advertising 
Newspaper Color Advertising— shapes up this way: Four repre- 
a sales organization to promote | sentative company presidents an- 
and sell newspaper r.o.p. color—| nounced its incorporation, and will 
has been discussed for months} be directors: Frank McFadden, 
(AA, Sept. 22, °58). Its future|George McDevitt Co.; J. Rufus 
never looked more bleak than it did| Doig, O’Mara & Ormsbee; Peter 
Benziger, Ridder-Johns, and J. L. 
|Ferguson, Sawyer-Ferguson- 
Walker Co. 
F. Bourne Ruthrauff, former 
senior vp of Ruthrauff & Ryan and 
later vp of Erwin Wasey, Ruthrauff 


Suppliers Asked to 
Ante Up for AANR’s 
Color Meeting Fund 


DOMESTIC TRANQUILITY—This ad for 
Seabrook Farms’ frozen foods was 
used in the Chicago Daily News 
June 4 as the line was introduced 


in the Chicago market. Smith/ |& = ee = ee, of the 
Greenland, New York, is Sea-| whew York, June 5—The Amer-|bhoara es Aap ’ 
brook’s agency. ’ |board. NCA is negotiating with a 


jican Assn. of Newspaper Repre-| Chicago agency executive to work 
sentatives will ask some 75 sup-| with Mr. Ruthrauff in setting up 
pliers of equipment for newspaper the New York organization, and 
‘color printing for $5,000 donations | then jn establishing a Chicago of- 
|to pay for the 1959 R.O.P. Color | fice. 

| Conference. In addition, the AANR | NCA will be owned by newspa- 
|has asked many newspapers to |per representatives and newspa- 
contact at least 12 or more of their | ners which wish to participate 
suppliers in order to get the “co-| in ownership. The stock availabil- 
operation” of the suppliers in the | ity formula is based on the cost of 
fund raising project. |a color page in relation to the total 


Holland Resigns 


After Six Months 
| In . na. at ye ~* 4 |cost of a color page in all newspa- 
-FDA suppliers on June 9, Howar : rae 
= FD Exec Reports |Story Jr., chairman of the R.O.P. (Continued on Page 122) 
Philosophic Differences’;| Color Conference of AANR, ex-| 
plains that it will cost a lot of mon- ILGWU B d t 
Totten Leaves McAdams ey to put on the conference, set for u ge S 
New York, June 4—The ethi- Sept. 29 in New York, Mr. Story, 
cal drug field is as volatile as ever. Who is secretary-treasurer of 
Hard on the heels of last week’s | Story, Brooks & Finley, says in his| Dy, ver 
news that William E. Duryea is out | letter, in part: 
as head of the professional divi- ex 
sion at Doherty, Clifford, Steers|s “Naturally, this requires money N t Th Y 
& Shenfield (AA, June 1) came|and lots of it (more than the rep- | ree ears 
this week’s startling development: lresentatives can afford). I have | . 
Dr. Albert H. (Jerry) Holland has|discussed this problem with var-| Ad Fund to Give ‘Status’ 
walked out of Cortez F. Enloe Inc.| ious publishers and they feel that, ¢g Union Label Is Seen 
Dr. Holland’s resignation was} you, as a major supplier of mate- 
the big conversational topic among |rials for newspaper printing and as Permanent Effort 
pharmaceutical admen, who were| production, have as big a stake in 
preparing this week to go down) this as any of us. 


to Atlantic City for next week's | “To do the job correctly, 
(Continued on Page 119) (Continued on Page 122) 


New York, June 4—The Inter- 
national Ladies Garment Workers 
Union, in a move perhaps unprec- 
edented in labor history, has es- 
tablished a permanent ad fund of 
| more than $1,000,000 a year to 


Last Minute News Flashes |Support advertising and promo- 


" . . ’ | tion of the union label. 
Linco Shifts from Henri, Hurst to D’Arcy | The ad fund received useni~ 


Cuicaco, June 5—D’Arcy Advertising has been named as agency for |mous membership approval at the 
Linco Distributing Corp., which was purchased last week by Climalene|ILGWU’s recent convention 
Co., Canton, O. (AA, June 1). D’Arcy is Climalene’s agency. Linco,) Miami. 
which bills about $200,000, previously was handled by Henri, Hurst &| Some 450,000 members of the 
McDonald. rank and file will pay 25¢ a month 


‘ —$3 a year—in addition 
Weigert, Barbet Leave Regal to Head Telescreen =e the 31,000,00b-pius tarde. 

NEw York, June 5—Two of the principals in the barter tv agency,|et, ADVERTISING AGE learned this 
Regal Advertising Associates, Charles Weigert and Sidney Barbet, vps,| week. Monthly dues in the union 
have resigned to take over the direction of Screen Gems’ new tv swap|average from $3 to $5, depending 
subsidiary, Telescreen Advertising. Ten re-run series will be offered| on the member’s local. 
stations, and time secured will be sold to advertisers. Regal, which is 
owned principally by Exquisite Form and Silfskin, two of its clients, is 
in the process of reorganization. At the reins of the agency, at least 
temporarily, is Robert Soloff, president, who previously spent most of 
his time at Exquisite Form as treasurer. 

officials said approval by the rank 


Oscar Mayer Drops Agency; Asks Eight to Bid ond iit 04 Waker duce aeeme- 


Cuicaco, June 5—Oscar Mayer & Co., meat packer, has dropped | ments gives the measure more or 
Wherry, Baker & Tilden (now Baker, Tilden, Bolgard & Barger), and | jess permanent status. 

h ar | In March ILGWU’s president, 

The account bills more than $1,500,000. The company said it is leaving | navid Dubinsky, announced the 

Wherry, Baker, which had the account for ten years, because it wanted | promotional budget would be put 


a larger agency “with more facilities.” before the union membership as a 
(Additional News Flashes on Page 123) | (Continued on Page 119) 


we 


in 


@ While technically the ad and 
promotion fund is in effect only 
during the three-year period be- 
tween ILGWU conventions, union 
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British Comedian Is 
Rare Exception to Lack 
of Fresh Programming 


New York, June 5—Advertisers 
with extra summer dollars on their 
hands would have no trouble 
spending them on the television 
networks. 

They can take their choice of 
about two and a half hours of 
nighttime on Columbia Broadcast- 
ing System or a good deal more 
than that on American Broadcast- 
ing Co. or National Broadcasting 
Co., where no specific hour count 
has been made on the sustaining 


TV Nets Find Few Summer Sales as 
Advertisers Estivate in Re-runville 


|sor ABC’s “Leave It to sneeall 


starting July 2. 


Fridays at 8:30 p.m., EDT, July 24 
through Sept. 25. The show had 
not been selected as this story 


port cigarets) signed “The Lineup” 


S. C. Johnson & Son, which has 
been an alternate on “Zane Grey 
Theater,” will take on a weekly 
summer schedule, featuring its 
waxes, cleaners, deodorants and 
insecticides. 

Summer sales reported by NBC 
include brief runs for Flit on the 
“David Niven Show” and “‘Cimar- 
ron City,” for Sergeant’s dog food 


gaps in the warm weather sched- 
ule. Whenever there is this much 
time available, there are undoubt- 
edly bargains to be had by aggres- 
sive traders. | 
The network salesmen, for the 
most part, have their attention riv- 
eted on fall. There are no signs) 
that they have been making any | 
exceptionally enticing offers to 
lure reluctant advertisers out dur- | 
ing the vacation season. Some of | 
the agencies queried said they 
hadn’t received any attractive 
propositions yet, but that they ex- 
pect to if big chunks of time re- 
main unsold, Most of the agencies 
queried had no clients with extra 
summer money available; most of 
their major tv clients are set to go 
throughout the summer with film 
or tape repeats of their regular 
series, vacation substitutes, or, in a 
few cases, fresh programming for 
their continuing regular series. 


s There has, however, been a 
trickle of summer money flowing 
in. Five Day Deodorant Labs, mak- 
er of 5 Day deodorant pads, is in 
for its usual warm weather cam- 
paign. This company will co-spon- 


on “Masquerade Party” and for 
GE’s major appliances on “M 
Squad” and the Robert Cummings 
telecast. 

Herminio Traviesas, vp and 
manager of the radio-tv depart- 
ment at Batten, Barton, Durstine & 
Osborn, said NBC had suggested 

(Continued on Page 94) 


West Coast Fluffy 
Distributor Names 
Coast Office of L&N 


San Francisco, June 3—Jack 
Sassard, manager of advertising 
and sales promotion here for the 
Schilling division of McCormick 
& Co., Baltimore, has announced 
the appointment of Lennen & 
Newell, San Francisco, to handle 
advertising for Fluffy instant 
mashed potatoes. 

The Schilling division handles 
distribution of McCormick pro- 
ducts in all areas west of the Mis- 
sissippi River. Beaumont & Hoh- 
man is agency for the coffee, teas, 


(Continued on Page 121) 


On CBS, Purex Corp. has bought 


went to press. P. Lorillard (New- | 


for a 12-week run starting July 2.) 


| 
| 


| 


| Dowd Dix 


Henrikson 
AT MARKETING MEETING—James Dowd, assistant manager, market de- 
velopment, Air Reduction Co., chairman of recent meeting of New 
York chapter of American Marketing Assn., at which Arthur H. 
Dix, vp in charge of research, Conover-Mast Publications, was the 
guest speaker (see story on Page 76), and Carl H. Henrikson, vp, 
Crossley S-D Surveys, chapter president, and vp-elect of the na- 
tional AMA organization. 


‘$1 £000,000 Ad Budget (and No Salesmen) 
Keeps Murine’s Big Lead in Eyewash Field 


Cuicaco, May 26—Murine Co.|roll. And his job has been one of 
furnishes a good example of how | contacting and keeping in touch 
advertising can successfully re-|with Murine customers, rather 
place a selling foree—even in the| than selling them. (He is not re- 
highly competitive drug-cosmetic| lated to George C. Reeves, vp and 
field. |general manager of the Chicago 

Murine Co., leading maker of|office of J. Walter Thompson Co., 
eyewash (the company prefers to| which handles Murine’s advertis- 
call it eye lotion), dropped its sales | ing.) 
staff in 1948. At that time the com- About 75% of Murine’s sales 
pany had ten or 11 “detail” men,| are made by drug wholesalers and 
who made regular calls on op-|rack jobbers, and the remaining 
tometrists, druggists, barbers and| 25% consists of direct sales from 
other retail outlets. Murine to retailers. About 15% of 

Since that time, Fred C. Reeves,/all Murine sales are made out- 
sales manager, has been the only | side of the U.S. 
salesman on the company’s pay-| Distribution has never been a 
problem for the company, which 
has had national and foreign dis- 
tribution for many years. Murine, 
which has almost 100% distribu- 
tion in U. S. drug stores, does an 
estimated 70% of its sales in these 


Seeman, Seabrook 
Agency Lineup Is 


department stores account for the 
remaining 30% of Murine sales. 

An advertiser since the turn of 
the century, Murine started using 
national advertising in the early 
1920s, with a budget of less than 


BRIDGETON, N. J., June 3—Sam- 
uel Winokur, president of Seabrook 
Farms Co., said today that the new 
management plans to stick to Sea- 
brook’s present agency lineup. 

Mr. Winokur became president 


Unchanged: Winokur outlets. Food stores, variety and | 


Stars Gain, Re-runs Hold, New Shows Are 
Perilous for Summer Sponsors, Nielsen Says 


Cuicaco, June 5—How can an 
advertiser solve his network tv 
summer programming dilemma? 


e Should he continue to spend 
$100,000 a week on talent and pro- 
duction, when he knows the view- 
er level is bound to go down as the 
thermometer rises? 


e If possible, should he program 
re-runs of his regular series and 
thereby save on the talent budget? 


e Or should he put in a summer 
replacement show and give the 
high-price reguiars—and his budg- 
et—a breathing spell? 


s A. C. Nielsen Co. this week re- 
leased a study of summer program 
performance that may help each 
sponsor to answer this question for 
himself. The study compares share 
of audience rankings for winter 
(January-February) and summer 
(July-August) shows in 1958. 

To make this analysis the re- 
search company divided last sum- 
mer’s network tv fare into three 
groups: (1) Continued winter for- 
mat using new material; (2) re- 
runs, repeating telecasts of se- 
lected winter episodes and (3) 
replacements, usually lower cost 
shows, substituted for the winter 
programs. 

After the arithmetic was fin- 
ished, this was what Nielsen had 
to report: 

“Of the 15 shows using new ma- 
terial through the summer, seven 
showed at least a 5% improve- 
ment, seven maintained winter 
share levels and only one showed 
a 5% decline. The average in- 
crease was 7%. 


own series] performed within 5% 
of, or had better than, winter 
share levels. Only four programs 
showed audience share losses of 
more than 5%. 

“The 15 summer replacement 
programs as a group fell 18% be- 
low the share performance of the 
winter program they replaced. 
Only one summer replacement 
[‘Buckskin’] showed a gain in 
share of audience. The remaining 
14 summer replacements showed 
losses of from 5% to 47% in share 
when compared with the perform- 
ance of the winter shows they re-| 
placed,” 

Several in this latter group were 

(Continued on Page 124) 


of the frozen food packer following 
the acquisition of majority control 
by Seeman Bros., New York (AA, 
June 1). 

Mr. Winokur told ADVERTISING 
Ace that Smith/Greenland Co., 
New York, will continue as the 
agency for Seabrook products, and 
Kastor, Hilton, Chesley, Clifford & 
Atherton will remain as the Snow 
Crop agency. 

He added that Seeman plans to 
keep the White Rose tea account 
at Anderson & Cairns. 


s Mr. Winokur also made it clear 
that the new management is vital- 
ly interested in continuing the pro- 
gram designed to establish Sea- 
brook as a major brand in the 
frozen food field. “If anything, we 
want to do more of this,” he said. # 


(Continued on Page 116) 


Aeronaves Airline, 


Advertising Age, June 8, 1959 


NIAA Units in 
East Will Back 
Revamp Proposals 


New York, June 3—Apathetic 
is the word that describes the re- 
action of most members of Na- 
tional Industrial Advertisers Assn. 
| to the proposed plan to change the 
| association’s name, increase dues, 
|improve chapter liaison and admit 
sustaining members (AA, May 4), 

The New York, New Jersey, 
Philadelphia, Pittsburgh and Bos- 
ton chapters, while objecting to 
some features of the reorganiza- 
tion plan, are all expected to 
support its adoption at NIAA’s 
annual convention on June 14-17 
in San Francisco. (For other news 
| of the NIAA proposals see story 
| on Page 116.) 

John Freeman, NIAA president, 
said that so far as he knows only 
| three chapters have registered ob- 
| jections to the reorganization plan 
|—Chicago, Hamilton, Ont., and 
| Rockford, Il. 

“Despite these and a few other 
objections to certain of the pro- 
posals, such as higher dues and 
sustaining memberships,” Mr. 
Freeman said, “we expect the pro- 
| posals will be voted in at the San 


| Francisco convention.” 


a While the executive committee 
of the New York chapter has in- 
structed its delegates to the con- 
vention to support the proposals, 
they will do so with reservations 
|and voice objections to dropping 
|the word “national” from the as- 
sociation’s name. 

John deWolf, vp of G. M. Bas- 
ford Co., and president of the New 
| York chapter, summed up the 
| chapter’s attitude this way: “We’re 
|for it generally, but question the 
|mame change. We regret higher 
dues, but see no way to avoid this; 
we have no objection to admitting 
sustaining members.” 

Few of the rank and file mem- 
bers of either the New York or 
New Jersey chapters were either 


interested in or too familiar with 
the proposed changes when ques- 
tioned today. 


N. Y. SUGGESTS NAME 
BUT WILL BUY PACKAGE 
New York, June 4—In a letter 
dated June 1, addressed to all 
chapter presidents of National In- 
dustrial Advertisers Assn. by John 
DeWolf, vp of G. M. Basford Co. 
and president of the New York 
chapter, explains the chapter’s po- 
sition on the proposed reorganiza- 
tion of NIAA. 
“At its recent executive commit- 
tee meeting,” Mr. DeWolf wrote, 
(Continued on Page 124) 


Manger Hotel Chain 
Set Joint Campaign 


NEw York, June 3—The Manger 
hotel chain and Aeronaves de Mex- 
ico have combined forces for a 
joint Manger-Mexico Fiesta pro- 
motion during June and July. 

An $85,000 newspaper and mag- 
azine campaign will highlight a 
contest in which eight expense- 
paid trips to Mexico will be 
awarded. The winners, drawn from 
entry blanks available in Manger 
hotels, will fly Aeronaves to Mex- 
ico City and stay at the El Presi- 

(Continued on Page 124) 


Kleppner Ganger 


idated Gas Co.’s “hot water” car c 


« “Forty-three of the 47 programs 
using re-run telecasts [of their 


partner, Kleppner Co.; Robert M. 


a a 


Weiss Clifford 


ard as the National Assn. of Trans- 


portation Advertising’s “car card of the year,” were: Otto Kleppner, 


Ganger, chairman, D’Arcy Adver- 


Cunningham 
AGENCY HEADS PICK WINNERS—The panel that selected Michigan Consol- 


tising Co.; Sidney M. Weiss, exec vp, Mogul, Lewin, Williams & Say- 
lor; Donald K. Clifford, chairman, Doherty, Clifford, Steers & Shen- 
field; and J.P. Cunningham, chairman, Cunningham & Walsk Bax 

of America, Pepsi-Cola, Life Savers received honorable mention. 
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James T. Aubrey Jr. 


Aubrey Believes He'll 
Free Cowan for More 
Creative Work at CBS 


NEW York, June 4—Tv’s be- 
hind-the-scenes spotlight __ this 
week was focused full force on 
James T. Aubrey Jr., the new 
exec vp of CBS Television net- 
work. 

Not since Sylvester L. Weaver 
Jr. and his program team left 
NBC has there been so much 
speculation about an_ individual 


appointment, its significance, ram- 
ifications and repercussions. There 
has been a great deal of talk about 
what this move means for the in- 
dustry generally, as well as for 
the company directly involved. 

The reasons for the intense in- 
terest are obvious: (1) Most peo- 
ple are convinced that Mr. Aubrey 
is slated for still bigger things at 
CBS-TV; (2) his appointment 
has triggered a major program 
management shakeup. 

So far three executives have 
left the programming department 
—Hubbell Robinson Jr., longtime 
program chieftain at CBS and now 
a packager with a big Ford series 
coming up on NBC; Harry Om- 
merle, No. 2 man to Mr. Robinson 
at CBS, who has not announced 
his plans, and Thomas H. Ryan, 
general executive in the program- 
ming department, who is going to 
work with Mr. Robinson. 


s What kind of person is this Jim 
Aubrey whom everybody is talk- 
ing about? 

In keeping with the current fad 
in network management, he’s 
young—40, He’s a product of the 
CBS company development school, 
having, like many top men at the 

(Continued on Page 30) 


Persons Agency — 
Opens; So Does 
New McCarty Unit 


New York, June 3—The tangled 
New York affairs of the McCarty 
Co., Los Angeles, were straight- 
ened out a bit this week with the 
formation of two new agencies 
here. 

The company formerly doing 
business here as McCarty Co. Ad- 
vertising Inc. was renamed Per- 
sons Advertising Inc., the name on 
the door standing for Howard Per- 
sons, president. Offices will re- 
main at 122 E. 42nd St. 

Meanwhile, two former top vps 
of McCarty Co. Advertising—Ro- 
bert Holley and Gene Thomas— 
announced the establishment of the 
McCarty Co. of N. Y. Inc., a sub- 
sidiary of the Los Angeles agency. 
The new McCarty shop will have 
office at 60 E. 56th St. 

Mr. Holley will be exec vp and 
Mr. Thomas vp of the new McCar- 
ty branch. Both are presumed to be 
taking business with them from 
the old McCarty shop. Mr. Holley’s 
principal contribution is Hambro 
Automotive Corp., importer of the 
British Motor Corp. Cars (Austin, 
MG, Morris, Riley and Austin 


(Continued on Page 121) 


Nucoa Returns 


to D-F-S from 


Guild, Bascom 


GB&B Keeps Skippy; 
Shift Seen as Result of 
Buy by Corn Products 


New York, June 4—Dancer- 
Fitzgerald-Sample, which got Best 
Foods’ Nucoa margarine early in 
1954 and lost it in 1957, has been 
named to handle the spread again. 

Dancer, which also handles the 
client’s Hellman’s mayonnaise, 
among other products, succeeds 
Guild, Bascom & Bonfigli, which 
retains Skippy peanut butter. Nu- 
coa billings were said to range 
from $1,000,000 to $1,500,000. 

Best Foods, which spent about 
$10,000,000 annually on advertising 
before its merger last year with 
Corn Products Refining Co., is now 
the Best Foods division of Corn 
Products. The latter also puts 
about $10,000,000 into promotion. 

[One of the most unusual pro- 
motions that GB&B dreamed up for 
Nucoa was an ill-fated skywriting 
campaign set to come off in New 
York in July, 1957. The skywriter 
was supposed to goof and spell 
Nucoa in several different ways, 
none of them correct. But weather 
difficulties goofed up the goofy 
spellings. ] 

Last July Corn Products officials 
said it was too early for changes 
in agency product assignments, 
but observers thought a realign- 
ment was quite likely later on, 
to achieve coordination of adver- 
tising of the various product lines. 


s Best Foods agencies at the time 
were Dancer-Fitzgerald-Sample; 
Guild, Bascom & Bonfigli; Sulli- 
van, Stauffer, Colwell & Bayles, 
and Foreign Advertising & Service 
Bureau. Corn Products had C. L. 
Miller Co.; Donahue & Coe; Mc- 
Cann-Erickson; House of J. Hay- 
den Twiss, and Robert Otto & Co. # 


Agency Man Plans 
Chain Letter Push 
to Get Copywriters 


CLEARWATER, FLA., June 4— 
Down here it gets awful hot at 
times. The sun broils the white- 
wash off the stucco houses, the air 
goes stagnant and a hush falls over 
the land. 

It is perhaps in such an atmos- 
phere that Richard S. Perry, cre- 
ative director, Wesco Advertising, 
got his big idea to offset a short- 
age of qualified creative people 
(i.e., copywriters). 

Nodding over his typewriter one 
day, Mr. Perry suddenly snapped 


awake. “Why not a chain letter 


DIRECT LINE—At the Design Engi- 
neering Show, Philadelphia, Arm- 
strong Cork Co. installed a Plexi- 
| glas telephone booth with a direct 
| line to its research center in Lan- 


caster, Pa. A visitor was able to 
get detailed chemical and physical 
information by using the booth. 


U. S. Steel to 
Push New Cars in 
Fall TV Special 


PittsBuRGH, June 3—The auto- 
mobile industry will get a major 
assist from U. S. Steel Corp. next 
fall in the introduction of its 1960 
models. 

The steel company will pre- 
empt the time it usually devotes 
to an hour dramatic show on CBS- 
TV to present a special program 
to salute its best customers—the 


Program Absorbs Loss in 
Foreign Money; Called 
‘Best Buy’ in Propaganda 


WASHINGTON, June 3—The 
publishing industry is waiting un- 
easily to see whether the Senate 
appropriations committee brings 
about full restoration of the in- 
ternational media guarantee pro- 
gram, a program which enables 
publishers to operate throughout 
the world without incurring cur- 
rency conversion problems. 

In the 11 years since its incep- 
tion, the program has cleared the 
way for the sale of $40,000,000 of 
American periodicals, books and 
films, which otherwise might have 
been impossible. With the cost to 
the taxpayers estimated at less 
than $10,000,000 (less than $1,- 
000,000 a year), its supporters say 
it is the best value the public gets, 
in terms of an overseas informa- 
tion program for “the American 
way of life.” 

The program is, in a sense, an 
insurance plan designed to assure 
private U.S. media people that 
their foreign sales will yield dol- 
lars. Under the program, our gov- 
ernment is not buying or selling 


Upjohn’s War on 
Stamps Goes Back 
to Maryland Courts 


BALTIMORE, June 3—The Upjohn 
Co., which is suing the Peoples 
Service Drug Stores in U.S. district 


auto makers. 

Plans are still in the formative 
stage, but if possible all the new 
models will be shown during the 
comedy-variety special to be aired 


mercials as well as the program 
will point up the relationship of 
the car to the American family. 


s Sid Caesar will headline the 
|show, which will star Audrey 
| Meadows, Tony Randall and a still 
to be selected vocalist-commedi- 
enne. The program is expected to 
begin with a satire of the automo- 
bile, circa 1900, and end with a 
scene showing the cars of the fu- 
ture. The show will be produced 
by Sid Caesar’s own company, 
Shellrick Corp., in conjunction 
with Talent Associates. 

This will be the first time that 
| U.S. Steel has devoted an entire 
program to the auto industry, al- 
though it featured the new 1959 
{models in a tv commercial early 
this year. During the past couple 
\of years, the steel maker has 
‘saluted the appliance industry, 


| 


using copywriters?” he asked a fly | during the pre-Christmas selling 


crawling up the ceiling. 


# His plan is simple though. Cir- 
culate a chain letter among agen- 
cy owners. Instead of sending a 
dollar to the name on top of the 
list, the agency sends one of its 
copywriters. When the _ sender’s 
name reaches the top of the list, 
he will be deluged with more than 
1,000 copywriters—all sizes, shapes 
and sexes, Mr. Perry says (some- 
what ambiguously). 

“T realize there will be some 
agency officials who will try to 
cheat,” he mused. “That is, they 
will neglect to send a copywriter. 
But that is dirty pool, and such 
men will be found out fast be- 
cause most copywriters are gar- 
rulous. Should this happen, the 
agency official would be _ sent 
comptrollers instead of copywrit- 
ers. That should be warning 
enough,” Mr. Perry warned. 


season. Tv commercials in this pro- 
motion were built around the 
| theme: “Make hers a White Christ- 
|mas—give her a major appliance.” 
| Batten, Barton, Durstine & Os- 


— is U.S. Steel’s agency. # 


Blakey Joins Terry, Gray 
| Donald Blakey, formerly with 
jthe Phil Gordon Agency, has 
joined Terry, Gray-Schwartz & 
Harris, Chicago agency, as an art 
director. Ron Terry Productions 
and Gray-Schwartz agency joined 
forces in January to form the 
Terry, Gray-Schwartz & Harris 
agency. 


Talco Appoints Weir 

Talco Engineering Co., Mesa, 
Ariz., a subsidiary of Gabriel Co., 
Cleveland, has appointed Weir Ad- 
| vertising, Los Angeles, to handle 
|its advertising. Weir has moved to 


Oct. 21 at 10 p.m (EST). Com-| 


court, alleging violation of fair 
|trade laws through issuance of 
trading stamps, will first have to 
pursue the case in Maryland state 
| courts, according to an opinion by 
| Judge R. Dorsey Watkins. 

Upjohn claims that trading 
| stamps issued by the drug chain 
|for drugs and toilet articles pro- 
| tected under fair trade acts, violate 
both federal and state laws. Judge 
Watkins ruled that the case should 
first be tried on the state level be- 
| fore it is brought into the federal 
| courts. 

| Upjohn will contend that trading 
| stamps actually constitute a dis- 
|count which in effect lowers prices 
|of their products below established 
fair trade minimums. 

| Attorneys for Peoples Service 
Drug will continue their arguments 
that the trading stamps are given 
| for prompt payment, that they con- 
| stitute sales promotion and are too 
small a discount to be considered 
|an injury to the plaintiff. In addi- 
tion to claiming that trading 
stamps do not constitute a violation 
of fair trade laws, the defendants 
will seek to test the validity of 


| 


3 


‘Publishers Wait Congress Action on 
Guarantee Fund for Overseas Ad Pay 


anything. It merely makes it pos- 
sible for U.S. publishers to sell 
abroad by promising to convert 
blocked foreign currencies into 
U.S. dollars. 

Altogether, the government has 
put about $28,000,000 into the pro- 
gram, to buy “blocked” amounts 
earned by overseas sales of pub- 
lishers and others who have ob- 
tained guarantee contracts. 

Often the U.S. government is 
able to use the blocked money for 
its own expenses or for assistance 
in the country which issued the 
money. Sometimes, however the 
U.S. already may have more of a 
particular currency than it can 
use; on these occasions it is unable 
to dispose of the currency or must 
sell it at a loss. 

Because the government isn’t 
always able to use all the blocked 
money it takes in under the media 
guarantee contracts, the fund has 
been depleted by about $10,000,- 
000 since its inception. While it 
has received about $800,000 in 
“premiums” from business men 
who “buy” its “protection,” the 
administration goes to Congress 
annually for additional working 
funds with which to bolster the 
guarantee revolving fund. 


s Recently when the administra- 
tion asked Congress for $3,500,- 
000 to bolster the program's work- 
ing funds, the House trimmed the 
amount to $2,500,000. Since the 
government doubts that the pro- 
gram can continue at its present 
rate unless the full $3,500,000 is 
authorized, the administration is 
expected to seek help from the 
Senate when the U.S. Information 
Agency’s 1960 budget goes before 
the Senate appropriations commit- 
tee. 

Altogether, according to Robert 


Cultivate ‘Jingly’ 
Susceptible Teens, 
Fitz-Gibbon Says 


New York, June 3—Bernice 
Fitz-Gibbon, whom “nobody but 
nobody” could undersell once upon 
a time, did some strong, sharp 
selling for Seventeen today. 

Speaking to some 1,500 leading 
store executives at Seventeen’s 
back-to-school fashion show at the 
Waldorf-Astoria, Miss Fitz-Gib- 
bon, now an advertising and mer- 
chandising consultant, sailed along 
under a real stiff breeze. 

“You know you can’t sell any- 
body anything unless he has both 


Maryland’s fair trade laws. # 


| 
| 


“RUSSELL ZIEGLER has been appointed 
| director of advertising and public 


| relations of Cluett, Peabody & Co., | 


| 


succeeding George A. Phillips, who 
|has been assigned to special proj- 
|ects for the vp of Arrow domestic 


Then he and the startled fly|a new location at 3142 Wilshire operations. Mr. Ziegler has been 


went back to their dozing. + 


| Blvd. 


with the company since 1932. 


|—the yen and the sen, the desire 
land the dollars, the longing and 
the lure, the compulsion and the 
|cabbage. Because what profiteth 
| you if people have the scratch but 
| don’t have the itch to own? 


|@ “You will say, ‘But everybody 
wants things.’ Yes, but not hard 
enough to open their wallets. Al- 
most 9,000,000 teen-agers want 
things hard. And that can’t-do- 
without urge, along with the $4 
| billion they have to splurge on the 
urge, makes them a store’s gold 
| mine. 

“Sure, momma’s got  shekels, 
poppa’s got shekels, all God’s 
chilluns got shekels—but the chil- 
luns, they got shekels to spend. 
Mommy-and-daddy money is no 
good to you. It’s tight money. It’s 
not all lovely and loose and jingly 
like teen-age money. 

“It’s tied up. Its all spent before 
poppa’s paycheck comes home— 


(Continued on Page 124) 
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Ciba Uses Big Words 
in Unique ‘for Docs 
Only’ Drug Ads on TV 


New Yorkx, June 5—For the 
first time in the history of phar- 
maceutical advertising, a prescrip- 
tion product is being promoted on 
tv. 

This may, in fact, be the first 
time a prescription product has 
ever been promoted in any con- 
sumer medium. 

The advertiser is Ciba Pharma- 
ceutical Products, which has a test 
in Medi- 


program, “This Week 
cine,” running on tv stations in 
Miami, Dallas, Kansas City and | 


Binghamton, N. Y. 

The 15-minute program, being | 
presented in early morning hours, 
consists of a roundup of medical 
news and is slanted completely to 
doctors. The general public is not) 
invited to tune in, and Ciba hopes 
that the highly technical language 


More than 68,000 families, who buy 16% of all drug 
items sold in the Puget Sound Circle, can not see your 
advertising unless it’s in the Tacoma News Tribune 


Ask the men at SAWYER -FERGUSON-WALKER COMPANY, Inc. 
Philadelphia « 


New York «+ Chicago «+ 


‘includes restrained, informational 


|The first of the programs was 


it uses on the program will dis- 
courage all but doctors from 
watching. 

The program, in its test stage, | 


“commercials” (Ciba doesn’t like 
to use this word) for Essidrix, a 
Ciba anti-hypertensive drug. 

This will be a four-week test. 


presented this week. On three of 
the stations the program is sched- 
uled before 8 a.m.; on the fourth 
it will be presented on Sundays 
at 10 a.m. 


s Ciba explained that this new 
approach is an attempt to break 
the log jam in advertiser-to-doc- 
tor communications. With doctors 
inundated with direct mail, Ciba 
is attempting to reach them via 
this special tv effort. 

Ciba is sending a questionnaire 
to doctors in each of the four cit- 
ies, asking for reactions. The com- 
pany said today it already has re- 
ceived preliminary results and 
that they are favorable. 


QUICK FACTS: Total population of the Tacoma Metro Area, 324,200. 
Retail Sales, $344,163,000. The Tacoma News Tribune is the only daily 
with selling coverage in this important market. (News Tribune cover- 
age 81%; Seattle evening daily 2%; Seattle morning daily 12%.) 


Detroit «+ Atlanta « 


| Programatic Names Esau 


Sudler & Hennessey is Ciba’s 
agency on this test campaign. + 


John Esau, formerly eastern 
sales manager of Programatic 
Broadcasting Service, New York, 
has been named to the new post 
of national sales manager. Added 
to the company’s New York sales 
staff were Robert H. Prater, pre- 
viously in the marketing depart- 
ment of Benton & Bowles, and 
Frederick E. Riker, formerly ad- 
vertising manager of the Savings 
Bank Journal. 


| 


NBC Boosts Fromm, Liotti 

Wilbur M. Fromm, who will 
continue his duties as manager of 
advertising and promotion at NBC 
Spot Sales, New York, has also been 
named to the new post of man- 
ager of sales development and 
promotion for the radio-tv station 
representative. Anthony Liotti, 
now supervisor of research, has 
been promoted to manager of re- 
search, 


U. 8S. Steel Corp. sets fall drive on CBS- 


Advertising Age, June 8, 1959 


Highlights of This Week's Issue 


The top 100 national advertisers of 1958, according 
to dollar expenditures in major media has been 
compiled by ADVERTISING AGE from various meas- 


uring sources 


Checker Cab Co. names Roche, Rickerd 


& Cleary to handle advertising for new 
line of p°ssenger cars 


Newspaper Color Advertising, a sales or- 
ganization to promote and sell news- 
paper r.o.p. color, gets rolling ....Page 1 


Chesapeake & Ohio to leave Robert Cona- 
hay Inc., after Sept. 30, seeks new 
agency, after Conahay acquires New 
York Central account 


Time availabilities on network tv are 
plentiful during the summer as spon- 
sors sit back and let the re-runs 
DUD cccepireecensennqatcneentianinntaiaiamatinianinirnniel Page 2 


Murine Co. finds it can dispense with its 
salesmen, bank on advertising to get its 
product into various retail outlets Page 2 


Members of the National Industrial Ad- 
vertisers Assn. in the East are, for the 


most part, apathetic to name-chance 
TEE sxcccscvterivensitnssindeeentiipapaniniiilit Page 2 
Lennen & Newell's San Francisco office 


is named to handle West Coast adver- 
tising for Fluffy instant mashed po- 
tatoes by western distributor of prod- 
uct ..Page 2 


Manger Hotel chain and Aeronaves de 
Mexico get together for joint Manger- 
Mexico Fiesta during June 

Page 2 | 

the 

Nucoa margarine account 

Page 3 | 


Best Foods’ 
from Guild, Bascom & Bonfigli 


Publishers wait to see if Congress will | 


bring about full restoration of the in-| 
ternational media guarantee program, 
which is called U. S. “best buy” in prop- 
aganda .... ‘ = . Page 3. 


Short on copywriters? Then Richard Per- | 


ry, Wesco creative director, has an idea | 
by which you can get your fill of copy- | 
writers through an unusual chain of | 
circumstances. ......... Page 3 


TV 
biles 


show to present 1959 automo- | 
acseiaseiinwde nee ceccsseoccmage $i 


New postal rate increase is more likely 


now that Senate has voted to keep 
“public service’ appropriation down to 
$37,500,000 instead of $172,000,000 asked 
for by the President 


KPIX, San Francisco, launches elaborate 


public service program which will 
dispense with conventional “time 
EE eenichiedessoswvenes — 2 


Brands build turnover, profits for grocery 


stores, This Week Magazine study 


| 


shows Page 33 


Film distributors and producers are urged 
to band together to promote their me- 
dium by Leslie L. Dunier, radio-tv vp 
at Mogul, Lewin, Williams & Say- 
lor 


Most rural agency is George Eschbaugh 


Advertising, located on a farm in 
the middie of the Kansas wheat 
GNI scntévtnnenstancieceiubeciensestn Wueaitiaidectiadeal Page 46 


Trouble with odd-size space in picture 
magazines, says Andy Armstrong, is 
that you never know what the editor 
is going to fill the rest of the space 
= =—hCU 


Bill to extend a state ban on alcoholic 
beverage advertising to tv, newspapers, 
magazines and periodicals is killed in 
North Carolina legislature . Page 93 

British Overseas Airways Corp. launches 
ad with a “blank” picture ........Page 96 

yearning for the 

Utica Club 
Page 102 


A couple of mugs 
good old days help sell 


beer 


Advertising Club of Denver urges con- 


trols to guarantee truthfulness of 
optometrist ads, not ban on price 
ads Page 106 
FIGURES TO FILE 
Department Store Sales ... Page 26 
Top 100 National 
Advertisers ..Page 100 
Network Gross Time 
Charges Page 106 
Media Guarantee 
Payments .. Page 106 
REGULAR FEATURES 
Advertising Market Place ............... 120 
| Agencies Ask Us havitevse 4 
Art Director's Viewpoint xR 


Page 6 | 


Coming Conventions .... oF ae 70 
Creative Man’s Corner 


| Drawthinks 86 
Editorials diiciinneeniebinss 4 
EE MMIII cccnscicsctssancosssnnosoeness 18 
Learning from the Retail Ads 86 
Looking at Radio and Television 4 
Obituaries ia statilh Celli vepeathdeimaeieibiden sas 22, 24 

| Photographic Review 98 
Production Tips 66 
Rough Proofs = “4 
Salesense in Advertising BS 


This Week in Washington ................... 6 
Voice of the Advertiser 
What They're Saying 


Cahners Names Johnson 


Ned Johnson, formerly director 


Los Angeles + San Francisco 


of Cahners Publishing Co., Bos- 
ton, has been appointed publisher 
of the company’s Metalworking, a 
new position. Before joining Cah- | 


was Moore Publishing Co. vp. 


ners two years ago, Mr. — | 


K&E Gets Pablum Products 

Mead, Johnson & Co. has ap- 
pointed Kenyon & Eckhardt, New 
York, as the agency for Pablum 
products division, which includes 
cereals, juices and baby biscuits. 
Keyes, Madden & Jones, Chicago, 
is the previous agency. 
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SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 
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NBC TELEVISION FILMS~A DIVISION OF 


He’s Joe Friday. On CNP’s BADGE 714. He works 
only for you, in your market, starting this Fall. 


CALIFORNIA NATIONAL PRODUCTIONS, INC. 
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This Week in Washington ... 


How Much P.O. Cost Is Chargeable to 
Mailers, How Much ‘Public Service’? 


of the post office and civil serv-| Everett Dirksen (R., Ill.), the mi- 
ice committee, was so upset that|nority leader, sounded the call to 
he took the floor to say that the | arms for those who wanted to hold 
Senate ought to vote $172,000,000| the fund to $37,500,000. 
or nothing at all. “Who will be the  benefici- 
With unanimous backing from | aries?” he demanded. “The maga- 
his committee—which handles|zine publishers, the advertisers 
|postal legislation—he contended | and the distributors of circulars in 
$37,500,000 is only a token con-|the mail will be the beneficiaries, 


By Stanley E. Cohen 
Washington Editor 
WasuIncTon, June 4—The case 
for another postal rate increase is 
more impressive now, thanks to 


from handling certain subsidized 
classes of mail. 

Later, however, Postmaster 
General Arthur Summerfield and 
the budget chief, Maurice Stans, 


tribution by the government. 
Speaking as the man who invented 
the idea of a “public service” con- 
tribution, he argued that the com- 


and the taxpayers will pay the 
freight. I for one,” said Sen. Dirk- 
}sen, who is sponsoring the ad- 
|ministration’s current rate in- 


a Senate roll call the other day,|passed the word that the Presi- 
which arranges the department's |dent’s estimate of “public service” 
books to show a prospective defi- costs was far too high. Using their 
cit of nearly $500,000,000 for the |}Own method of computation, they 
coming year. decided that $36,000,000 _was all 
As submitted by President Eis-|the government should rightfully 
enhower in January, the budget/Pay. And they confused _ the 
showed a $350,000,000 loss for the | House to the point where it final- 
Post Office. The deficit was held ly decided not to vote anything at 
to this level because the President | all. 
expected Congress to appropriate a | 


mittee’s proposal would shift back | crease bill, “will not put that bur- 

on postal patrons millions of dol-| den on the taypayer.” 

lars of expense which is incurred 

because Congress wants to pro- 

vide service for certain com-| Parcel Rate 

| munities, rural residents and other | Hike Cleared erated on the 

classes of mail user, regardless of | Senate floor the 

cost. other day when the administra- 
In the end, he went down to a|tion steamroller flattened Sen. 

‘humiliating 34-30 defeat, before a| Johnston, Postmaster General 

|coalition consisting of appropria-| Summerfield can hardly expect a 

tions committee leaders, conserva-|warm reception when—or if—the 


Considering the 
hard feeling gen- 


Advertising Age, June 8, 1959 


parently has moved to nail down 
|at least one immediate rate in- 
|erease—parcel post. His request 
|for an $85,000,000 hike in parcel 
| post rates had been tied up in the 
| Interstate Commerce Commission 
| since early this year, after mail 
users argued that the size of the 
|parcel post deficit can’t be de- 
termined until Congress completes 
work on the President’s request 
for a $172,000,000 postal “public 
service” contribution. 

But this week, when a House- 
Senate conference committee 
| drafted the final version of the 
department’s appropriation for 
1960, Mr. Summerfield arranged 
for inclusion of a special section 
specifying that parcel post is al- 
| ways to recover its full cost, re- 
| gardless of subsidies given for oth- 
er classes of mail, 


| 


The Agriculture 


$172,000,000 “public service” con-|# In the Senate this week, the ap-| tive Democrats, Republican Senate | post office and civil service com- Market Study Department may 


tribution. This represents the sum | propriations committee recom- 
he estimated as reasonable reim-| mended $37,500,000. Sen. Olin D. 
bursement to cover losses incurred| Johnston (D., S. C.), chairman 


'leaders and absentees (34 senators| mittee decides to consider his re- 
failed to vote). | quest for further rate increases. 
At the height of the debate, Sen.| However, Mr. Summerfield ap- 


There's that word again, BUT on those special jobs for the client 
—as on a bicycle built for two—you may want assistance. 


If you can use someone who can professionally apply specialized 
talents and facilities to help you (the agency that’s going places), 
let's get together. 


Jam Handy is in business to help you help your client. 


MOTION PICTURES «© DRAMATIZATIONS + PRESENTATIONS 
CALL NEW YORK, JUdyon 2-4060 HOLLYWOOD, Hollywood 3-2321 


DETROIT, TRinity 5-2450 


A MESSAGE ON ‘‘TOGETHERNESS” FOR THE ADVERTISING MAN! 


Take that job on your desk now or the one coming in tomorrow. 
If there’s a message to dramatize, a new development to explain, 
a logo or a new package design to establish—we can help. 


Motion pictures, animated commercials, visual promotion aids 
are just a few of the specialities of this house. 


For complete details on cost, production and quality—contact 


Ziv JAM HANDY Ovengationr 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


e VISUALIZATIONS ¢ SLIDEFILMS © TRAINING ASSISTANCE 
DAYTON, ENterprise 6289 PITTSBURGH, ZEnith 0143 CHICAGO, STate 2-6757 


remain in the 
market research 
business after all, thanks to the 


Gets Reprieve 


_| Senate appropriations committee. 


When the department’s budget 
was before the House earlier this 
year, members were uneasy about 
the list of “blue chip” trade asso- 
ciations which have been getting 
consumer preference studies free 
from the department. In the end 
the House said the associations 
should pay for their own studies 
and that the Department of Agri- 
|culture should use its money for 
something more directly connect- 
ed with the public welfare. 

Senators apparently did not 
share this indignation. On the ini- 
tiative of the Senate appropria- 
tions committee a $294,000 fund for 
consumer preference studies has 
|been restored. The issue will 
|have to be resolved by a House- 
Senate conference. 


The Federal 
Communica- 


FCC Marks 
\25th Birthday tions Commis- 
sion, which cele- 


brates its 25th birthday June 19, 
numbers among its commission- 
ers two who were rank-and-file 
civil servants when the commis- 
sion opened for business in 1934. 
Commissioner Rosel Hyde, who 
was confirmed for a new seven 
year term this week, came to FCC 
as an attorney from the old Federal 
Radio Commission and remained 
with FCC throughout its 25 years. 
Commissioner Robert T. Bartley 
was director of the commission’s 
|original telegraph division, then 
left for non-government employ- 
ment, returning as a commissioner 
in 1952. 

Two other FCC commissioners 
formerly had staff jobs. T. A. M. 
Craven started as chief engineer 
jin 1935 and served as a commis- 
| sioner from 1934 to 1944. After a 
ltry at private engineering prac- 
tice he returned to FCC again as 
a commissioner in 1956. Frederick 
|W. Ford’s career also includes 
service on the FCC staff, starting 
in 1947. After serving as FCC’s 
chief hearing examiner,he shifted 
to the Department of Justice for 
'a brief period, returning to FCC 


as a commissioner in 1957. 


Secretary of 
Which Hues Health, Educ a- 
tion and Welfare 


Safe to Use? 
Arthur Flem- 


ming is prodding Congress to go 
ahead on legislation authorizing 
the Food & Drug Administration 
to fix safe “tolerance” levels for 
coal tar dyes and other colors. 

He points out that existing law 
prohibits use of any “unsafe” dye, 
but that scientists agree many 
dyes are “safe” in the minute 
quantities that are required for 
food or cosmetic purposes. 

Approval of the legislation, gen- 
erally favored by industry groups, 
would eliminate many embarrass- 
ing situations, such as the re- 
cent announcement that many 
common yellow colors can no 
longer be used in cosmetics, # 
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A message to advertisers about THIS WEEK Ma gaze: 


Be has been our experience that a good product advertised regularly 
in THIS WEEK Magazine is thoroughly ‘pre-sold’ to the consuming 
public. That is why THIS WEEK advertised products get good shelf 


position in our stores.” Wh itk 


L. B. Smith, Jr. 
President, Thorofare Markets, Inc., Murrysville, Pa, 
(54 stores. $109,079,519 annual volume) 
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To Move Goods Fastest. Buy The Big One This Week 
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as Merchandising 
Chief at Revlon — 


| 

New York, June 4—Revlon | 
Inc. sells a men’s product called 
Top Brass, but this week another 
type of top brass was reverberat- | 
ing at Charles Revson’s company. | 

Jack Kauffman, who joined in 
January as merchandising vp with 
a long-term contract, has resigned. 
He had left a top spot at Colgate- 
Palmolive Co. as | 
director of mar- 
keting for’ the 
household prod- 
ucts division— 
to come to Rev- 
lon where he was 
placed in charge 
of marketing, 
packaging, mar- 
ket research and 
display. 

At the same 
time, ADVERTISING 
Ace learned that Lou Pacent has| 
resigned his post as vp for man-| 
ufacturing. A few weeks ago (AA, 
May 11) Melvin Birnbaum re- 
signed as exec vp of the Knomark 
Inc. subsidiary where he had been 
for 13 years, the last three and a 
half in charge of marketing. Rev- 
lon bought Knomark in November, 
1957. 


Jack Kauffman 


i 
| 
s Mr. Kauffman would not make} 


any comment concerning his res- | 
ignation and has not decided on 
his future plans. His Revlon con- 
tract was understood to be for 
more than two years and to have 
included profitable stock options. 

His duties have been assumed 
directly by Charles Revson and 
there was no report on a succes- 
sor. 

The Kauffman departure is the 
latest in a “grand march” that 
goes back several years—most of 
which has been attributed to 
clashes with Charles Revson, the 
tough, hard-driving president who 
runs a highly successful company 
to suit himself. 

Here are some of the other peo- 
ple who have left Revion in the 
last three and a half years. It was 
widely thought that disagree- 
ment with Charles Revson was the 
main reason for most of these de- 
partures: 


e Brothers Joseph Revson, board 
chairman, and Martin Revson, ex- 
ec vp. Joseph is now retired. Mar- 
tin, who collected something like 
$7,000,000 when he sold out to 
Charles one year ago, has become 
active in investments. Currently, 


he is thought to be one of the 
very largest stockholders in Rex- 
all Drug Co 

e Charles J. Kushell Jr., finan- 
cial vp, who is now with Mont- 


gomery Ward & Co. as financial vp. 


e George Abrams, advertising vp, 
now president of the cosmetics and 
toiletries division, Warner-Lam- 
bert Pharmaceutical Co 


e Andrew A. Lynn, formerly vp 
in charge of sales, now vp in 
charge of domestic marketing at 
Chesebrough-Pond’s. 


e Charles R. Ruston, former as-| 
sistant to Mr. Lynn, who succeed- 
ed him and who is now on the na- 
tional marketing committee staff 
of Max Factor & Co. Mr. Ruston 
held the post for about six months 
and was succeeded by George 
Kirk last July. 


e Robert Bragarnick, formerly vp 
in charge of merchandising (the 
post Mr. Kauffman resigned), now 
vp in charge of marketing at 
Joseph E. Seagram & Sons. 


e Charles T. Rabkin, formerly as- 


Kauffman Resigns 


» 


BUY K*LL*G—Starting in June Kellogg will use outdoor posters like 


| 
| 
} 


| name, 


‘Shattuck Tests 


Merchandising in 
N. Y. Supermarkets 


New York, June 4—Latest de- 
velopments in the new merchan- 
dising promotions being tested in 
supermarkets in this area include: 


e The opening yesterday in a 
Safeway supermarket in Spring- 
field, N.J., of 50’ of display space 
by Frank G. Shattuck Co., opera- 
tor of 48 restaurants and eight re- 
tail shops under the Schrafft 
for the sale of Schrafft 
brand frozen foods, baked goods 
and candies. 


e A similar display of Schrafft 


| products was launched May 27 in 


an H. C. Bohack supermarket in 
Manhasset, Long Island, N.Y. 


e Another display of Schrafft 
products will be tested June 10 in 


}another Bohack supermarket at 


East Hills, Long Island, N. Y. 


,@ Vim Electric Co.’s concession 


this in major metropolitan markets throughout the country, gaining 
the effect of extra dimension with bold, uncompleted trade name 
script in the background behind the products pictured. 


new product development, who 
went to the then Emil Mogul Co. 


e Peter Ripps, who succeeded Mr. 
Bragarnick and then went to 
Ogilvy, Benson, & Mather. 


e Bob Armstrong, Revlon inter- 
national vp, now president of 
Wortheimer, Freres Inc., export 
company for the Chanel and Bour- 
jois lines. 


e Edmund Buryan, Revlon _ in- 
ternational vp, now market-vp at 
W. A. Sheaffer Pen Co. 


e Joseph Salganik, former sales 
manager, who went to Hazel Bish- 
op Inc. as exec vp, a post he has 
since left. 


e Alfred Roberts, former drug di- 
vision vp, now president of Sof- 
skin. 


e Allen Drew, former controller. 


This list is far from complete. It 
does not include about a_ score 
more of advertising and sales peo- 
ple and departmental heads. Con- 
sidering the present affiliations 
of most of the expatriates above, 
it may have been rough at Revlon 
but it wasn’t without its ultimate 
rewards. # 


Lee Forms Unit to 
Publish Dailies Added 
in Anaconda Buy 


Mapison, Wis., June 4—Lee 
Newspapers, a group of 10 mid- 
western newspapers in five states, 
becomes one of the nation’s largest 
in terms of number of papers pub- 
lished—18—with the purchase this 
week of eight Montana daily news- 
papers from Anaconda Co. 

The giant mining company got 
out of the newspaper business after 
60 years as a publisher with the 
sale to Lee for a reported $6,000,- 
000. 

Anaconda has been criticized in 
the past for its diversification so 
far removed from its mining and 
smelting operations. The Anaconda 
papers last year netted a reported 
$183,411. 

Don Anderson, publisher of the 
Madison State Journal here, will be 
president of a new operating com- 
pany, Lee Newspapers of Montana, 
Butte. # 


Olin Mathieson Boosts Hunter 

Henry H. Hunter has been pro- 
moted from director of public re- 
lations to director of communica- 
tions of Olin Mathieson Chemical 
Corp., a new post. He will super- 
vise advertising, public relations 
and stockholder relations for the 


sistant vp in merchandising and {corporations and all its divisions. | the San Francisco office. 


King Joins McCann, | 


Detroit, to Work | 
Buick Account 


| Detroit, June 4—McCann- 
| Erickson, pouring it on in the in- 
'terests of its heavy Buick account, 
‘continued to beef up the service 
group in the Detroit office this 
week by acquiring the services of 
a Detroit veteran in the automotive 
field, Thomas J. (Tim) King, who 
has been a senior vp and member 
of the executive committee of D.P. 
Brother & Co. and supervisor of | 
that agency’s GM accessory ac- 
counts, of which AC Spark Plug 
is the heaviest. 


@ Mr. King will be a vp and man- 
agement service director for the 
Buick account, splitting the load 
with Myron C. McDonald, McCann 
vp, who has been handling both 
the creative and service organiza- 
tion staffs of the Buick account 
group. 

Mr. King has a background of 
full familiarity in the GM family, 
especially in Flint, the home of 
both Buick and AC. He has been 
with Brother since 1954, and has 
been a vp there since 1955. He was 
made a senior vp during February 
of this year. 


s Other changes in the Buick ac- 
count service group announced in 
Detroit in the last few weeks in- 
clude R. Thomas Brogan named 
print advertising executive. He 
has a background with the agency | 
as field service representative and | 
with the Chrysler account which | 
it formerly held; Charles P. Flynn, | 
moved from New York to Detroit 
to supervise Buick radio and tv| 
advertising, and John C. Vivian, 
former Detroit copy chief on Buick, 
who is now Opel car account ex- 
ecutive. 

None of these, however, are new 
names on the McCann-Erickson 
roster. + 


Pearson Names Henze 
President; Boosts 3 Others 

Raymond P. Henze Jr. has been 
named president of John E. Pear- 
son Co., New York, radio-tyv sta- 
tion representative. A vp, Mr. 
Henze joined the company in 1951 
/as a sales executive. He replaces 
| John E. Pearson, who moves up 
to chairman of the board. 

Named executive assistants with 
broader duties and more territory 
to cover were James B. Bowden, 
head of the Chicago office; Robert 
M. Baird, head of the Atlanta of- 
fice, and John E. Palmer, head of 


| Manhasset 


|for the sale of electric appliances 


in the same Safeway supermar- 
kets in Springfield, N.J. (a suburb 
of Newark), launched in mid-May 
(AA, May 25), will be continued 
indefinitely, a spokesman for 
Vim said, and plans are being 
made to open similar concessions 
in other Safeway outlets in the 
New York area. 


. Robert Wish, Vim’s advertising 


manager, said that the sale of ap- 
pliances by Vim in the Springfield, 
N.J., Safeway store will contin- 
ue to be supported by “consistent 
advertising in New York and New 
Jersey newspapers.” 

These include, in New Jersey, 
the Newark News and the Newark 
Star-Ledger, and in New York, the 
New York Mirror, News, Post and 
Times. (In AA’s May 25 story, the 
New York Daily News and Newark 
Star-Ledger were omitted from 
the Vim media list, inadvertently.) 

Vim places its advertising di- 
rectly. 


s The experiment of __ selling 
Schrafft products in supermar- 
kets is being supported by local 
newspaper and radio spot adver- 
tising, which Shattuck Co. also 
handles directly. 

For the Safeway experiment in 
Springfield, the company will use, 
through June, the Maplewood- 
South Orange News-Record, Mil- 
burn-Short Hills Item, Newark 
News, Newark Sunday News, New- 
ark Star-Ledger and Springfield 
Sun, plus seven radio commercials 
daily for six weeks on WNTA, 
Newark. 

For the Long Island marketing 
tests, the newspapers include the 
Long Island Press, Manhasset Mail, 
Press, Newsday and 
Roslyn News, plus 16 commercials 
daily over WHLI, Hempstead, N.Y. 
These will run through June up 
to the July 4 pre-holiday shop- 
ping period. + 


Couldn’t Be Done; 
Haddix Did It, L&M 
Commercial Gloats 


New York, June 4—If you’ve 
been feeling sorry for that almost 
perfect game pitcher Harvey Had- 
dix had, you can stop now. 

Twelve flawless innings weren’t 
enough to win a game for the 
Pittsburgh hurler, thanks to an 
error on the part of his team mates 
and a solid hit by Milwaukee’s 
Joe Adcock in the 13th. 

But it was enough to enable 
Mr. Haddix to pick up some ex- 
tra television loot. This week he 
provided the hook for a timely 
L&M cigaret commercial on the 
Jimmy Rodgers telecast (NBC). 
Dancer-Fitzgerald-Sample decided 
that Mr. Haddix’s feat was a nat- 
ural for the L&M “They said it 
couldn’t be done” series. + 


Advertising Age, June 8, 1959 


Latex Shifts 
Playtex Girdles 
to Bates Agency 


(Continued from Page 1) 
cited as the reason for the split. 

Mr. Reach said the company 
pointed out that “the account is 
growing; we need two sets of ad- 
vertising brains; one agency can’t 
handle 17 products.” 

Ironically, when Mr. Reach— 
then head of Charles Dallas Reach 
Inc.—first landed a piece of In- 
ternational Latex, in 1951, he 
solicited the account on the basis 
that it nmeeded more than one 
agency. He won Playtex infants’ 
wear division from Foote, Cone & 
Belding. By November, 1956, he 
had gathered in all Latex products 
still with Foote, Cone. 


s “Hoist on my own petard,” said 
Mr. Reach today. He explained 
that his sense of well being was 
put only slightly off balance by 
the Latex decision. “We keep 
Playtex bras, and that’s a $4,000,- 
000 account by itself. And we hold 
onto Isodine and the glove and 
the family products, and we get 
a new product. It all adds up to 
$6,000,000 in billings. 

“TI say, congratulations to Bates, 
with whom we share another ac- 
count—Minute Maid.” (Reach, 
McClinton has Minute Maid’s Hi-C 
division.) 


@ In 1957, Latex made a barter 
deal with C&C Television Corp. 
which guaranteed the advertiser 
ten 60- and 20-second announce- 
ments a day on about 100 stations 
for five years in return for $20,- 
000,000, plus a percentage of La- 


tex’s sales resulting from in- 
creased advertising. 
In October ’57, Edward D. 


Madden—now vice-chairman of 
Geyer, Morey, Madden & Ballard, 
but earlier vp of International La- 
tex—disclosed that Latex had 
been using a ten-man advertising 
agency unit within the corpora- 
tion to service the tv spots. He 
said no other agency operation 
had worked on the barter end of 
the Latex account. The unit— 
which had reported directly to Mr. 
Madden—created and _ produced 
Latex commercials, handled sched- 
uling and functioned in a station 
relations capacity. 

In November, 1957, the adver- 
tiser assigned this commercial 
production operation to Reach, 
McClinton, while the mechanics of 
the arrangement continued to be 
handled by the client’s advertising 
department. At that time, the 
company was placing about 5,800 
spots a week on tv_ stations 
throughout the U. S. 


s The Latex schedules via barter 
have now completed nearly three 
years of the five-year deal. 

Latex advertising on a non-bar- 
ter basis was with Reach, Mc- 
Clinton throughout. According to 
TvB figures, International Latex 
spent $5,678,510 last year in spot 
tv; Playtex girdles got $1,796,050 
of this total and Playtex bras $1,- 
427,780. International Latex does 
not show up in the 1958 compila- 
tion, “National Advertising In- 
vestments,” put out by Leading 
National Advertisers Inc., which 
covers advertisers spending $25,- 
000 or more last year in maga- 
zines, supplements and network 
tv. + 


Thacker Company Opens 

A new advertising representa- 
tive company, Thacker Co., has 
been opened in Los Angeles by H. 
James Thacker, former Pacific 
Coast manager of Western Dailies 
and Texas Daily Press League. 
Offices are at 1330 Wilshire Blvd., 
Los Angeles. 
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Eleven years ago we believed that there 
was a place in this nation for a maga- 
zine of science. We believed then that 
the motive force of modern civilization 
was science. Can anybody doubt this 
today? 

As publishers of SClENTIFIC AMERICAN, 
we wished to provide a mirror which 
would reflect the advances of all 
branches of seience and technology. 
Our assignment was, and is, the uni- 
verse. Our authors have explored the 
universe from the basie particles of 
matter to the farthest galaxy, from the 
interior of the living cell to the peaceful 
applications of nuclear energy. To this 
task our editors have lent all the tech- 
niques of modern journalism, from 
clear prose to fine art. They have, 
moreover, related the new knowledge 
of science to the work of industry, to 
the aflairs of state, and to the daily 
lives of men. They have produced a 
magazine so closely attuned to these 
relationships that our cireulation now 
exceeds 200,000, 

Our readers are the men of Technical 
Management — engineers, research sei- 
entists and technical executives. Over 
the past decade their scientifically 
trained intelligence has gathered as- 
cendant importance in our economy. 
Today, no other group has their pro- 
fessional authority in’ choosing what 
industry buys. Their interest in the edi- 
torial content of SCIENTIFIC AMERICAN 
is matched by their attentiveness to 
messages from advertisers who under- 
stand them and understand their unique 
role in American industry. 
SCIENTIFIC AMERICAN, INC. 
415 MADISON AVE., NEW YORK 17 
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Ciba Organizes Eidophor Inc. 
in Closed-Circuit Tv Venture 
Ciba, giant Swiss chemical and 
pharmaceutical producer, has en- 
tered the closed-circuit television 
business with the formation of a 
new U.S. company, Eidophor Inc. 
Ciba predicts that it will “revolu- 
tionize the closed-circuit tv busi- 
ness” because of its Ejidophor 
projector, which uses an independ- 


CRITICAL READERS 
LISTENERS, VIEWERS 


think up claims that your agency, 
clients or personnel have committed 
LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 4 
PLAGIARISM. ee | 
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Excess INSURANCE Policy 
on effective and inexpensive cushion 
against these hozards. 
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ent light source instead of a televi- 
sion tube. 

The company claims that the 
Eidophor can project a picture “of 
almost unlimited size and bright- 
ness” and can produce “the best 
quality color pictures available in 
the tv industry today.” Teletalent 
Inc., New York ty producer, will 
produce the Eidophor programs. 
There are no plans at the moment 
\for Eidophor advertising. 


| Feinstein Forms Service 
for Soft Goods Brands 

Milton Feinstein, who was for- 
merly in charge of the advertising 
department of Chadbourn-Gotham 
Sales Corp., has formed a new 
| product promotion service special- 
izing in special events promotions 
|for brand names manufacturers in 
|the soft goods industries. 

Designed solely for brand name 
companies, the plan incorporates 
advertising, sales promotion and 
{public relations, in affiliation with 
Freeman-Halpern Associates, 1790 
Broadway, New York. 


LaRoche Names Three VPs; 
Moroz, LaRoche and Greig 

C. J. LaRoche & Co., New York, 
has appointed three department 
heads vps. They are Paul Moroz, 
vp in charge of research, Chester 
R. LaRoche, vp in charge of media, 
and Humboldt Greig, vp in charge 


of tv and radio time buying. Mr. | 


Moroz and Mr. Greig have been 
with the agency since 1956. Mr. La- 
Roche, the son of Chester J. La- 
Roche, board chairman, joined the 
agency in 1953. 


Hockaday Adds Two Accounts 

Hockaday Associates, New York, 
has been named to handle adver- 
tising for the Woolsuede division 
of Felters Co., South Boston, and 
Scarves by Vera, Ossining, N.Y., 
maker of scarves, draperies and ta- 
ble linens. Anderson & Cairns for- 
merly handled Woolsuede, maker 
of wall coverings, draperies and 
upholstery fabric. Sutnar-office is 
the previous agency for Scarves by 
Vera. 


| Beyea Leaves Otto to Join 
Gotham-Vladimir Advertising 

Archibald L. Beyea, a veteran 
executive with Robert Otto & Co., 
New York, has resigned to join 
Gotham-Vladimir Advertising, 
New York, where he will be a vp 
and account executive. Mr. Beyea, 
a past president of the Assn. of In- 
ternational Advertising Agencies, 
was with Otto for 18 years. 


Donald Paris Joins LEN 

Donald M. Paris, formerly a sales 
executive with Lever Bros. Co., 
| J. B. Williams and Hudson Pulp & 
Paper, has joined Lennen & New- | 
ell, New York, as merchandising 
and marketing executive on the 
Eastco Inc. account. 


Seiger Moves to Boyle-Midway 

Ben M. Seiger, formerly mar- 
keting director and executive as- 
sistant to the president of Pharma- 
ceuticals Inc., has been appointed 
director of marketing services of | 
the Boyle-Midway division of} 
American Home Products. 
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McClatchy’s Reno station, KOH, 


the nation’s most diversified recreational areas. 
Superb hunting and fishing begin practically 
at the city limits. Water sports? Lake Tahoe is 
just one of the nearby lakes. Winter sports? 
The 1960 Winter Olympic site, Squaw Valley, 
is just one of the excellent areas nearby. All 
these attract and hold people with a surpris- 
ingly large amount of money to spend. And 
you can sell them on Beeline radio. 

Purchased as a group, Beeline stations give 
you more radio homes at a lower cost per 
thousand than any combination of competitive 
lower by far. (SR&D and Nielsen) 


stations... 


covers one of 


Fishing is good in the Truckee River, downtown Reno. 


SACRAMENTO, CALIFORNIA 


PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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KPIX Public Service 
Broadcasts to Drop 
Time Unit Format 


San FRANCIscO, June 2—An 
ambitious new, year-around 
concept of public service pro- 
gramming involving ‘“Man- 
1959, an Appraisal,” has been 
launched by KPIX, San Fran- 
cisco television outlet of the 
Westinghouse Broadcasting Co. 

“Fully aware of the role tv 
must play through the dissemi- 
nation of knowledge necessary 
for a greater understanding of 
man and his problems, KPIX 
will embark on the biggest pub- 
lic service programming project 
it has ever attempted,” said 
Louis S. Simon, general man- 
ager. 

The project will involve a 
series of programs, not limited 
by- conventional time units, de- 
voted to an appraisal of man 
and his relation to himself and 
to his family, community, na- 
tion, world and universe. 

The first program unit in the 
project, according to KPIX pro- 
gram manager Ray Andrew 
Hubbard, will be a conversation 
on “expression” between Wan- 
da Ramey and tv dramatist Rod 
Serling, in which Mr. Serling 
speaks frankly and openly of 
the “problems and pleasures” of 
writing for television. 


s Messrs. Simon and Hubbard 
both declared the station will, 
“if necessary to do the job,” 
break any and all tv taboos and 
traditions. One such tradition is 
the matter of putting programs 
together on the basis of time 
segments. 

“We are going to be dealing 
with ideas,” Mr. Hubbard said, 
“many of them in highly con- 
troversial fields. And if we feel 
that we need an hour and 22 
minutes to accomplish our ob- 
jective, that’s the length the 
program will run. 

“Some of our activity in this 
year-around effort may never 
be reflected on Channel 5 pre- 
sentations. They may be in-the- 
community activities, such as a 
program we are developing for 
use by the public schools of 
Northern California to teach 
children safety.” 

A major segment of the proj- 
ect will be devoted to “attempt- 
ing to learn why San Francisco, 
one of the most beautiful cities 
in the world, is also, by the 
record, one of the sickest cities 
in the U.S., with the highest 
suicide rate, the greatest num- 
ber of alcoholics, etc.” 

Other topics to be covered in 
the series are government, the 
law, the value of knowledge 
and learning, and America’s 
need for scientists. + 


Parrish Promotes Frei 

Amos Parrish & Co., New 
York, has appointed George M. 
Frei assistant vp and assistant 
director of the design division 
in charge of production. He has 
been senior designer in charge 
of planning and will continue 
in that capacity. 


Siesel Agency Names Two 

Gerald Frieze, formerly with 
Wesley Associates, has been 
named art director of Harold J. 
Siesel Co., New York. The agen- 
cy has promoted Elin Corey to 
account executive. 


Feist to Robert Whitehill 

Nathan Feist, formerly head 
of his own agency, has joined 
Robert Whitehill Inc., New 
York, as vp in charge of new 
business. 


Ehrlich, Neuwirth Adds I 
Gimbels Home Food Plan, 
New York, has appointed Ehr- 
lich, Neuwirth & Sobo, New 
York, to handle its advertising. 
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Beatrice Foods 
Hiked Ad Spending 
$1,174,790 in ‘58 


Cuicaco, June 2—Beatrice 
Foods Co. spent a total of $7,- 
075,992 for advertising and sales 
promotion during the 1958 fis- 
cal year, the company an- 
nounced at its stockholders’ 
meeting yesterday. 

The figure, a record high, 
represents an increase of $1,- 
174,790 over the $5,901,202 re- 
ported for fiscal 1957. 

Sales for the fiscal year 
ended Feb. 28, 1959, also 
reached a record high of $385,- 
449,644, an 8.9% increase over 
the previous period. Earnings 
increased 17.4% to $17,928,321. 

William G. Karnes, president, 
told the stockholders that dollar 
sales for March and April were 


| which closed its Chicago office in | P@rtment. 


Mutual picture, has rejoined the 
|network in the new post of vp in 
Broadcasting System, | charge of the special projects de- 
With Mutual since its 
| the aftermath of the financial dif- | inception, he resigned as MBS vp 
‘ficulties of its former president, |in Charge of sales in March, 1955. 
| Alexander Guterma, has reopened | Since then he has been a consult- 
|a midwestern office in the Tribune @t to Screen Gems and RKO 
| Tower, Chicago. The office will be | Teleradio Pictures. 
under the direction of Richard W. 
Brahm, former president of Media| Ziv in 11 Latin Markets; 
|Merchandising, a marketing and | ‘Lock-Up’ Sales Hit 46 
advertising consultant. James Si- | Ziv Television Programs, New 
mons, who headed Mutual’s mid- | York, tv film producer and distrib- 
western operation at the time the utor, has sold approximately 22 of 
office was closed in March, has|its shows in 11 Latin American 
been named manager of KFWB,|countries. Among these _ shows, 
Los Angeles. which are dubbed in Spanish, are 
At the same time, Adolf (Ade) | “Bat Masterson,” “MacKenzie 
N. Hult, who reportedly helped | Raiders,” “Sea Hunt,” “Tombstone 
bring the current owners into the | Territory” and “Highway Patrol.” 


Mutual Broadcasting 


Reopens Chicago Oftice 
Mutual 


up 5% over the same two 
months last year. 
= The company said it spent a | 
major portion of its ad budget 
on outdoor space, with a year- 
‘round campaign for dairy 
products featured on 1,581 
boards in 289 markets. 

Beatrice Foods said its 1959 
ad program features integrated | 
illustrations on outdoor boards, | 
in print advertising and point | 
of sale, and on the packages. + 


| 
Plain, Prize Incentives | 
Team Up for Services 

John Plain & Co., Chicago, | 
and Prize Incentives Ltd., To- 
ronto, premium and sales incen- 
tive promotion organizations 
operating in the U.S. and Can- | 
ada respectively, have worked | 
out a reciprocal services agree- 
ment to better serve client com- 
panies in the two countries. 

The agreement offers Ameri- 
can clients tariff advantages on | 
goods shipped to Canada, Ca- 
nadian warehousing facilities, 
prizes with names familiar to 
Canadians, the creative talents 
of the Prize Incentives staff and 
both French and English-lan- 
guage prize books. 


Stationers Offer Ad Art 
Clipbooks to Retailers 

The National Stationery & 
Office Equipment Assn., 740 In- 
vestment Bldg., Washington, is 
offering three retail advertising 
aids to dealers in the field; a 
product art clipbook, a heading 
clipbook and an ad illustration 
clipbook. They are available for 
$2 a piece or $5 for the three. 

The books provide ad art and 
some copy for most of the man- | 
ufacturers in the stationery and | 
office equipment business. Ex- | 
planatory notes with the books 
explain how the clips can be 
used to compose newspaper ads 

r direct mail pieces. 


Rabbitt Postpones Baltimore 
Coupon-Token Exchange 
8. B. Babbitt Co. has post- | 
ned until after Jan. 1, 1960, 
plan to exchange four cou- | 
from its detergent prod- 
for one bus token of the 
imore Transit Co. for a 
e-month period. 
sabbitt explained that the 
, is to prevent conflict be- | 
veen the Baltimore campaign 
\d similar campaigns current- 
being staged in other cities. 
Institution of the plan will be | 
»nreceded by three months of | 
local advertising. 


Brunton Joins Allen, Dorsey 

James Brunton, formerly ad 
manager of Hughes Aircraft | 
Co’s semiconductor division, 
has joined Allen, Dorsey & Hat- 
field, Los Angeles, as an ac- 
eount executive. He will help 
service the agency’s accounts in 
the electronic, aviation and | 
missile fields. 


| 


POLICE CHIEF TRIBBLE AND CITY ELECTRICIAN GURLEY 
CHECK PERFORMANCE OF NEW SIGNAL CONTROL BOX 


| Most fertile of the Latin markets | succeed R. K. Hyde, who will re- 
for Ziv is Venezuela, which is air-| tire July 1 after 38 years with the 
|ing 20 of the series. | organization. 

| On the domestic scene, Ziv’s new | 


| syndicated series, “‘Lock-Up,” star- | Time I Boosts Heiskell. Li 
| 3 e inc. ts He ell, Linen 
ring MacDonald Carey, has been Dende Heiskell, publisher of 


signed in 46 markets during the|,. p - 
initial weeks of selling. Foes | ove ee One 6. 


Finance Co., Milwaukee, through : 
|Klau-Van Pietersom-Dunlap, pur- the board of Time Inc., New York. 


|chased the show for six Wisconsin o 
markets including Milwaukee, 
Madison, Green Bay, Eau Claire, | 
| La Crosse and Wassau. 


| Catfrey Succeeds Hyde at ADT 

J. J. Caffrey has been promoted 
from manager, sales promotion, to | 
/manager of sales promotion and | 
advertising of American District | 
Telegraph Co., New York. He will 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
Ati Manatee 20 ee 
OS ANGELES HALLIBURTON BLDG. 

SAN FRANCISCO CENTRAL TOWER 
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City Electrician Gurley and Purchasing Agent 
Cordell review traffic control plan with City 
Manager Whiteacre 


A Purchasing Group Buys Municipal Equipment for Sherman, Texas 


When a local government buys equipment, seldom 
does one official make the purchasing decision all by himself. 
A group of engineers and administrators all pool their rec- 
ommendations. That’s the way Sherman, Texas (pop. 


20,150) recently bought traffic signal equipment. 
City Engineer James Cowan, convinced of the need for 
system 


modernizing the signal in downtown Sherman, 


wes m Soa) 


talked his plan over with Purchasing Agent Robert Cordell 
and City Electrician Russell Gurley. This purchasing group 
then drew up specifications and reviewed the proposal 
with the City Manager. Invitations to bid were mailed 
from the Purchasing Agent's office to a list of manufac- 
turers that had been passed on by all four officials. 

The Sherman purchasing group all receive THE 
AMERICAN CITY. City Manager B. M. Whiteacre says: 
“I've been reading THE AMERICAN CITY for years.” 
Purchasing Agent Cordell says: “THE AMERICAN CITY 
gives me new ideas.” City Electrician Gurley says: “I like 
the articles on street lighting and traffic control.” This is 
why over 400 manufacturers invest in advertising in THE 
AMERICAN CITY, the magazine that reaches all the 
members of the municipal purchasing group. 


American City 


470 Fourth Avenue, New York 16,N.Y. 


a Buttenheim publication 
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| “‘T read the ad, then contacted the salesman and 
ordered this lubricant for the trucks.”’ 


Maintenance Foreman, 
Coal Mining Co. 


‘“‘I ordered their special paint for metal surfaces 
after seeing the ad. We’ve been using it ever since.” 


President, 
Equipment Manufacturer 


‘Through an advertisement, I became aware of 
their pressure transducers. I had been looking for 
some, so I told the Purchasing Department and an 
order was placed.” 


Senior Structural Test Engineer, 
Aircraft and Missile Manufacturer 


“IT clipped this ad, had the Purchasing Department 
request that a man from their factory come in with 
information.” 

Manager of Engineering, 
Food Products Manufacturer 


YOUR ADVE 


McGRAW-HILL 
SELLS YOUR 


More than 1,300,000 key businessmen pay to read McGraw-Hill 


publications. They are qualified to buy for their companies... and 


they respond to advertising. Their direct quotations, reproduced here, 


have been taken from continuing readership studies sponsored by 
McGraw-Hill, including ‘Reader Feedback’, Starch and Mills-Shepard. 


“I need this material they’re advertising, and will 
take steps at once. I intend to order.” 


Vice President, 
Pen, Pencil and Lighter Manufacturer 


“The ad helped me decide. I put in a requisition 
this morning to get some to try out.” 


Card Room Foreman, 
Cotton Yarn Manufacturer 


“I’m exploring the possibilities of the data process- 


ing they advertised. In fact, I called the local repre- 
sentative and asked when we could get together to 
discuss it.” 

President, 

Steel Tube Manufacturer 


“T went ahead and specified these bearings they 
advertised for work I’m doing.” 


Design Engineer, 
Consulting Firm 
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ISING IN 
| PUBLICATIONS 
PRODUCTS! 


“The ad showed new products in which we were 
very much interested. We needed some, and have 
theirs on trial now.” 
Plant Superintendent, 
Spring Manufacturer 


“T was looking for an item of this type. It can save 
us many production hours. I'll contact their local 
distributor.” 


Purchasing Agent, 
Screw Machine Products Manufacturer 


“It’s a new pumping principle, and we are thinking 
of using such a device. I have already received the 
information I requested from the ad, and will prob- 
ably purchase this pump.” 
Vice President, 
Chemical Company 


“We had a problem with our motors, and this ad 
answered it. We are going to need new equipment, 
and will definitely consider these our first choice.” 


Manager, 
Mineral Company 


“T bought fifty of the model advertised and put 
them into service. I’m well pleased with the work 
they do.”’ 
Superintendent, 
Electric Utility 


“We will probably equip with their pumps. This ad 
helped back up my decision.” 

President, 

Oil Distributor 


Advertising is a primary tool in selling to business and 


industry. Your McGraw-Hill representative will be glad 


to furnish additional evidence of the buying action you 


can stimulate by concentrating your advertising in the 


McGraw-Hill publications serving your major markets. 


McGRAW-HILL PUBLISHING COMPANY, INC., 


330 WEST 42nd STREET, NEW YORK 36,N.Y. 
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The Editorial Viewpoint... 


Magazines Mirror U.S. Growth 


The upsurge in interest in regional selling by magazines, notably 
the introduction of the Magazone plan of Look and the subsequent 
highly-developed regional marketing plan of the Saturday Evening 
Post, is a significant indication of the growth of the United States 
market. 

The trend toward regional publications and regional editions of na- 
tional publications, of which the Look and SEP actions are the latest 
manifestations, shows clearly that the U.S. market has grown so 
large that a substantial number of marketers are not much interested 
in all of it, but only in segments of it. 

Newspapers have insisted for many years, and with considerable 
persuasiveness, that “all business is local” and that each market has 
individual characteristics which make it different from other markets. 
And this is still true, as is rather clearly shown by the 1959 Consoli- 
dated Consumer Analysis of 21 markets—with more than 125 product 
categories analyzed, there were only six brands which were top sellers 
in all 21 markets. 

But this regional magazine operation is something else again, and 
in some respects it represents a full turning of the marketing wheel. 
Regional magazines and periodicals once were quite common in this 
country; then, as purely regional differences tended to disappear, as 
communication improved and as it became easier to do business over 
larger and larger areas, the regional publications were eclipsed by 
nationally-circulated magazines. In many instances, advertisers who 
did not really belong in national publications were willing to buy them 
and the waste were more than offset by 
this is still 


because the disadvantages 
the all economies and advantages. And, of course, 
largely true. 

But as the country has expanded in population and sales, individual 
areas have also become more and more important as markets, so that 
now a sectional market may be as big and important a sales target 
as the entire national market might have been 20 or 25 years ago. 

Hence regional businesses of great size and importance have de- 
veloped, and hence national magazines are rushing once again to fill 
what looks like an important vacuum between local media and the 
over-all national medium. We can expect to see more developments 


over- 


in this direction before the trend runs its course. 


There's No Need for This 


Some time ago National Sales Executives, the national organiza- 
tion of sales executives and sales executives’ clubs, decided it ought 
to launch an official publication, complete with advertising. Then 
there were some protests, and the matter was taken under advisement. 

Now a ballot is being taken among the membership to determine 
what should be done. Our opinion (for which no one in National 
Sales Executives has asked), is that the project should be abandoned. 

There are a number of publications produced by associations 
which carry advertising, and many are extremely important publica- 
tions in their industries. Some are published directly by associations, 
others are produced by other organizations operating under an agree- 
ment with the association. Many are first-rate publishing ventures. 

But, so far as we know, they were all developed to fill a void in 
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—Bill Arter, 


“When he said AA devoted most of an issue to billings, 
‘Goodie, that’s my home town’.” 


Byer & Bowman Advertising Agency, Columbus, O. 
she said, 


the informational and educational service sais supplied in their 
fields. Where established publications exist which are providing ade- 
quate service for the members of an association, entry of the associa- 
tion itself into the publishing field can serve no useful purpose. 
It is our belief that the sales management field is being adequately 
| and well served by existing private publications, and that no good 
purpose will be served by having NSE institute a publication of its 
own. 


Enlarged Market for Advertising 


Everyone in advertising ought to find the comments of Robert 
Wiltman, Pittsburgh agency man who is placing advertising for the 
United Steelworkers Union, of considerable interest. 

“Advertising has become a basic need for labor unions,” he said. 
“Advertising is the only way a union can reach the people and get 

| its story across.” 
| In the current steel wage negotiations, both sides are running a 


| considerable amount of advertising. Unfortunately, as is the case 


with political advertising, they start from the same set of facts and 
end with diametrically opposed conclusions. 


What They're Saying... 


Figures Aren't Everything |for five dollars, and, believe me, 

Bankers today still think mostly | that steady 4% really mounts up| 
in terms of figures—which reminds | Over the years.” 
me of a conversation I overheard, William S. Renchard, exec vp of 

the Chemical Corn Exchange Bank 

between two college grads who of New York, at the annual meeting 
| were back on the campus together of the American Assn. of Advertising 
for the first time at their 20th re- Agencies at White Sulphur Springs. 
union. One who had enjoyed an 
| outstanding record as a student, 
|was voted most likely to succeed 
‘and had gathered a number of 
honors, was looking rather thread- | 
bare at the elbows and run down 
at the heels, whereas, the other 
| fellow, who had just barely made 
the grade and had particular trou- 
ble with mathematics, arrived in a | 
brand new Cadillac, was obviously | How About It? 
outfitted by Wetzel, and had all of How often have you been asked 
| the outward signs of real financial | to 
success. that in your home town? 

Our threadbare college hero said| What does this mean except that 
to his obviously affluent class-| advertising people are generally 
mate: “Joe, I remember that you | recognized, in the cities and com- 


His Finest Hours 

“Reading the 144 pages of a New 
York Times Sunday edition, in one 
| sitting, through and through, every 
| word of it.” 

—Lord Beaverbrook on his 80th birth- 

day, regarding his “greatest achieve- 


Times, Monday, May 25 issue. 


your diploma, and yet you seem to 


have done exceptionally well over | with creativity? 
the years. How come?” 
“Well,” said Joe, “after gradua- | tion. 
tion I realized I was pretty dumb | 
and I had better get into some line 
‘where I didn’t need to be smart 
like you and some of the others, so 
I found a product that I could make 
for one dollar and sell to the public | 


ties—to the fullest extent? 


publisher, Parade, at the Four A's 
meeting, White Sulphur Springs. 


ment in publishing,” quote from the | 


head up a committee for this or 


| had a real tough time even getting | munities in which they live, as 
|people with brains, with energy, 


But now let me ask you a ques- | 
Are advertising people really us- 


ing those talents they have to help | |azines are making a mistake try- 
themselves—and their communi-| ing to beat tv at the numbers game. 


Advertising Age, June 8, 1959 


Rough Proofs 


The British idea of television 
| advertising without program spon- 
| sorship seems to be working, but 
| Jack Cunningham’s suggestion that 
|the U. S. try it out has not been 
|greeted with tumultuous enthus- 
|iasm. 

+ 


If agencies continue to move 
from congested downtown areas to 
quiet suburban locations, Ad Alley 
may one day lose its appellation of 
Ulcer Gulch. 


“The chemical engineer nurses 
5,000,000 babies a year,” reports 
Chemical Engineering. 

And in some cases he has even 
mastered the art of nursing his 
own. 


Zenith’s Len Truesdell, who has 
been named sales manager of the 
year by National Sales Executives, 
has a secret which other manufac- 
turers of tv and radio receivers 
would be happy to share. 


Every rose has its thorn. The 
AT&T and marketing experts have 
been promoting the idea of tele- 
phone selling, and now E. B. Weiss 
finds that bucket-shop operations 
have been set up in retailing with 
the aid of this disarming device. 


7 

“How many faces has your 
| wife?” asks the Ladies’ Home 
Journal, 


At least two—the one she owns 
without question, and the improved 
version she brings home from the 
beauty shop. 


Dean Cole, of the Medill School 
of Journalism, is going to intro- 
duce more arts and sciences into 
its courses, with less specialization. 
He wants his graduates to know 
| what to say as well as how to say 
| it. 
| . 

Even though the winning car in 
the Indianapolis 500-mile race is 
always a custom job, there’s plenty 
of glory for the spark plugs, piston 
rings, tires, gasolines and oils 
| which are proudly borne to victory. 


Fidel Castro’s latest idea is to 
collect taxes from the subjects of 
items published on newspaper so- 
ciety pages, with extra charges for 
pictures. 

He thinks this priceless publicity 
represents a luxury no one would 
want to be without. 


“Borden instant potatoes moves 
to Y&R from L&N,” the headline 
| says. 

Of course it was a fast switch. 


“The only people you can fool,” 
asserts Wes Rosberg, “are fools.” 
| And speaking of fools, the late 
|Mr. Barnum insisted there’s one 
| born every minute. 


| Art Stein, of Coronet, says mag- 


But the advertisers seem to like 


—Arthur H. Motley, president and those big economy sizes. 
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For the 6-month period ending March 31, 1959 


The Washington Post 
reached a new, all-time high 
of 446,758 Sunday circulation 
and 393,503 daily circulation- 
gains of 14,000 Sunday and 3,100 daily 


over the same period in 1958. 


Publisher's statement to 
the Audit Bureau of Circulations 
for 6-month period ending March 31, 1959 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Torento and Montreal, Canada; The Hal Winter Co., Florida Hotel 
and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel a nd Resort adv. rep. -West Roxbury, Massachusetts; Lou Robbins, New York 
and New Jersey Hotel and Resort ady, rep.—1265 Broadway, N.Y., N.Y.; Puck, The Comic Weekly. ; 
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More readers........ 


THE TRIBUNE GETS ‘EM 


Be te.” al ae el Nea ae Sree eee eee eae ae es aa ae oak ae ai Ree 2g 
= BY a ee BP Pe pene eget Sal Ste I a ane ee se % Phe: i See ae Pees. et et ae ne aie = = re 2 ee - ae ae pn ite ae ae ae iy GS ee ee Penn nnn eae 
oie ; P mes 
eit suet) 
at ee 
ae ie 
ae 7 
pi | Ss a 
Z Hiss 2 . 9 
ey . a ele a 
a (aa) &. ett lf - Aa =a 
a &) vy / r 
f Vv ‘ a 
. TS: a 
- oS > Dy ) a 
a ee 
y ¢ i/ Y 2 
oa \ A J ij oo ; SP, \ i 
ob Chic a ; \ ; c@ ll . oa ij ¢ _— is 

B° Tribune as yn 7 qu! | fei _ 

i a |e a2. |S Ss FZ ee oo 
= - st 9 oh ie : f j 

= a 4 AS SM EZ ae m 

x = ~ “4 f + h : ~ — — 7 » 4 . | : 

: N =—=se = 4 ae } 

— —- > as : : 

_ / 4 , = a ts 4 ‘ Ux ¥ 
ae ra ay S Be aes 
ve s ne agile oe iw hae :, an , ae 3 { " Bi 

es me Z A oe ee le j ue 
ee eA ta \ | = , . 
- iss \ ae) Ved / ee ; - 
4 : wm 2 Sa | 
“ie ae j “ « an } i 

ae | , PP eee if i ‘ \ =P 

| | | 2 
& e . | - 

iz j i 
a ; 
a 7 
Ss : 
bo rae E 
ae r 3 

: : ; is, : es 7 ie yo iach 5 ee ge 7 
a ‘ Be Pee reg are ee : 


’ 
\ 


[DELIVERY Room | 


—— 


The Tribune sells 900,000 copies daily, 1,275,000 on 
Sundays—over one and a half times the circulation 
of any other Chicago paper. It is read by more fami- 
lies in Chicago and suburbs than the top 5 national 
weekly magazines combined. More than 6 times as 
many Chicagoans turn its pages as turn on the aver- 
age evening TV show! Advertisers spent over 


.....more advertising- 


$60,000,000 in the Tribune last year—more than in all the 
other Chicago newspapers put together. Unmatched, 
also, is the Tribune’s record of advertising results. It 
outpulls other Chicago papers 3 to one, 4 to one, even 
15 to one—evidence of a selling FORCE which is 
uniquely the Tribune’s. And another reason why the 
Tribune will produce best for you in Chicago! 
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THE 


NO OMAHA STATION COVERS LINCOLN! 


your key toa 


Sores LEADING BUSINESSMEN'S 
| MARKET 


In the latest Starch Consumer 
Magazine Report, 35.2% of the 
heads of Elks households are business 
owners or officials, Only 1 publication 
leads The ELKS Magazine 
in this classification. 

Elks high median income of $7,220 is 
exceeded by just 6 of the 53 magazines 
reported. In ownership of household possessions, 

Elks rank lst in more Starch categories 
than any other men’s magazine. 
Advertise in The ELKS Magazine for a profitable 
sales appointment with a leading businessmen’s market. 


MAGAZINE “The Elks Market” 


NEW YORK 16 CHICAGO 1 LOS ANGELES 17 
386 Fourth Avenue 360 N. Michigan Avenue 1709 W. 8th Street 


YOU'RE ONLY 


HALF-COVERED 


IN NEBRASKA 


This is Lincoln-Land — KOLN-TV's NCS@ 
No. 3. Figures show percentages of TV 
homes reached weekly, day or night. 


There are just two big, important TV markets 
in Nebraska. One is in the extreme Eastern 


OMAHA STATION "A part of the state. The other is Lincoln-Land. 
}——--- - ——-—--4 
Lincoln-Land contains more than half the 
—. - buying power of the entire state, and it’s 
; | completely dominated by one TV station — 
>< KOLN-TV! In the Eastern market, no fewer 
yen een — — than three TV stations compete for viewers’ 
OMAHA STATION "8 . 
\ attention. 
= Avery-Knodel will give you all the facts on 
pm yd KOLN-TV — Official Basic CBS Outlet for 
L South Central Nebraska and Northern Kansas. 
ARB 1955 


meee KOLN-TV 


ww ¢ oan oa CHANNEL 10 * 316,000 WATTS © 1000-FT. TOWER 
COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 


Avery-Knodel, Inc., Exclusive National Representatives 


KOUNTY LINCOLN, THERRASIA ee 
fe tt 


WAMAD TV PEORIA HLIMOS 


More information? Write for your copy of our booklet, 


Advertising Age, June 8, 1959 


Getting Personal 


Gerald Morrison, with BBDO in Hollywood, has just signed with 
St. Martin’s Press (publisher of the current best-seller “Anatomy 
of a Murder”) to publish his first novel, “Unvexed to the Sea.” It’s 
a “dramatic Civil War story with a Vicksburg locale,” and it’s pro- 
motion will be timed to coincide with next year’s 100th anniversary 
of the Civil War ... Neil McCallum, managing director of McCal- 
lum Advertising, Edinburgh, has turned his war diary (kept in de- 
fiance of British army regulations) into a book, “Journal with a 
Pistol,” to be published in August in London. The book covers his 
time as an infantryman with the Scottish Highland Division in North 
Africa and Sicily... 

N. W. (Mike) deBerardinis, director of public relations, Shreve- 
port Times and Journal, sold Abigail Van Buren, the syndicated col- 
umnist, on the idea of contributing $1,000 to the Shreveport zoo fund 
during the National Newspaper Promotion Assn. convention in Mi- 
ami Beach. Mr. deBerardinis, who is president of Ark-La-Tex 
Zoological & Botanical Society, promised Miss Van Buren, who spoke 
at the NNPA convention, that a female chimpanzee would be bought 
with the money, and that it would be named “Dear Abby”... 

Max Wylie, script supervisor for Lennen & Newell, is basking in 
the news that the first edition of his new novel, “Trouble in the 
Flesh,” sold out two days after publication. A Doubleday book, it’s 
based on the life of Eugene 
O’Neill—and is but one on a 
long list of Wylie published 
works, ranging from plays to 
a Churchill biography... 
Bergen F. Newell, account 
exec with R. E. McCarthy & 
Associates, Tampa, has a new 
book out too: “‘Naked Before 
My Captors,” published by 
Frederick Fell Inc... 

Living testimony that 
“nothing” happens when 
lightning strikes an airplane 
are Ernie Jones and Chuck 
Adams, president and exec 
vp respectively of MacMan- 


— . us, John & Adams, Bloom- 
VACATIONERS—Edward C. Von field Hills, Mich. The two 
Tress, senior vp and ad director of were enroute to the agency’s 
Curtis Publishing Co., Philadel- 25th anniversary luncheon in 


New York, when lightning 
crackled through their air- 
liner, giving them the worst 
scare of their lives. They got 
a more pleasant surprise at 
the luncheon when Victor 
Borge turned up for a congratulatory speech. ..Ted “Just call me 
Ahab” Kaufman, ad manager of Exquisite Form Bra, surf-casting 
at Montauk, brought in the biggest catch of the season: a swept-up 
baby whale... 

At the Super Market Institute convention in Atlantic City the 
ebullient Red Motley, head of Parade, was running considerably 
overtime in his talk, and the light on the rostrum began flashing in 
full view of his audience of thousands. “I know you're flashing the 
light,”” he exploded, “but I’m gonna finish this damn speech, so 
stop flashing the light!” The audience roared approval and he con- 
tinued on for another 15 minutes... 

Affianced: Beth Hollinger, associate producer of “The Price Is 
Right,” and Daniel Ferro... Linda Mae Liverzani and Luis Casta- 
neda Mariscal, account representative of J. Walter Thompson de 
Mexico ... Nancy Biddle and Kenneth Hurst, ad manager of Haw- 
thorn Books...Ann Rasmussen and Gilbert Hart Kinney, son of 
the late Gilbert Kinney, senior vp of JWT... 

Wed: Liz Troughton, former TV Guide midwestern regional pro- 
motion manager, and Colgate Holmes, of Intercontinental Hotel 
Corp., on June 6 ... Suzy Perette, fashion designer, and Larry Wynn, 
account exec in the national sales department of Independent Tele- 
vision Corp. on May 15... 

Stork stuff: a 6 lb. 5 oz. daughter, Diane Paula, for Bill Adler, ac- 
count exec at Grey Advertising, and Mrs. Adler (the former Gloria 
Goodman, one-time NBC-TV production assistant). The baby was 
born May 14th, Bill’s birthday... Over at Wentzel, Wainwright, 
Poister & Poore, Chicago, Jim Dernocoeur, account exec, has a new 
daughter, Jacquelyn, his fourth child. And Bob Jones, art director, 
has his first son, Kelly ... It’s a sixth child for Bill Pratt, ad manag- 
er of Abbott Labs, North Chicago . 

Wallace Patterson, publisher of Aner Restaurant, Chicago, 
and Mrs. Patterson welcomed their first child, Scott, May 20... 


Thomas J. Carnese, senior vp and general manager of Ted Bates, 
heads up the advertising pr division of the New York City USO 
Commerce and Industry fund-raising drive ... The five new mem- 
bers elected to the pr committee of the New York Chamber of 
Commerce are Anderson F. Hewitt, senior vp of Kenyon & Eck- 
hardt; James R. Schule, vp of BBDO; H. G. Fearnhead, vp of WINS; 
Carlton H. Rose, pr director of National Lead Co.; and Milton M. 
Enzer, pr director of Yale & Towne Mfg. Co. James F. Boudreau, 
pr director of Ethyl Corp., was reelected to a second term as com- 
mittee chairman .. . 

New honors: Oliver Treyz, ABC-TV president who started his 
broadcasting career in Binghamton, N. Y., named for the first “Dis- 
tinguished Binghamton Alumnus Award” ...New professional 
members of Alpha Delta Sigma, New York City College chapter: 
Whit Hobbs, BBDO vp; Ferd Ziegler, McCann-Erickson vp; Garrett 
P. Orr, eastern art director of Outdoor Advertising; Reed M. Badg- 
ley, SSC&B account exec. The chapter also awarded Outstanding 
Service Keys to C. John Crockett, Coronet ad manager, and Eldridge 
Peterson, publications consultant and former PI publisher. In Kan- 
sas City, A. R. Lockhart Jr., creative director of Bruce B. Brewer & 
Co., also elected to Alpha Delta Sigma by U. of Kansas chapter... 


phia, and Mrs. Von Tress, on a 
three-week jaunt through France, 
Switzerland and Italy. 
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Los Angeles Times Building Here 
Setting Pace 


: SO MANY FA 
— |] IN A NEW PRES 


Los Angeles is galloping toward its goal: eight million resi- 
dents by 1975. 

In less than 10 years over two miliion people have moved 
into America’s fastest growing major market. It takes a real 
building boom to house the new families pouring in. 

And that’s just what’s going on...a boom that raised 
March, 1959, Southern California construction figures (latest 


available) to 11% higher than the level for the record year 


First in the nation's No. 2 market 


Most newcomers to Los Angeles find a home on First Street 


1958...aboom with no let-up in sight. 

Los Angeles builders and brokers are well aware that the 
liveliest market for new houses is on First Street. That’s why 
they’re currently placing a thumping 73.2% of their total 
linage, daily and Sunday, in The Times. 

Migrating? Here’s a tip: most newcomers to Los Angeles 
—folks, foods, fashions, furnishings—find a home faster on 
First Street. P.S. That’s where The Times lives. .! 


Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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S quality of mind that counts Quality of mind makes all the difference. 


Some men are driven by a restless curiosity. 


They always want to know more. 

They thrive on challenge. 

They continually seek new ideas for their companies 
and themselves. 


This attitude is particularly advantageous to advertising 
addressed to management. Indeed, it is one of the 
principal reasons why advertisers find that... 
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James W. Brown, 85, 
Newspaper Veteran, 
‘E&P’ Chairman, Dies 


New YorK, June 2—James 
|Wright Brown, 85, chairman of 
| Editor & Publisher, died May 30 at 
the Harkness Pavilion, Columbia- 


Advertising Age, June 8, 1959 


side of newspaper operations and 
worked successively as superin- 
tendent of circulation of the 
Chicago American and Chicago 
Tribune; then as business manager 
and later as general manager of 
the Louisville Herald. 

Mr. Brown came to New York 
in 1911 to become general manager 
of the Fourth Estate, a trade jour- 


Presbyterian Medical Center. 

Born in De- 
troit, Mr. Brown 
began his career 
in the newspaper 
business at 14, 
when he got out 
of bed daily at 


nal for newspapers. In April, 1912, 
he bought controlling interest in 
Editor & Publisher, then an eight- 
page publication with 1,000 circu- 
lation. 


il 


ROTOGRAVURE 
== SUPPLEME 
NOW MORE ou PAGES ol 3 a.m. to deliver 


275 000 MORE PICTURE copies of the De- 
CIRCULATION GREATER READERSHIP s svait Howe, Latee, 


2 he worked as a 
. reporter on the 
: Head Office: Montreal, Canada old oe he 
x U.S. Representatives: Shannon & Associates Inc. bune. In a4 


joined the old Chicago Journal as 
my The Greatest Selling Force in French Canada 


® As president from 1912 to 1952, 
he merged into E&P three com- 
|petitive papers—Newspaperdom, 
Fourth Estate and Advertising— 
and built his publication’s prestige 
and readership by crusading 
against whatever he regarded as 
detrimental to the best interests 
and freedom of the press. 

He attacked publicity as “a blat- 
ant fraud upon the public,” and 


James W. Brown 


one of a group that established 


= that newspaper. declared, “The publicity agent 

ay He then turned to the business! commits an outrage when he colors 

pies =e ithe news to suit his clients’ 
wishes.” 


As a member of the executive 
committee of the Press Congress of 
the world in 1931, Mr. Brown 
fought censorship, declaring that 
“censorship of the press by con- 
stitutional government means that 
|the government cannot bear the 
daylight of publicity.” 

Mr. Brown’s range of interests 
was worldwide, and he was a re- 
‘cipient of many honors. France 
| gave him the gold cross of the Or- 
|der of Civil Merit in 1926 for pro- 
moting good will and furthering 
|advertising in France and the 
U. S. and two years later made 
him a chevalier of the Legion of 
|Honor for his promotion of busi- 


Florida 
|/ness relations between the two 
countries. 

ty ats | # In 1933, Mr. Brown was elected 
|mnational honorary president of 
Sigma Delta Chi, national journa- 
listic fraternity; two years later 
every received a medal of honor from 
f tion 


the University of Missouri school 
of journalism for distinguished 
ide 


service to journalism. In 1958 he 
margin 
FACTS \ g 


was honorary chairman of the 50th 3s 
MORE SUMMERTIME VIEWING IN SOUTH FLORIDA 


anniversary celebration of the 3 
... than in entire country 


school of journalism at Missouri. 
He was president of the John 
Summertime is viewing time in South Florida — average sets-in-use higher than for 
all U.S.A. That's why summertime is selling time — with WTVJ! 


|Peter Zenger memorial fund and 

was instrumental in founding the 
SETS-IN-USE ARB 1958 
(June - August average) 


Zenger Museum in the old sub- 

treasury building in New York. 
Noon to 6:00 P.M. 
Monday - Friday 


Mr. Brown was an honorary life b 
member of the International Cir- 
culation Managers Assn. He served 
as president of the Advertising 
Club of New York in 1929-30. ' 

A unique cabinet desk with more 
than 100 pigeonholes, used by 
Joseph Pulitzer at the old New 
York World, was given by Mr. } 
Brown to Columbia University , 
graduate school of journalism in 
1941. In 1948, he gave a collection 
of 957 historic American newspa- 
ers to Stanford University; a year 
later he donated 800 original news- 
paper cartoons to the New York ' 
public library. 

From the time he came to New 
York in 1911, Mr. Brown missed 
only two of the annual conventions 
of the American Newspaper Pub- : 
lishers Assn.—one when he was i 
ill and one when he was away on 
a world trip. . 


S 


8 oe ee ee eT 
= a * Ss +» 9 
# In 1953 he became chairman of 
the board of Editor & Publisher. 
A son, Robert U. Brown, is pub- 


6:00 P.M. to Midnight 
Sunday thru Saturday 


[MIAMI 19.9 43.3) lisher and editor; another son, 
Only WTVs Eastern Time Zone at 39.1 James W. Brown Jr., is general 
— with All U.S.A. 17.0 38.1 manager. 


WTV4J Selis this Large South Florida Audience of 1,556,000 Persons as No Other Station Can! 


unduplicated See ARB! See NCS #3! See your PGW colonel! 


MARGARET P. GOOLD 
network signal — 


- ScARSDALE, N. Y., June 2—Mar- 

; T = al ii «a garet Prather Goold, 55, wife of 
delivers TOTAL W VJ Sout Ori r= | Gilbert Goold, president and 
COVERAGE of 


treasurer of Goold & Tierney, New 
York agency, died May 30 at her 
home here after a long illness. She 
J had been active for many years 
in the Scarsdale Women’s Club. 


South Florida! 


coms 


Represented Nationally by: Peters, Griffin, Woodward, Inc. 
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purchase! 


when the bride-to-be reads MODERN BRIDE 

and spends thousands for her first home on... 

living room furniture: bedroom furniture: silverware: 
floor coverings: glassware: appliances: 

insurance: television and radio: china: 


kitchen utensils: blankets: linens: curtains 


No simple problem: planning a wedding and 

a completely new home—this girl, with hardly a brand 

in mind, needs advice and turns to MODERN BriDeE. 
Through the advertising pages of MopERN BripE you 
can sell your brand to her—right at the point of purchase! 
And this year 750,000 brides-to-be will buy your 

product as they read MopERN Brive. 

If you haven’t considered the bridal market recently, 
why not call us right now! 


For a copy of our latest survey write or call Modern Bride 


MODERN 
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ZIFF-DAVIS PUBLISHING COMPANY 
One Park Avenue, New York 16, N. Y. » ORegon 9-7200 
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Le re oe eee Bye — Sample Elected President 

‘ : Lye sie ss ie F | n: sae his a Sy Robert M. Sample, vp of the Los 
. oe Toe § Angeles Better Business Bureau, 
; r ) e ; ag % Me 2 ty , : ; ' has been elected president of the 
L RK. a’ i. bo: Hn iD , we wee . Advertising Club of Los Angeles. 
. i » | Other new officers are J. Neil Re- 
FACT: “More passports are issued to women than men. (In 1958 women received 55% gan, McCann-Erickson, Ist vp; 

of all passports issued and renewed.) Secretaries, teachers, and nurses together account ™ Thomas P. O’Connor, Title Insur- 

for more passports than the total for retired people, bankers, executives.”’* m ance & Trust Co., 2nd vp; Fred- 

CHARM readers are teachers, designers, nurses copywriters, doctors, secretaries, med erick L. Olsen, Hixon & — 

ical assistants, writers, artists, librarians million women in more than 30 different sen, treasurer, and Alice Warwick, 


occupations nme Transit Advertising, 
LAST YEAR 103 distinguished travel advertisers reached their best market in 
CHARM -— the Magazine for the Exciting Woman with a Job Jann Named Sales Manager 
William J. Jann has been named 
sales manager of the Rent-A-Car 
division of Hertz Corp., Chicago. 
ae Mr. Jann formerly was assistant to 
the exec vp of the company. 


ateaseaes paying WOMEN ty MOTION > Sinclair Oil Promotes Girdler 
Cr- A SI eT Reynolds Girdler, director of 


publie relations and advertising of 
*$Source: U.S. Passport Office 575 MADISON AVE., NEW YORK 22, N. Y. Sinclair Oil Corp., New York, has 


| been elected a vp of the company. 
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in the 


$2,000,000,000 Mie 
PX - COMMISSARY ‘ 


$1,000,000,000 FIRST AND ONLy 


CIVILIAN GOVERNMENT BP A 


AUDITED PUBLICATION 
EDITED EXCLUSIVELY 
FOR THE KEy PURCHASING 
PERSONNEL of THIS 
$3,000,000,009 MARKET 


MERCHANDISING 


i i Me E> HS NAGASE OF mumesinaren ANO MERCHap 


FIRST IN CIRCULATION-E3—® A AUDITED* 
FIRST IN COVERAGE—AT LOWEST COST PER 1000 


ONLY MILITARY MARKET and GOVERNMENT BUYING OFFERS: 


Largest trade circulation within military and government, 
BPA certification—your guarantee of effective coverage. 
Lowest cost per 1000 readers. 


Coverage-in-depth of both the $1 billion civilian govern- 
ment and the $2 billion Armed Forces retail outlet markets. 


Largest editorial staff in its field, 
Extensive sales aids and merchandising services. 
e Complete overseas and stateside coverage. 


MILITARY MARKET 


GOVERNMENT BUYING» 


MAGAZINE 


Published by 


PLACE YOUR SPACE WHERE IT PRODUCES RESULTS— WRITE TODAY FOR RATES, DATA, SAMPLE COPIES 


ARMY TIMES PUBLISHING COMPANY 


WASHINGTON & 


S. OFFICES: BOSTON, CHARLESTON, S.C., CHICAGO, DALLAS, DETROIT, HONOLULU, LOS ANGELES, MIAMI, NEW YORK, 
PHILADELPHIA, SAN ANTONIO, SAN FRANCISCO FOREIGN OFFICES: FRANKFURT, LONDON, PARIS, ROME, TOKYO . 
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Clarence Davis, 77, 
With Batten, BBDO 
Since 1919, Is Dead 


SHAKER HEIGHTS, O., June 2— 
| Clarence L. Davis, 77, who retired 
in 1953 after many years’ associa- 
tion with Batten, Barton, Durstine 
& Osborn as an account executive, 
|died May 31 of a heart attack at 
|his home here. 

Born in Cleveland, Mr. Davis 
attended New York University. In 
his early career he worked at a 
variety of occupations. At one time 
| he wrote a column on advice to the 
| lovelorn for Spare Moments, a 
magazine published in Rochester, 
N. Y., and was a partner in Fuller- 
Davis Corp., a combination print- 
ing and mail order jewelry house 
in Buffalo. 

In 1919, Mr. Davis joined the old 
George Batten Co., New York, 
which, in 1928, merged with Bar- 
ton, Durstine & Osborn to form the 
present BBDO. Mr. Davis contin- 
ued with the agency and became 
one of the leading account execu- 
tives of his time. 


|@ He was credited with helping to 
| make Corona typewriters widely 
known by taking advantage of the 
|sensation of the year, when Jack 
Dempsey was knocked through the 
ropes in his 1923 heavyweight 
,championship bout with Luis An- 


gel Firpo. Dempsey landed in a: 


reporter’s lap at ringside—a re- 
porter using a Corona portable. Mr. 
Davis helped to announce “Cor- 
ona’s_ indestructibility” to the 
world the following day in an ad 
| that helped make advertising his- 
| tory. 

In 1938 Mr. Davis established 
| BBDO’s Cleveland office and spent 
|the next 15 years there, until he 
wee at the end of 1953. 
| His son, Carleton H. Davis, is vp 
/in charge of copy in BBDO’s Cleve- 
‘land office. 

GARRY VAN HASTE 

RaMsEY, N. J., June 2—Garry 
Van Haste, 48, advertising man- 
ager of Handy & Harman, New 
York, refiner of precious metals, 
died May 30 of cancer at his home 
here. Born in Paterson, N. J., Mr. 
Van Haste began his career as a 
trainee with G. M. Basford Co., 
New York. In 1943 he joined the 
advertising department of Handy 
& Harman and a few years later 
was named assistant advertising 
manager. In 1957 he became ad- 
vertising manager of the company. 


Josephson, Cuffari Adds One 

Walton Laboratories, Irvington, 
N. J., maker of humidifying and 
air conditioning equipment, has 
moved its advertising from Hal- 
sted & Van Vechten, Red Bank, 
N. J., to Josephson, Cuffari & Co., 
Montclair, N. J. Joseph Ferrara, 
formerly with Calkins & Holden, 
has joined Josephson, Cuffari as 
production manager. 


N. Y. C. Okays Bus Ads 

| New York City has decided to 
| allow buses, trucks and other ve- 
| hicles to carry display advertising 
on their exteriors. It was expected 
the move would bring $1,500,000 
yearly to the city’s transit authori- 
ty and a similar amount to private 
bus companies. 


Hamm Brewing Names Rygg 

Robert H. Rygg has been named 
assistant sales manager in charge 
of merchandising of the St. Paul 
division of the Theo. Hamm Brew- 
ing Co. Mr. Rygg has been with 
Hamm nine years, most recently 
as director of merchandising. 


Morin Joins Burton Brown 

Joe H. Morin has joined Burton 
Brown Advertising, Chicago, as an 
| account executive. Mr. Morin for- 
|merly was general sales manager 
lof Howard W. Sams & Co., In- 
| dianapolis. 
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More people in technical 
positions read Newsweek 
than any other news 


Or business magazine. 


Ask your agency. 


€ 


Newsweek 


The different newsweekly 


Jor communicative people 
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Department Store Sales... 
Sales Rise 5% in May 30 Week 
POPULATION F 
c Limi WASHINGTON, June 4—Depart- % aa rhymed hed 
ity mits ment store sales across the nation | p,4..a1 Reserve May May 
rose 5% in the week ended May 30 | pistrict, Area, and City 16 23 
263,000 over the similar week of 1958, the | unrTED STATES .............. +9 49 
H ° rted to-| Boston District ........ +10 6 
* ++ gain of 102% Federal mp of a — t Sans |. Seetippelmen Aseas + 
1950! day. Sales for the four weeks e on senate oe ae 
over that date rose 9% and for the year Downtown Bosto aly 
date, i Suburban Boston ... ~~ +08 15 
Further proof that El Paso ” o% Cambridge ......... a z 1 
is still on the Grow. mbGen QUINCY oe. . +20 . 
® Of the 12 FRB districts, only one ta aa ac aig Ge ey 
Cg imes reported sales behind last year for| City 
4 : OR +40 +21 
The El Paso the week: Kansas City, 2%. The| 00" york pisirict +7 +10 
Morning and Sunda remaining districts all reported Metropolitan Areas 
ng y gains as follows: Boston, 3%; New Senne i , + 6 + 6 
‘ s rf . ew orkK- 
E] Paso Herald-Post | ae —— $6 4n 
Cleveland, 4%; Richmond, 1%; At- Newark ............ +7 +11 
Evening lanta, 3%; Chicago, 8%; St. Louis,| New York +3 +8 
5%; Minneapolis, 1%; Dallas, 1%,| Svtatuse oe ‘ : 
and San Francisco, 4%. Philadelphia District ............ -e «#6 ‘ 
ai | Metropolitan Areas 
Detailed breakdown of these Wilmington a 
sales will be available early next, frenton 413 
week. For the prior two weeks, Ae 411 
sales = Philadelphia ...................... +8 4+ 5 
sales broke down as follows: TRICE +20 +414 
ED | criscinrneeiassnsintiesseseceses +15 — 3 
Wilkes-Barre—Hazleton . — 2 +10 
Cleveland District ................ r4+10 +13 
Metropolitan Areas 
Lexington 4+ 7 + 3 s 
Can ive Ou Canton. ......... ea + 6 +14 2 
ni y Cincinnati a +10 
y Cleveland a ae +17 i 
3 Downtown Cleveland ... + 2 +12 o 
BID nieitioectotnsnssnninesn . +6 +9 
Springfield .............. + 8 4 8 
Youngstown _...........0005 +13 +19 
I, silted diacetate cain emanrncie . +16 +20 
I +6 414 ’ 
| Downtown Pittsburgh ... + § +13 
| Wheeling-Steubenville ... + 9 +5 
Richmond District ............... +5 + 6 
in Flint and Genesee County Metropolitan Are 
Washington  ........0..cccceecee +10 +11 
Downtown Washington. + 5 + 5 
MICHIGAN'S 2nd LARGEST MARKET Se, Sateen O— 8 +2 
~ jn ° ° SII, ditensipsarscssonicccncnrecees + 2 - § 
98.4% of The Flint Journal’s circulation is distributed in the Flint Trading mie... os sae 
Zone. Your advertising in Flint’s only daily newspaper will do a more com- aanetien Areas wit: iam 
plete, more efficient and more economical selling job for your product than aa 9 413 
in any other medium. Consult your advertising agency about adding this Jacksonville = t ! - 
half-billion dollar market to your 1959 schedule. Downtown Miam r412 +m > 
SSE + _ | 
Augusta ...... ; 0 +34 J 
Columbus ...... oe | + 2 
"Sues *505,402,000 Sen 
Knoxville ........... we T+ 4- 
SALES s 4 | Chieago District ............... 410 412 
Metropolitan Areas 
I Di disciaiicices canseverteresééios +8 
Indianapolis .. an +11 
ae +19 
Grand Rapids +14 
Milwaukee ........ 2 +11 
St. Louis District .................... + 5 +7 i 
Metropolitan Areas a 
Little Rock .......... Sele ~ 
Louisville . + 5 +1 
St. Louis +4 + 9 
Memphis ................... . +16 +12 
Minneapolis District .............. —2 +4 
Metropolitan Areas 
Minneapolis-St. Paul ........ s + 3 
Minneapolis and Suburbs ° + 3 
ee r+ 2 + 4 
Cities 
Duluth-Superior .................. + 3 +10 
| Kansas City District ............ +7 + 6 
Metropolitan Areas 
Denver +15 +8 
Topeka — 3 + 5 
Wichita 0 + 2 
Kansas Ci +6 + 8 
Downtown Kansas City — 7 0 
Bs IIIA invsnctcenicasesiestacesece r— 5 —1 
| Lincoln ........... r— 4 +1 
Albuquerque .... r+15 +18 
Oklahoma City +9 +7 
RII ciiiiriddtulesdicikaatncwasiussoness + 2 
City 
EEE ey crane eee —4 
1 Dallas District +8 
SAGINAW ! TUSCOLA Metropolitan Areas 
H ota | | | +5 
H El Paso ............ +1 
Fort Worth .. +7 
i H Houston .............. +17 
---4 GENESEE 1 San Antonio + 5 
} ' San Francisco District ........ +9 r+8 
SHIA- ; S ' | Metropolitan Areas 
THE FLINT DETROIT DETROIT DETROIT Va; i 7 | are +8 th 
JOURNAL FREE PRESS TIMES NEWS : poons Westside Los Angeles . + 1 +7 
18 035 4 338 739 oO ! pg sang sovsnconenscnsoscescereose +17 +7 
a III pases nsotisepsstaesscsonsocs +16 +10 
87 809 , . ' —_ 1% LIVINGSTON ' OAKLAND .~ Francisco-Oakland .. +. 8 +8 
) only only i an Francisco City ........ + 8 + 6 
83.9% Coverage 17.2% Coverage 4.2% Coverage Coverage in | ae eae 
San Jose .... +21 +20 
Source: oe +13 +7 
SRDS—Jan. 15, 1959 Salt Lake City sone ST +8 
THE FLINT JOURNAL'S TOTAL CIRCULATION—93,912 ABC Audit Report, 1957 «let ~ 22 32 
SES +7 + 6 
r—Revised. *Data not available. 
oh 
re T i i E F L : N I J oO U ix N A L R.O.P. Conference to Hickerson 
J. M. Hickerson Inc., New York, 
NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon : 


has been appointed to handle the 
/advertising and public relations for 
the fourth annual Newspaper 
.R.O.P. Color Conference, to be 
| held in New York Sept. 29. 


B. Newman, 435 N. Michigan Ave., Chicago !1, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 
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Ever watch the backyard builders 
inspecting a neighborhood project? 


When additions or remodeling are 
needed, some men simply order the job 
done, and let it go at that. But there is one 
man in every group whose interests go 
deeper. He is the kind of man who reads 
POPULAR MECHANICS. 


He likes to sit in at every stage of the 
project. From planning through comple- 
tion, he measures a job by what goes into 
it. He knows what he wants—and why. 


That’s the POPULAR MECHANICS man. 
He is intensely interested in the mechanics 
of modern living. 


He may be selecting building materials. 
Or buying a power mower. Or adding to 
his home workshop equipment. Whatever 
he does, whatever he buys, you can bet 
he specifies. 


If he is sold on your product, he knows 


Puts MEN & 


Wee ps ot, 


why—so will his friends and neighbors who 
respect his special talent for knowing what 
he talks about. Like many men, he talks 
most about what he knows best. His friends 
are quick to listen. He’s a big man to have 
on your side. 


You can sell him (and over five million* 
men like him) with your product story in 
POPULAR MECHANICS. It is his kind of mag- 
azine. It sparks his thinking on what to 
do, what to buy—and why. 


*Whether it's five million or seven million (depending 
upon your choice of reader studies) may we modestly 
remind you that POPULAR MECHANICS leads its field 
in circulation, readership and advertising. 


POPULAR 
MECHANICS 


MAGAZINE 


WRITTEN $60 YOU CAN UNOERSTANO IT 


A HEARST MAGAZINE 
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‘La Presse’ Boosts Rate 

La Presse, Montreal French- 
language newspaper, has’ issued 
rate card No. 23, effective July 1. 
General advertising rate in b&w 
will be increased from 75¢ to 80¢, 
with rates for ads of 1,000 lines or 
more boosted from 65¢ to 70¢. Cir- 
eulation will continue at 227,849 
for daily editions, except Saturday, 
and 247,251 for Saturday editions. 


Isodine Adds Brown & Butcher 


Isodine Pharmacal Corp., a divi- 


° sion of International Latex Corp., 
rk JOUrNGl-Americai —§ sis bee ates 
New York, to handle advertising 


| for a new drug product. All other 
| Isodine products are handled by 


| Reach, McClinton & Co. 
I N . R EAS E D (@] ‘New Yorker’ Names Two 
Arthur L. Spears, formerly with 
i * i illi s | the New York Herald Tribune, has 
From New York Daily News “Profile of the Millions’’ 1955 & 1958 | Sohesdh thn Saar Sooke soled oa alt 
of The New Yorker, replacing Per- 


ry L. Edgar, who transfers to the 
Chicago office. 


In 3 years, 
People Reading Only The 


for you in Detroit and Southeastern Michigan 


Salesmakers all! That describes the sprightly line-up of local 
summer fare on WWJ-TV. These are programs you can depend 
on for genuine viewer interest, for depth impact that moves 
merchandise. These are shows that people really look forward 
to, really sit down to watch, really follow with enthusiasm. 


Check the list—then call your PGW Colonel and place your 
summer schedules on WWJ-TV, Detroit's Believability Station. 


‘Mr. Adams and Eve" ‘it's a Great Lite’’ “1 Married Joan" ‘The Life of Riley”’ 
9:30 A.M. 1:00 P.M. 1:30 P.M. 6:15 P.M. 
Monday through Friday Monday through Friday Monday through Friday Monday through Friday 
First run off network, this Always a big Detroit favorite. Lovable, laughable Joan Davis With its impressive track rec- 
delightful series stars Holly- “It's a Great Life’’ provides is winning still more friends ord, ‘‘The Life of Riley’ is 
wood's Ida Lupino and Howard 30 minutes of midday fun and in her new summer time slot perfect for family-seeking ad- 
Duff—catches Mrs. Detroit buying inspiration for preceding NBC's ‘Queen for vertisers. It follows WWJ-TV's 
saat before her morning shop- thousands. ay.” pular “Six O'Clock News- 

ping trip, 


eather”’ strip. 


Salesmaking coverage, too! Northward 
to Flint and beyond, southward to 
Toledo and beyond, Detroit's WWJ-TV 
covers one of America’s largest and 
wealthiest centers of population 


ASSOCIATE AM-FM STATION WW4J 
First in Michigan * Owned & operated by The Detroit News 
National Repr i Peters, Griffin, Woodward, inc. 
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‘Intam Data Book’ 
Details TV in World 
Outside U.S., Canada 


Lonpon, June 2—London Press 
Exchange, Britain’s second largest 
advertising agency, has produced 
the most complete survey ever 
made of international commercial 
television facilities. 

Designed as a reference volume 
for international advertisers and 
agencies, the “Intam Data Book” 
is a rather monumental achieve- 
ment. 

The U. S. and Canada are ex- 
cluded (on the ground that their 
facilities already are adequately 
covered in existing rate and data 
books), but the book gives a com- 
prehensive picture of the commer- 
cial tv scene everywhere else in 
the world. Much of this informa- 
tion has been difficult to obtain in 
such detail. 


@ For each country with a com- 
mercial tv setup, the book shows 
which stations are operating, where 
transmitters are located, the area 
covered, the number of _ sets 
reached, transmission times, ad- 
vertising rates, production facili- 
| ties and requirements and regula- 
| tions covering advertising. 

For each of the 29 countries cov- 
ered, there is also a coverage map 
defining transmission areas and re- 
lating these to population patterns. 

An appendix deals briefly with 
those countries where there is a 
possibility of commercial tv being 
introduced. 

Intam, the international wing of 
| LPE, assembled the data directly 
| from more than 75 tv stations oper- 
ating throughout the world. The 
book is available from LPE (110 
St. Martin’s Lane, London) for $35 
a copy. The agency plans to revise 
is annually. + 


Jantzen Names Three 


Dick Andrews, sales promotion 
manager of the men’s and chil- 
|dren’s divisions of Jantzen Inc., 
| Portland, Ore., sportswear manu- 
| facturer, has been appointed to the 
new post of assistant to the di- 
rector of advertising, Bruce Sturm. 
Mr. Andrews, who will head the 
| creative section of the ad and pro- 
motion department, will be suc- 
| ceeded as sales promotion manag- 
{er for the two divisions by Bob 
| Ludeman, formerly assistant to the 
| general sales manager. Don Gor- 
don has been transferred from the 
export department to take over Mr. 
Ludeman’s position. Larry David- 
son has resigned as account execu- 
tive of Botsford, Constantine & 
Gardner (Jantzen’s sole agency 
from 1918 until this year, when it 
added Hockaday Associates for the 
women’s division) to join the com- 
pany as coordinator of advertising 
and promotion. 


Connecticut Creates Buyer Unit 
Gov. A. A. Ribicoff has signed 
into law a bill establishing the 
Connecticut Department of Con- 
sumer Protection. This department 
will assume inspection powers of 
the Commission on Food & Drugs, 
State Athletic Commission and De- 
partment of Agriculture. The State 
Pharmacy Commission will be un- 
der the new department, but for 
budgetary purposes only. Attilio R. 
Frassinelli was appointed Commis- 
sioner of consumer protection. 


BofA Boosts Kilcheski 

Frank J. Kilcheski, formerly 
chain store sales manager for the 
Bureau of Advertising, American 
Newspaper Publishers Assn., has 
been appointed sales operations 
manager, a new post. Succeeding 
Mr. Kilcheski as manager of chain 
store sales is Robert L. Wolpert, 
formerly manager of central chain 
store sales in Chicago. Robert M. 
Hawkes, formerly of the Chicago 
sales staff, succeeds Mr. Wolpert. 
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Hugh Grey grew up at the mouth of the Merrimac 
River in Massachusetts, where fishing, shooting and sail- 
ing were as native as the proverbial cod. He started trout 
fishing when he was so small that his father carried him 
on top of a rucksack which contained their tackle 
and lunch. 


I: took no soothsayer, then, to foretell that Hugh 
would become an outdoorsman. He has hunted and fished 
twenty-four states of the Union, as well as wide parts of 
Canada. His trophies are too numerous to mention. In 
almost natural sequence, he became assistant sports 
editor of Newsweek, editor of National Sportsman, and, 
in 1946, editor-in-chief of Field & Stream. 


Today, at Field & Stream, Hugh heads the largest staff 
of sportsmen editors in the business—men whose un- 
questionable know-how has kept faith with the millions 


of Field & Streamers who expect the very best. You will 
learn more about these outstanding personalities in the 
months ahead. 


During forty-eight consecutive years more advertisers 
have placed more advertising in Field & Stream than in 
any other sportsmen’s magazine. For in a vast market 
where competition is keen and circulation numbers 
trumpeted noisily, quality is often lacking. Field & 
Stream has both — quality and productive numbers. 


FieldeStream 


—™ America’s Number One Sportsmen’s Magazine 


A Holt Magazine 
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Wilder, 2 Others Join ‘Look’ 


'a member of 


igional advertising manager 
| Forecast for Home Economists re- 
jcently to join Material Handling 


| midwestern sales representative in 
Chicago. He left Material Handling 
after a month to join Look. Look 
also has named Walter Byron Jr., 
formerly with Foster & Kleiser Co., 
and Charles Campbell, formerly 
with the Los Angeles Mirror- 
|News, to its West Coast ad sales 


Falconer Forms New Agency 
Arthur J. Falconer Jr., formerly 
a vp of Richard La Fond Adver- 
| tising, New York, has opened his 
own agency, Arthur J. Falconer 
| Advertising. In addition, in asso- 


|Engineering (formerly Flow) as 


a former editor of Chemical Pro- 


David Wilder has joined Look as |°¢sing, Falconer & Schremp As- 
its Chicago sales 
staff. Mr. Wilder resigned as re- 
of 


sociates, a public relations com- 
pany has been opened. Both 
companies are at 1 E. 53rd St., 
New York. Mr. Falconer said he 
|would be ready to release the 
{names of his clients in about two 
weeks. 


Rowe Joins Richard Lane 
William G. Rowe has _ been 
named exec vp of Richard Lane 
|& Co., Kansas City, Mo. Mr. Rowe 
previously was with the Kansas 
City office of Rogers and Smith 
and prior to that was exec vp of 
Carter Advertising Agency. 


Loving Joins Gene Wyble 

| D. D. Loving, former weekly 
|newspaper publisher and _ trade 
publication editor, has joined the 
promotion staff of Gene Wyble 


|ciation with William E. Schremp, | Advertising Agency, Millville, N.J. 


YOU CAN'T MAKE LOVE BY LONG DISTANCE 


Proximity—that’s what it takes to 
win a woman. And that’s what it 
takes to win and hold an audience. 
This is the simple, logical reason 
why WJR has ended its network 
affiliation in favor of its own 
programming. 


Our audience is our first concern. 
Serving the most people in the 
most acceptable way calls for 
programming that’s tailor-made to 
suit the many varied tastes of our 
listeners. That’s what we call 
complete-range programming. . . 


programming with something for 
everyone. 


On WJR today there are an im- With WJR 


pressive number of new programs 
—new services—new voices. But 
actually, these new programs are 
simply an extension of our long- 
standing, well-accepted philosophy 
of something for everyone. 


audience. 
manager, 


It adds up to this—we are pro- 
viding the 17 million folks in 
WJR’s area with a more interest- 
ing, exciting and varied program 
service than ever before. 


760 KC 
RADIO w 


In this way we not only serve our 
listeners but our sponsors better. 


’s new complete-range 


programming, the advertiser gets 
an even larger, more responsive 


See your advertising 
agency or Henry I. 


Christal representative. 


WJ 


EP varnoir 


50,000 WATTS 
ITH ADULT APPEAL 


Advertising Age, June 8, 1959 


Aubrey Believes He'll 
Free Cowan for More 
Creative Work at CBS 


(Continued from Page 3) 
network, come up through the 
ranks in various sales, station 
management and programming 
posts. 

Except for brief periods as a 

salesman with Street & Smith 
and Conde Nast Publications fol- 
lowing World War II, duty with 
the Air Force and two years with 
|ABC as a program vp in 1956-58, 
| he has spent his working career at 
| CBS. 
He started as a salesman at the 
|Columbia-owned Los Angeles ra- 
dio station in 1948. He moved up 
the ladder by becoming sales man- 
ager and then general manager of 
the sister station, KNXT, as well 
as head of Columbia’s Pacific net- 
work. In June, 1956, Mr. Aubrey, 
the son of veteran Chicago agency 
man, James T. Aubrey [whose pic- 
ture AA ran in error last week in 
a story about young Mr. Aubrey], 
moved into the national network 
area as manager of network pro- 
| grams in Hollywood. He kept that 
job until he switched to ABC in 
December, 1956, as vp in charge of 
| programming and talent. 


le By April, 1958, he was back at 
'CBS, working on the parent com- 
pany level as adviser to the top 
|management and as vp for crea- 
tive services. Mr. Aubrey stepped 
| into this title after Louis G. Cowan 
|relinquished it to become presi- 
|dent of the CBS Television Net- 
| work, following the separation of 
| the network and station operations 
of CBS-TV. 

How does Mr. Aubrey visualize 
his new job and its effect on CBS? 
| He told ApvERTISING AGE that he 
|doesn’t expect to make any ad- 
| ministration changes in the net- 
| work’s “very efficient” operational 
|setup. He considers his major re- 
sponsibility, like that of every top 
tv executive, to be programming. 
He thinks he will be able to free 
| Mr. Cowan, a program expert, to 
devote more of his time to the 
creative aspects of tv. 

“We've basically a program 
| team,” he said. 
| Mr. Aubrey said the network 
'doesn’t expect to lose any more 
|key program personnel; he said 
there have been no resignations 
in the sales department. He doesn’t 
note any major programming 
trends on the horizon, with the 
| 1959-60 schedule already pretty 


| well “locked in.” 


|@ As for sponsorship patterns, Mr. 
| Aubrey believes they should be 
| kept fluid to attract a variety of 
| advertisers, including those with 
limited budgets which can’t afford 
regular long-term sponsorship. But 
|he doesn’t think the medium is 
|moving toward the day when ed- 
itorial and advertising content will 
be separated. + 


Pabst Will Show Profit in 

‘59, Perlstein Predicts 

| Harris Perlstein, board chair- 
;man of Pabst Brewing Co., Chi- 
| cago, has predicted that the brewer 
will finish 1959 with a “reasonable 
profit.” 

He said the company showed a 
profit for March and April and 
expects a profit for May. Pabst 
last year had sales of $140,810,336, 
but suffered a consolidated loss, 
less special credits of $562,636. 


N. Carolina Legislature Kills 
Bill Limiting Outdoor Ads 

The roads committee of the 
North Carolina House of Repre- 
sentatives has killed a bill which 
would have entitled the state to 
more federal highway funds by 
strictly limiting advertising along 
the route in the state. The bill was 
backed by the North Carolina 
highway commission. 
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K “Sales up 50 per cent in 1958. Rolls Royce credits 
its advertising campaign in The New Yorker with being responsible for an 
important share of this increase. Inspired favorable editorial comment from 


coast to coast.” 


bithg fav” Public Relations Officer, Rolls Royce, Inc. 


Advertisement prepared by Ogilvy, Benson & Mather, Inc. 


NEW YORKER 


MAGAZINE 
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THIS IS THE NEW CHICAGO—WHERE GREAT THINGS ARE HAPPENING! 


Chicago is still a city of frontiers. The atomic age was born here and, ever since, scientists, researchers, teachers 
and doctors have sought to apply the atom to man’s problems. They have made great things happen. 


The scene above shows the latest atomic techniques in the treatment of cancer. This massive equipment is in the 
Cancer Research Hospital owned by the Atomic Energy Commission but operated by The University of Chicago. 
It is in one of nine hospital units at the university which together make up the University of Chicago Clinics. 


Multiply what this represents by the facilities of the city’s vast West Side medical center, scores of great hospitals 
in and near the city, and thousands of pioneering researchers, teachers and practitioners, and you have the rea- 
son for Chicago’s supremacy as a national center of medical investigation and achievement. 


In their different field, newspaper people are frontiersmen too. The really serious newsman—and the paper 
he creates—accept responsibility for more than supplying news and entertainment. They seek out, expose and 
combat the social and political ills that confront mankind. 


In terms of a strong editorial position and crusading enterprise they undertake to supply leadership and to point 
solutions. They fight the cancer of graft and crime, alert the citizen to his perils, suggest and urge solutions and 
remedies in the whole field of human affairs. 


This responsibility Chicago’s Sun-Times accepts and a great part of its research, enterprise and writing are con- 

centrated in meeting it. Thus do the Sun-Times’ publisher, its editors and writers give point and significance to the 

paper's fine new plant. Chicago—still ready to acclaim the pioneer spirit—has rewarded their efforts with 
’ steadily increasing readership, attention and support. 


THIS IS THE NEW SUN-TIMES—WHERE GREAT THINGS ARE HAPPENING! 


Saias 0 Ul yyuaayNoY 


a ee Lg Ml” gag’ eee pia lk, a ee eee fe ew et a Me =p ue Feber: Pa) Ulm ARON! a ee i = So aa aint ate 
, i ispmrag eee er ae aa ie CY lle Tae Rees MWe er oa oie rte pt alte there matt a a AUP cet s. : ke 
pe a meee eee ie eae Se bite coer Aatnateihe se omg eee Bs eee hye ae erg Me a eee ae eae gle = ip mes Sea ee re ee 
eb cuialie ten come ee, Wie a ee ie ey Medea te as oer. MMC ee Soe enc LE Th cesta 8 RM ieee. Mame agree ene a en ieee 
eye ee sce ee OE sre SoM Sy ; bac a Ne tialge FV he Lice i $ eRe ake io ek oe toy, Reda) Vee tout PS eee ae Dee at oa Nef ee yas ae a 
4 : ee yeaa ae: Saf ated hear y a bia es Nei Paige fore al Bi sie ae re aaeioe ane fo te po Se ee ee 
ae ep ieee ee a ee ifgeaigae Ss eae ata ee on ae, a,” ee Pa SON yee he St wage: es ak aie, os lca eo a a = alta 
a ere ar ee oe ne ioe eee > ho Re ns he poe 6 I na ER Cm ees , & kaa Pe Ne eR ec alert. me eh ee : a - : «ines RCE. ee ee a ee eee ee 
a ne a a ae ca tt eae i a Pr ere eae. ee ee RE eee ae td ee eT een are Aes a a ee ~ : : se Ba 
= are ’ s | em” 
. 

a } ee 

> Doe TRE al A . 

; ; arr seen F Bre -a@ aul ; = cS 

q mu a ? 2 : - 

= y a, sae can a wie Wigettcd a . r cade , —— 4 

' bs . : $3 = ™ 5 ae . a Be ital 2 . i a. 

; bi eS ’ 5 Seek . ag ; , 
gee , : Bir vy aa Be poe % sai. ; : i 

e £ i >i PIS aie ph ie ae , ees oS, ee ‘ 

Mi a] é ‘ oo : Se . oe " at he Sy yg ‘steey Poe ai ese ti : we 7 es 
Sear * eae pie epee ey pegs ‘ tea a ciiee se, | ae een i aa 
sea : ote el ah ae aie _ P Se ee ee. 
TN ae 4 4 a cc fray ns am rer Pee ee oy Ate er een F tate 4 ‘ eee ae Pa cs Ri, mmr ge =! et 
"Hae , Smal OU ripe a a0. clei lem Te ae Sarit eee ig ! Bo Ft ey ahs aa ae 
ere ¢ Or pte Sane e © ope ; sae : ne! : orl aac Micke aye : ier ess roy 
.. ST ame Borate er) GM Pes: ig 3 _— a ee ae atte Lame 
Tet > rhs Auger ay: ae er i es ‘ ae Sages SS eS si “ we 
ae ee cic ER a iat NS Ni er oe ee oe eee ee st, . ie ale ;:.. Se a :. 
ae pai — ee Je ie ‘a — i‘ ee age ae : 
ao ay a a ——— -_— = — Se ae ee. - - 
es oN : JagBibes- bihcases aah ea ay 2 ; ES oe: oan gee al = 
a Be at hc bé CS an ; ede: ia “4 -* a ete eo. i, y 
ee BPs 4 SpeeeeS , Bes hae). Sg ¢ Er s “ a oa er e , 
= oe a see ra ye fe Bis Rae ron f , ail 7 a eS uit Pans ay: i % 
ne J ¢ CO a aie 4 
Cho: ae Ol gree ee cy tat eee E ' ; Napanee E J Came Tepe oad 2 en, a 
een : ne eM: > 2 ia oD ‘ : ee ie SS ee pices 7 ' 

a aah y Beret. ve) Nee Naas Bek ee ye “ ode Ba “is J ee 2 ep ae ae a ) i 
iF pee ee eee ij Bs... Se rarer ae: Mom 
“its ao eee oe Fa sai k Sotiths : Phas y ears . Sea Pe ee eee i 3 ae se 

, é , “De ae pe als eS eee ¥ ee & — na ae RE 3. oe Soe as 
; ‘ .7 eee hae A ona y ee bee ac pre aa ee tae rf 
ime - ll ame ; a ‘a oa a ae ne ¥ et Bee: oS. rie ; eee 
Puasa) ee ’ : a ee oe a a — 7 eg) slg erin le Se ese °c oa ore a 
ee Ef a aa. eee ee qj ee pa a an > if pak us oS bsg eee 
Ae - Me ee r oe opt ee a ae ° rg em ia See te se 

; eon —_ _ < aetuaiealtiilial a a ee -— 
Ale jt ° ~\. - Siri citi da ” _— ae i Bae me 1 ae jd 
: See ye — oo 4 — oe . all ~ ¥ . ' ee 

4 ok: ee ee — a = P Ss ec a eos 
g a Se aie ee . a > — i PBR 4 | gel 
here oT ae nent f ig >a — eC | oi 

! Fe . 7 oe . 4 ail Lag em - : — >a ee \ ees Ee 
as e: : pe ee eae) tS Meg ee FS, rn tras 
es ps ae —_— J # ie ces ’ a Br) ooh ee Svc © «we Li 
ae A 7 Sa. — So ‘arses es a SS , ee 
a a a Sehallenn dS . , _ i ail ‘ Bk 
sx Ea 2 ae nal ae . — = ae > j tng 
= ; eet “4 a ” a ie a 
2 ee ee, “7 : Ss 2 % 
or ; co , 4s ‘ = 
u | . : #4 4 - : i ts.,: 
’ dnd a re a ) Pas a ‘Gy 4 ‘eS 
i ae ty i? ‘sme et = "3 rg ’ Pn — - 
bs — ae a fe oe ta a : ee 
| x a q : ia, ee oe ee a 
Sa Se) ‘ a fin a ate ‘= w 
M ve ae : : ue gone nn alee — 
A iis 3: hea a ee ‘ani 7 he - : ; 
, ee a. ms a ate 5 :~ ai , 4 e cane 
a2 sets ki Fee) . ae . oie § _ | i 
ee 3 Cae oe ” Spe aaa el a _ J re 
ai. (a Bell) i a Lona — gfe a , 
ae sr Cero , “2 oan = i 
= Rese med (hee ee ®t : ae 
Pe “s SS i spe 
es ex, 4 . aw 
ne unbtcieee, : pae ? = ‘ oe Pe ? sie 
ot Pee erry te) » a 2 , “eat cae 
ei oe Oe ee Fay! dat es bod Beso, °° Sek Soperate es ¥ ae fs ey) ‘ J, ee 
Be ert ‘ = a a ieee es a eee SAG, VER ce ya ay “a L/¢ a 

% - , _ fae ae oe eee = tp Soy aye ‘ : ? ee : Re Bec - 4 ay ig 3 

; ap i Wei pia Pes < ‘i asi Pe a 3 > = Par aS ; res 5 F aa + ae g 

per n, : aioe alg > - em Ahed Baokore ; eee es Fig Rmeath 

z : = ne = ia . 

s § ' r 7S x — sae ¥ z “3 . 43 

$ J rod Pate he Bek 8 Ria ¥ e + alee: a ‘ ae 
ee i cae a te Sa i “S ‘ f ee re Ee aa, ’ ' -: 
; < te 8 + a4, sub” em, Ac. , 4 . 

; ey me pa) i Sie (tees) cae ys ee ee a %» a Pee oa es . : Y ks, 
tee i Pte ae Rete Sc Yet tem Len eee ie « *. 5 Sh ieee . ; Wa 
roe hate ag aan. ai a wee _ =e 
Ss whl FRE Dp Sad Se adh lo Nr ee nF, ¢ alee ene s 8h. fell , ; et 
* ee Si a PC A Ae yt ws . : m 4 lle bea: oe d : 
ae ie f SE ante eng i ae me ee . el, rt, ‘ Jp 
ae Penge. ee” se oe ; mR SS ae eal Beast st 
. a a ya a “ ~ wane. e 
: ; a Jin” OM Sec amin aeet Unsere 2 Poet (> é 

- f 4 ‘you Ray tastes ghee neg Sompotens : 7 a a 
: SOD Ch eae aah, “a eee, ca { ae 

i j 5 TR aia As a SU a aeitate ee ae i poets 
i : ; aN ia Fe Bnd sae Bi Ba ig aa ce a . J say 
En ta > ee Beatie gs Bisons me: =, 

bee ag ey aa Sip aa eee oe a on 
ne ee eee eS ¥ aa idk oe: voce a ea 
pied an Aa ied EY) OS eine! ¥ he Oh aa ge Bas os Rent esa coat aes 2 
oan RS : ae Gas Aaa Pe Aimy os ee ichiah att nis Seer , se 
ne! . are ee vid emia See See See es ‘és aide cas Maks, Ace cts al - meas .. 
Beis ee ; SNC OTs | "UR be aaa 2 sige se «sop an ech ae ala i ; ne ty ese - fl 
nied in Per) Wee a nee oe eg ecg LS) ee i be ff ee ere - o ty 
2 aria le emt re yo re ee eet Pare ee a an it 
: ae 
wi 
iy es ae 
pes 
i 7 er, LAE : Ras “ee 
etx: oe 7 i“ 
us ieee ne “ia 
se ~ : a 
i aaa 4 4 
ef pit . ane Ta 
sie : re a 
eee i ; s nk _ 
pene Raa Dob ids 
eae Se a Pt 
ere oF 23 sas 
cae va 
ss: : 2 - : an = iy 
ba Kae ee acne a } 
f ~ eh ial eae ee OA ies > i 

i Doe een ay nen abe o 
a ieee a a eae By" 
ee Se ee fi: ay. 
cn _ = 
¢ i Bs ;, a 
oa ae is a: 

ae an . = 
ane te a = 
Pst ve : 
2 
mee 
7 a i 
: 7 
ita mii fe Sere, . 
ates ‘cane ound "ty ie 
aes by) | | - ewes i 
‘ ¢ ee) ty wueb,t * 
: aa eens ~ . 
eee ee 
wx = 
an : 
ee : 
cieAN 
ery 
aie 
pina 


Advertising Age, June 8, 1959 


Brand Foods Build 
Turnover, Profit in | 


Stores: ‘This Week’ 


NEw York, June 2—The contri- 
butions of national brands to the 
grocery business are spelled out by 
This Week Magazine in its eighth 
biennial grocery study, “The Big 
Challenge in Food Marketing.” 
The most comprehensive report 
in the 16-year history of these 
studies, the report states that “as 
far as distributors are concerned, 
the private label is here to stay. 

“But even so, the public brand 
can make a better cause for itself 
than is commonly appreciated even 
by some manufacturers,” the re- 
port says. 

Three store chains which are 
vigorous national brand promoters, | 
and which have a store average | 
and turnover factor almost double | 
that of private label supermarkets, 
are cited in the study. 

“The national brand with its 
built-in velocity, developed by 
strong consumer advertising, de- 


erate successfully,” it states. 


= The supermarket industry could 
not continue to grow without the 
flow of new products “created, en- 
gineered, advertised and promoted 
by the national manufacturer,” the 
study continues. Effective distribu- 
tion may well be the key to mar- 
keting success, and therefore trade 
attitudes and the retail franchise 
are just as important as building a 
consumer franchise, it points out. + 


‘Miami News’ Names Harold 
General Ad Manager 

The Miami News has appointed 
Carl S. Harold 
general advertis- 
ing manager, 
succeeding Rich- 
ard Kingston, 
who resigned 
several weeks 
ago to work for 
DuPont Plaza 
Exhibition Hall, 
Miami. 

Mr. Harold has 
been a member 
of the Miami 
News general ad sales staff since 
1957. Before that he was with 
RKO, Radio Corp. of America and 
WMIE and WTVJ-TYV, both Miami. 


Carl S. Harold 


Upjohn Appoints Four 

Upjohn Co., Kalamazoo, Mich., 
pharmaceutical company, has made 
four appointments in its marketing 
division. W. C. Sugg, who became 
an Upjohn salesman in 1931, has 
been named assistant marketing 
staff administrator. Replacing him 
as assistant director of domestic 
branch sales is K. B. Zorn, former- 
ly regional sales manager in Los 
Angeles. A. B. Huellmantel, for- 
merly assistant to vp for market- 
ing, will head a new department of 
marketing personnel. His old posi- 
tion will be filled by Paui Riggs, 
formerly a member of the product 
and program planning section. 


John Graft to Dickerman 

John Graff, formerly vp and ac- 
count supervisor with Fletcher D. 
Richards Inc., has joined Dicker- 
man Advertising, New Hyde Park, 
N.Y., as vp and account executive. 
The agency has also added three 
new accounts: Wheeler Labora- 
tories, Great Neck; Norman Radio 
Distributors, Jamaica, and Crown 
Shower Door Inc., Floral Park. 


Fisher Moves to Agency 
Henry Fisher, formerly assistant 
trade commissioner with the Neth- 
erlands Trade Commission in New 
York, has joined Mann-Ellis, New 
York, the commission’s agency, 
where he will be in charge of pub- 
lic relations and promotional activ- 
ities. 


velops the turnover and the profit 
that the supermarket needs to op- 


NEW TRAVEL SERVICE—M. S. Hattwick (right), director of advertising 

of Continental Oil Co., presents President L. F. McCollum of Con- 

tinental, the first new “Touraide” off the press. The “Touraide” is 

a 64-page book containing maps of the U.S., Canada, Mexico and 

Alaska. It is available only from Conoco service station dealers in 
the company’s 28-state marketing territory. 


The Utica Division of Bendix Aviation Corp. manu- 
factures aviation accessories and turbine-driven 
products in this giant plant, and tests them in its own 
17,000 sq. ft. test facility in back. 


Commer Named Sales Head 

Richard H. Commer has been 
appointed director of sales of 
Hampshire Press, Rockville Centre, 
N.Y. Prior to joining the lithog- 
raphy company, he was an account 
representative in the national ad- 
vertising department of Newsday 
Inc., Garden City, N.Y. 


Wallace Buys McLean Book 

Wallace Publishing Co. Ltd., 
Montreal, has purchased Manufac- 
turing & Industrial Engineering 
from Hugh C. MacLean Publica- 
tions, Toronto. Effective with the 
June issue, this publication will be 
incorporated into Plant Manage- 
ment. 


‘Sheridan Rejoins Admiral 
| Martin Sheridan has 


|tor of public relations. Mr. Sheri- 
‘dan held the same position from 
| 1951-1957, when he returned to 


|Boston to serve as director of in- | 


formation and publications for the 
New England Council. 


This huge General Electric plant, one of 3 in 
is HQ for GE's Light Military Electronics 
It produces missile guidance systems, radar, 
and countless other components of national defense 


sonar 


The Utica plant shown here is the largest manufac- 
turing unit of the Chicago Pneumatic Tool Co. It 
employs about 1,600 people, and supplies over 2,000 
separate products to ten major industries. 


THE UTICA STORY 


IN INDUSTRIAL GROWTH... Recent major in- 
stallations by such industrial giants as General Electric, Bendix 
Aviation, Chicago Pneumatic Tool, Kelsey-Hayes and the Remington 
Rand Division of Sperry-Rand, Inec., offer proof positive that Utica, 


N.Y., is a fine place in which to do business. 


It’s a fact, Utica is taking the lead in industrial growth, and in cul- 
tural and civic programs as well... Just as its Pulitzer prize-winning 
papers have taken the lead in helping to make it a better place to 
work and live! It is a matter of record, too, that the Utica newspapers 
have played a key role in attracting new industries and new people 
to the area... and in providing a civic climate in which to grow and 


prosper. 


There are selling opportunities galore right now in the bustling Utiea 
market. Call or write your nearest Gannett Advertising Sales, Inc., 


representative for the facts and figures. 


The 1959 Winners of 
the Pulitzer Gold Medal 


THE UTICA DAILY PRESS (Morning) 


THE UTICA OBSERVER-DISPATCH (Evening & Sunday) 
MEMBERS OF THE GANNETT GROUP OF NEWSPAPERS 


G ett Advertising Sales, Inc., offices in: 
New York Syracuse Chicago San Francisco 


for Meritorious Public Service 


This gleaming new Utica plant of the Metals Division 
of Kelsey-Hayes Co., manufacturer of automotive 
and aviation parts, is the largest vacuum induction 
melting facility in the world. 


Detroit Hartford 


rejoined | 
| Admiral Corp., Chicago, as direc- 


|‘U. S. News’ Names Three 

| U.S. News & World Report, 
| Washington, has named George R. 
|Ludlow, formerly with Meredith 
|Publishing Co., to its New York 
sales staff, George H. Mikesell, 
formerly with National Geographic 
Magazine, to its advertising promo- 
tion staff, and Charles A. Hurt, 
formerly with American Aviation 
Publications and Huebner Publica- 
| tions, to its Chicago sales staff. 


National Catholic Family Magazine 


Tap this GROWING 
market by means of 
regular advertising 
AUGUST ISSUE CLOSES JUNE 20 
Orders and Sample Copy request to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 
28 E. Jackson Bivd., Chicago 4 
Telephone: HArrison 7-7176 


StHuthony 


MESSENGER 
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Circulation CIRCULATION RECORD .1950—JULY 1959 


in, thousands 
: si Circulation Figures From Dec. 31 A.B.C. Publisher's Statements 


oy ae 


247,287 


32 


Comparison of Circulation Production Sources of Publisher's Statements for the 6 Months ending December 31, 1958 
SOLD AT BASIC PRICES SOLDBY MAIL SOLD FOR ONE YEAR OR MORE 


Forbes 75%* 88% 99.4% 
Business Week 66% 62% 99 % 
Fortune 49% 76% 82 % 


*96.6% of Forbes subscriptions were sold at basic prices if you treat our “2 extra issues for cash at regular one-year price of $6” as basic. 
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JULY 1959 
926,635 GUARANTEED CIRCULATIONS 


320,000 
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272,414 
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America’s fastest-growing manage- 
ment magazine reaches another new 
all-time high in guaranteed circulation! 
Now, your advertising in Forbes will be 
noted and read by more than 300,000 
of the men with YES POWER...top 
management men who decide what 
their companies buy, and where...the 
men who can say “Yes” to you! 

The men who control the most impor- 
tant businesses read Forbes...every 


issue, cover to cover...to keep fully 
informed on what is being said and 


On YES 


ON ng Sr a 


Pe | a ee 
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ee 


7 1958 


thought of their companies, their com- 
petition, their customers! They know 
that Forbes rates and evaluates man- 
agement of over 600 companies each 
year! They can’t afford to miss one 
issue! Proof: Forbes readership has 
tripled during the last nine years! Con- 
clusion: To reach the men who control 
America’s purchasing power, your ad- 
vertising belongs in Forbes! To get a 
sample copy of Forbes’ lateSt issue, drop 
a note to “Pete” Rees. Forbes + 70 Fifth 
Avenue * New York 11, N. Y. 
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Advertising Age, June 8, 1959 


O’Keete Adds Three Accounts | Brophy, Gale Win 
Ray C. O'Keefe Advertising, | 
Chicago, has been appointed to Jst AFA Awards for 
handle advertising for the Sports- ie z # 
man's Park Harness Racing Meet, Distinguished Service 
ie j o., - 
ang A oo Pree Se Mills, New York, June 2—Thomas 
Chicago. Kuttner & Kuttner was|D’Arcy Brophy and Samuel C. Gale 
the previous agency for Associated have been named to receive the 
: first annual Advertising Federa- 
Mills. tion of America Awards for Dis- 
tinguished Service. 
braith-Hoftman Adds One y : 
Pe natin-tehtnan Advertising,| Mr. Brophy is former chairman 
‘which has moved to larger quarters of the board of Kenyon & Eckhardt. 
lat 29 W "56th St.. New York, has | He retired in September, 1957. He 


NCS NO. 3 ‘been named to handle advertising | 
Spring, 1958 \for Moran & Fischer, New York 
WEEKLY |newspaper representative for 150 


COVERAGE 
Total Homes 
Reached 

DAY and NIGHT: 
263,880 


| weeklies. Fred Gardner Advertis- 
ing formerly handled the account. 


Sonic Arts Names Agency 
| Sonie Arts, Chicago, sales, ad-| 
‘ministrative and producing organi- 
zation for sound products of the} 
Robert Oakes Jordan Inc. labora- 
tories, has appointed the Chicago 
office of Fletcher Richards, Calkins 
& Holden to handle its advertising. | ij; chairman emeritus of the Amer- 
5 os ican Assn. of Advertising Agencies, 
omg a past president of the National 

ne |Outdoor Advertising Bureau, a 
| founder director of the Advertising 
Council and a director of the Ad- 
| vertising Federation of America. 

Mr. Gale, who retired as vp in 
charge of advertising, home serv- 
ice, public services and marketing 
research, General Mills, in 1955, 
still serves General Mills as a con- 
sultant in these fields. He is a for- 
mer chairman and a director of the 
Advertising Council. 

The awards will be conferred at 
a luncheon June 8, part of the 
AFA’s 55th annual convention. + 


Thomas D. Brophy 


Samuel C. Gale 


N. Y. Adwomen Elect Stock 
Emma E. W. Stock, co-director of 
advertising Forbes, has _ been 
elected to a second term as presi- 
dent of the Advertising Women of 
New York. Other officers elected 
are Margot Sherman, McCann- 
Erickson, lst vp; Frances F. Barth, 
Cortez F. Enloe Inc., 2nd vp; Hel- 
ene L. Benson, Bache & Co., treas- 
urer; Cecilia A. LeFevre, Wake- 
field, Sports Illustrated, assistant 
treasurer; Ida B. Crawford, Bris- 
tol-Myers Co., corresponding sec- 
retary, and Jean S. Travis, War- 
ner-Lambert Pharmaceutical Co., 
| recording secretary. 
Bendix Aviation Names Two 
| Bendix Aviation Corp. has 
|named R. M. Parks advertising 
| manager of Bendix radio division’s 
industrial electronics products 
group, Detroit. Mr. Parks formerly 
was assistant advertising manager 
of the division’s avionics products 
group. Bendix Aviation also has 
|named A. G. (Tony) Baragona, 
|formerly with General Electric 
|Co., assistant advertising manager 
of the computer division in Los 
Angeles. 


Flacks-Abramsohn Adds 1 

Carlisle Laboratories Inc., Yard- 
ley, Pa., has appointed Flacks- 
| Abramsohn, Trenton, N. J., to han- 
dle advertising and sales promotion 
| for CL-7, a new liquid drain clean- 
| er, and Cess-Kleen, for use in cess- 
| pools and septic tanks. Both prod- 
jucts are now distributed in the 
|New York, Philadelphia and Bos- 
ton areas. 


_Duro Switches to Kemper 
| Duro Co., Dayton manufacturer 
|of domestic water pumps and water 
|conditioning equipment, has ap- 
'|pointed Don Kemper Co., Dayton, 
|to handle its advertising. Weber, 
|Geiger & Kalat is the former agen- 
ley of record. 


Moloney, Regan & Schmitt 


a 

| ‘Newsweek’ Names Two 

|| Newsweek, New York, has 
named Ted McNulty, formerly 
| with McCall’s, assistant director of 
| publicity and Guy Voyce, formerly 
with Batten, Barton, Durstine & 
Osborn, to the ad staff of News- 
‘week International, 


| 
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(Reprinted from the Washington Post and the Evening Star, June 1, 1959) 


A Wide-Open “Washington Letter”... 


To America’s 5,697 Important 
Radio Advertisers 


—and to the Washington Area’s Most Important Million Citizens: 


Our Federal Government's Employees, Their Families and Friends. 


FOREWORD: This is the first personal mes- 


sage I have ever addressed to—and in behalf of—the 
tremendously important Washington area consumer 
market ...in many ways the most important of its 
kind in America today. Seldom, if indeed ever, in 
this country’s brilliant advertising and marketing 
history, has a radio station been planned so com- 
pletely to surround, saturate and sell a market so 
rich in potential, as the 250,000 Government Employ- 
ees whose listening ear this station now specifically 
serves. Those who fail to read the following state- 
ment will miss a business message of inestimable 
value. 


CONNIE B. GAY 


President, and Chairman 
of the Board, 
Radio Station WGAY. 


(Now with studios in Maryland, 
Virginia and the 
District of Columbia) 


. * . 


With the publication of this announcement, there comes 
to you the first news of an entirely new technique in shaping 
an advertising medium to exactly, specifically fit a rich, and 
vitally important consumer market. 

It is (so far as is known) the first successful attempt to 
apply to the great field of radio broadcasting the only basic 
principle ever found successful in designing a primary con- 
sumer advertising medium of any kind. 

Nowhere else in America (so far as is known) is there a 
radio broadcasting station beamed so directly and exclusive- 
ly at—and for—a large prosperous group of free-spending 
consumers and their families and friends, as the Washing- 
ton area's new Radio Station WGAY. 

With a specialized broadcasting service that includes news 
of, and for, the Federal Government and its dedicated 
Washington area workers, WGAY announces the final tri- 
umph of years of careful planning. 

Planning which now makes this station—alone of all 
advertising facilities available to those who wish to adver- 
tise in this rich, important consumer market—the finest and 
most profitable selling medium available. 


* . * 


In order to fully bring out the importance of this new 
broadcasting achievement, consider these typical examples: 
—A retailer, plant owner, lawyer, accountant, doctor or 
businessman in any line, has one or more magazines or 
trade journals edited and published exactly for him. 


—A housewife, fashion designer, or career girl has many 
magazines, radio programs, TV programs and the like 
that appeal exactly to her own special interests. 

—An average man or woman in office, factory, or con- 
struction work has newspapers, magazines, and programs 
of wide general interest to keep them informed on their 
own work and affairs. 

But nowhere in the entire Washington market area has there 
been a radio station or broadcasting facility which is de- 
signed specifically and exactly to select, reach, interest and 
sell the U.S. Government Employee, and his or her circle 
of family and friends. 

Our 250,000 Federal Government workers number a full 
quarter-million of $6000-and-over incomes—who with their 
families and friends comprise a “market within a market” 
of close to one million consumers. 


IWGAY} 


Yet up to now, the only way to reach this huge prosperous 
“market within a market,”” was through advertising media 
edited and published—not for this specific group—but for 
the general public at large. 

No wonder that advertisers wishing to reach and sell the 
Government Employee, have found that it has been—up to 
now—one of the most expensive per capita advertising 
projects on the American business scene. And this is par- 
ticularly vital, when you realize that in reaching and selling 
the Government Employee, regardless of his or her level or 
status, you reach and sell a ‘“‘sphere of influence” that places 
all consumers in the whole great Washington area market 
right in your lap. 


* . . 


No city on earth, no matter where, is quite like Wash- 
ington, 

Advertisers and marketers who judge it by other markets, 
or try to sell in Washington by generally accepted market- 
ing procedures, sometimes miss this fact. 

It is the Government Employee, at all levels, who makes 
this so. Washington is a City of Government, and of the 
men and women who make good government in this country 
possible. 

To many rey experts, it has long been a source of 
wonderment that so little broadcasting time on the air, and 
so little space in so many publications, has been devoted 
specifically and exclusively to the people and the govern- 
mental agencies that are personally and officially responsible 
for the movement and activities of governmental affairs. 


It has been a source of wonderment to me. (Especially 
during the ten years I spent as a Government employee.) 

It has been a fe igre to me, to find a way of providing 
constant, scheduled, tailormade broadcasting news and com- 
ment of and for this “market within a market,” within the 
Washington area: The all-important people who help run 
the United States Government. 

Recently, with the purchase of Station WGAY, this 
challenge became an opportunity. 

And so, today, it is my privilege to promise greater Wash- 
ington a new technique in radio broadcasting. 

A technique designed for the viewpoint of the listener and 
wer in this inherent segment of our American way of 

ife. 

To further clarify this new WGAY technique, it is nec- 
essary to borrow another example from other media fields— 
because nothing like this has ever happened in radio broad- 
casting before. 

A few pews ago, on the eve of one of the highest circula- 
tions in the history of general publications, a great and time- 
honored national magazine announced it would have to cease 
publication. 

Now why would a great magazine, read by millions, fail 
of its purpose? 

The answer is, lack of specialization. When a publication 
(or a radio station) tries to serve too broad an area... 
when it tries to be all things to all people .. . it ends 
inevitably doing too little for too many. 

The new WGAY will not be guilty of such a marketing 
error. 

We are concentrating specifically on the men and women 
of Government, and through them their families and friends, 
who comprise the “market within a market” of our great 
Washington community. 


How the New WGAY Will Implement 
this Specific New Radio Concept. 


Within the framework of our Federal and District Gov- 
ernments are more than 80 separate agencies. 

Each one of these regularly releases news of importance— 
not only to the public at large, but to those who comprise 
the agency personnel. 

- to now, there has been no day-to-day, regularly- 
scheduled dissemination of the news from these agen- 
cies. Such news has been subject to the needs of radio 
and news publication editors, and has been used on a 
basis of interest to the general public rather than gov- 
ernment personnel. 

~—Thus, in the welter of news releases that pour out of 
these Government agencies, many important items are 
overlooked. Contrary to sentiment (in some quarters) 
that so many releases are unnecessary and costly, it is 
quite evident that they are not only necessary but vital 
in the complex movement of Governmental affairs. 


It is the calculated policy of the NEW Radio Station WGAY 
to broadcast Government News Bulletins each quarter-hc 
throughout the broadcast day. 


Plus the kind of good music that has been responsible for 
the sale of millions upon millions of albums and single 
records. Records by such great artists as: Perry Como, Percy 
Faith, Frank Sinatra, Patti Page, Doris Day, Pesay Lee and 
scores of others. 

In this way, the entire area of Governmental activity will 
become public knowledge 

And employees of Government will, themselves, keep 
abreast of the activities and decisions of their own agencies, 
departments, divisions and offices—whether at home or in 
the car—by staying tuned to WGAY. 


But the news of Government jean | is only part of the new 
og Sed broadcasting Services. News is not necessarily “news” 
to a 


Nor is it of particular interest to the individual, except 
as it affects him. 

Therefore, the new WGAY concept of airing Government 
activities will be personalized for those to whom it is of 
"ae importance: The Government Official and Staff 

orker. 

Our quarter-hour news bulletins will frequently be broad- 
cast by the agency or department head personally. 

And not all of these bulletins will concern decisions by 
departments in their broader aspects 

Many of them will directly concern the inner activities of 
the agencies and the individuals concerned. In short: 


—Although in serving the Government Employee we are— 
in the broad sense—also serving all of the people, WGAY 
will not establish an arbitrary ‘news policy” that re- 

uires our news bulletins to be of general interest to 
the “public at large.” 

—Primarily, our aim will be to keep Government Per- 
sonnel informed of their own activities, of their own 
agency, department, or division—in a personal, intimate, 
airworthy manner 

—WGAY will serve, first and foremost, the specific in- 
terests of the quarter-million “first citizens" of greater 
Washington and their families and friends—the group 
who comprise the top-and-center segments of our social, 
economic and political community. 


Business and Industry Should Quickly Learn 
the Value of this “Market within a Market” 


If you are a businessman or manufacturer selling mer- 
chandise or offering services in greater Washington, this 
announcement is of compelling importance to you. And for 
three compelling reasons 


1. It means that for the first time, there will be a focal 
point of listening interest for Government people. 


tr 


It means that for the first time, there is a specialized 
advertising medium in the Washington area that 
reaches the first and the most people, with the most 
to spend 


3. It means that an advertiser can now beam his mes- 
sage exclusively to Government Personnel, without 
the expense of using “‘general’’ media designed to 
reach “everybody.” 


For the first time in Washington, an advertising medium 
of “general” listener-interest will offer a specialized, per- 
sonalized service to those who mean the most, earn the 
most and buy the most in the Washington market. 

—For the first time you will have a direct pipeline to the 
prospercue, generous-spending Government Official and 
Staff Worker, whose per capita income approximates 

$6,000.00 a year—and whose Family-and-friende income 
is considerably higher. 

—For the first time one advertising medium in the Wash- 
ington area can offer you a specialized broadcast- 
advertising service to the “cream of the citizenry” of 
our national capital. 

I am grateful for this opportunity that has come to me. 
The opportunity of giving function, life and significance to 
an idea that has long occupied my time and thought. 

By publishing this announcement, I want to pledge the 
facilities and abilities of Station WGAY and its staff to 
genuine, heartfelt service 

While we hope to entertain and inform many thousands 
of others . . . our first consideration, and our dedication of 
service, is to those who serve our Government. 


CONNIE B. GAY 
President, Chairman of the Board 


1050 on Your Dial 


“The Radio Voice of Government People in The Nation’s Capital” 


. . . SERVING THE LARGEST SPECIALIZED GROUP OF LISTENERS IN ANY ONE CITY IN THE WORLD 


© Copyright 1959-—-Connie B. Gay 
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Another first from BOAT & MOTOR DEALER 


10-MONTH DEALER COVERAGE 
by BOAT & MOTOR DEALER 


Beginning in January, BOAT & MOTOR DEALER, the exclusive 
all-dealer magazine in the marine market will publish every 
month of the year, except July and December, to give full 
coverage of the big-selling months in the booming boat mar- 
ket. Watch for full details. 


Gt BOAT & MOTOR DEALER 


8150 NORTH CENTRAL PARK ° SKOKIE, ILLINOIS 


Now reaching over 18,000 marine dealers 


New York, June 2—Harry Con- 
over, one of the biggest names in 
the model agency business, was 
under fire from New York’s de- 
partment of licenses, district attor- 
ney and several former Conover 
girls this week after his agency 
was accused of reneging on model 
fees. 

As a result of the charges— 
many involving child models—Mr. 
Conover lost his agency license. 
Books and records of the Conover 
agency and Conover career school 
were subpoenaed for possible 
criminal or civil action. 

In three complaints made pub- 
lic, fees ranging from $1,103 to 
$2,200 were allegedly owed by the 
| agency. The total of fees alleged 
to be unpaid has not been dis- 
closed, but the district attorney’s 
office here said that “more than 
20” models are involved and that 


“over 100” persons have been 


IN THE WORCESTER 


“The Worcester Telegram-Gazette has the PERFECT SELLING FORMULA 


| AtBtC=SALES 


MARKET 
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A GROWING 
BILLION 
DOLLAR 
MARKET 


EBI: 
$1,112,205,000* 


UP 30.4% 
since 1954 


Retail Sales: 
$669,589,000* 
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Massachusetts’ 


nt 
MARKET 


Again, one of 
the top 50 
Markets 


Daily Circulation 


162,449 
UP 12.4% sas 05,300 


since 1954 
GD Aucit dec. 31, 1957 
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The Worcester 
TELEGRAM and GAZETTE 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 
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ALL EDITIONS —7 DAYS A WEEK 
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Publication Re- 
search} says... 
“The level of reader- 
ship of the survey 


issue was well 


Source: Sales Management Survey 0! Buying Power, May 1959 
curse: Publication Research Service Stucy Sept. 28 1958 Sunday Telegram 


Advertising Age, June 8, 1959 


Financial Woes Close Conover Agency; It's 
Changing but Lucrative Field, Says Jones 


questioned on the case. 

The Conover agency’s troubles 
were brought to light when a 17- 
year-old model blew the whistle 
on the agency for alleged non- 
payment of fees. The model’s 
gripe touched off a raft of other 
complaints against the agency, op- 
erated by Mr. Conover and his ex- 
wife, Candy Jones. 


s While Mr. Conover and Miss 
Jones were identified as man and 
wife in the original complaints, a 
court appearance by Miss Jones’ 
attorney in response to the com- 
plaints disclosed that the former 
model had been operating the 
Conover agency on her own since 
Mr. Conover “walked out” on her 
and the agency a year ago. 

According to the attorney, Ira 
W. Berman, Miss Jones and Mr. 
Conover were divorced last month. 
He said that after her husband 
walked out, Miss Jones took over 
the agency in an attempt to keep 
it going. She never made “a pen- 
ny” on the agency, Mr. Berman 
said, and had even invested about 
$100,000 of her own money, earned 
through the Candy Jones Career 
School, which she still operates. 

Closing down the Conover agen- 
cy ended a 20-year period during 
which the Conover “cover girl” 
became synonymous with a fresh- 
faced, all-American type of beau- 
ty. 


s After a varied career as factory 
hand, disc jockey, soap opera actor 
and toy salesman, Harry Conover 
—who worked occasionally as a 
model himself—decided to start 
his own agency, and in 1939 
opened a closet-size office in New 
York. 

Mr. Conover’s avowed goal was 
to bring to the modeling and ad- 
vertising business the “natural, 
well-scrubbed look,” in place of 
the slinky, ultra-glamorous mod- 
els then in vogue. 

The Conover campaign to sub- 
stitute soap for sophistication 
caught on, and by the middle ’40s 
advertisers were regularly using 
well-fed coed types in their adver- 
tising. By 1949, the Conover shop, 
whose glamorous graduates in- 
cluded such names as Candy Jones, 
| Jinx Falkenberg, Choo Choo John- 
son and Chili Williams, was re- 
portedly grossing more than $2,- 
000,000 a year. 

In the early ’50s, Mr. Conover, 
faced with stiffening competition 
from other model agencies push- 
ing the same types of models, 
opened the Conover career school. 


= Last month, however, Miss 
Jones indicated, there was still 
plenty of money around in the 
modeling business. 

In a talk before the Television 
& Radio Advertising Club of Phila- 
delphia, Miss Jones told of changes 
in the model agency business, es- 
pecially in the tv end. 

“Advertising agencies no longer 
ask us to send over a pretty model. 
|Our girls must go over as tv com- 
|mercial actresses,” she said. 
| A tv commercial girl, she said, 
may earn as much as $60,000 a 
year, but she must be a “good deal 
sharper” than regular models and 
must speak well and think quickly. 

Of the Conover operation, Miss 
Jones said the agency maintained 
(in May) a list of 100 adults and 
more than 100 children who spe- 
|cialized in tv. She said the Con- 
|over shop interviewed more than 
5,000 persons a year and “felt 
lucky” to find 25 qualified models. 


Plantabbs Moves to Doner 
Plantabbs Corp., Baltimore plant 
food company, has appointed W. B. 
Doner & Co., Baltimore, to handle 
its advertising. Foster & Green, 
Baltimore, is the previous agency 
of record. 
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“The War We Are Not Ready to Fight,” in the 


May 26 Look, is another vivid example of how 


Look editors live the story to get the story. 


Is America vulnerable to atomic attack by submarine? That’s the story 
J. Robert Moskin, a LOOK senior editor, wanted Look to print. And 
that’s the story Editor Moskin, with LookK Photographer Douglas 
Jones, went out and got—personally. 


To do it, they spent 12 weeks with U. S. Atlantic-area forces. They 
patrolled the skies—in aircraft shot by catapult from a carrier. They 
traveled the surface—after being dropped to a destroyer by helicopter 
cable. They walked the ocean floor—equipped with frogman’s lungs. 
They took part in actual anti-sub missions with a U. S. hunter-killer 
group... visited a dozen Naval bases from Key West to Northern Ire- 
land... talked with admirals, generals, Congressmen, NATO leaders. 


Picture of a 
magazine editor 
at work 


And they got the story. A grim story of inadequate defenses. A story 
that is still being talked about in millions of American homes. 


Dangling from a helicopter is not what journalism textbooks—or most 
magazines—would describe as a function of magazine editors. But a 
Look editor is a Look reporter-writer-article producer. When he takes 
over a story, he plans it, covers it, writes it, helps lay it out. 


In an era of impersonal, process journalism, the LOOK approach of on- 
the-spot coverage by editors themselves produces the closest possible 
rapport between editor and reader—an emotional bridge that is unique 
among major magazines. This ability to make the reader feel as well as 
see is one reason why people like LOOK ... why they talk about it so 
often ... why LOOK has won 130 top editorial awards since 1955. 


But more important, it explains why millions of Americans identify 
Look with warmth, understanding and wonder ... with a kind of per- 
sonal, exciting journalism that 
reaches so compellingly from the 
printed page into their own lives. 
Look—the exciting story of people 
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Ogilvy, Benson Names Four 

Ogilvy, Benson & Mather, New 
York, has named Francis X. 
Houghton an account executive, 
David Grayson a copywriter and 
Peter Berla and Arthur Topol me- 
dia buyers. Mr. Houghton formerly 
was with Benton & Bowles; Mr. 
Grayson was with Ted Bates & Co.; 
'Mr. Berla was with B&B, and Mr. 
| Topol with Donahue & Coe. 


Close as a clean shave to the 


DAVENPORT METROPOLITAN 


Otto Opens in Puerto Rico 
Robert Otto & Co. has opened 

an office in Puerto Rico—its fifth 

branch outside 


Davenport Newspapers --- razor close to U.S. Heading the ates ts Caer 
272,600 Quad-Citians and their $6,384 E.B.1. F ee ee 
per household __-. reach 100% of the Scott DAVENP ——y an of 15 years in Latin American 
County, lowa, population — pius substantial = =| advertising. 

numbers in Rock Island County, Illinois — 7 NEWSPAPERS Houck Joins Selling Research 
days a week. Represented by Jann & Kelley Inc. L. Daniel Houck Jr., formerly 


with Young & Rubicam, has joined 


Circulating Davenport and Bettendorf, lowa; 
New York, 


Rock Island, Moline, East Moline, I!linois 


Copr. 1959 Sales Management Survey of Buying Power Selling Research Inc., 


as market analyst. 


new 
editorial study 
gives you the answer 
to how and why 
product news publications 
are read 


Report of recently 
completed personal interviews 
with a typical cross-section of 
industry’s most important buying 
influences. Tells how key men 
depend on all types of industrial 
publications to help them do their 
jobs; the types they read, why they 
read them, how they use them. 


A true profile of the 
men in industry ready to buy! 


Contains 1959 Data File of latest 
information on N.E.D. market 
coverage, readership and 
advertising results. 


A | PENTON| | PENTON | Publication, Penton Bldg., Cleveland 13, Ohio 


&> 


BPA 


Write for your 
free copy today! 


pe UIPMENT 
[)IGEST 


NOW OVER 81,000 COPIES (Total Distribution) IN OVER 43,000 INDUSTRIAL PLANTS 


the continental | 


Advertising Age, June 8, 1959 


WPIX Program Plan 
Aims to Increase 
Product Protection 


New York, June 3—The attrac- 
tion of three hours of product pro- 
tection, coupled with an assurance 
of no double spotting at station 
break time, has helped WPIX line 
up an almost full house of spon- 
sors for its Wednesday night mys- 
tery block of shows. 

In the block, which starts at 
7:30 p.m., EDT, are six syndicated 
series—‘“Public Defender,” “Badge 
| 734,” “Code Three,” “San Francis- 
co Beat,” “Highway Patrol” and 
| “Decoy.” 
| To get an evening of product 
| exclusivity, an advertiser must buy 
at least half-sponsorhip of two 
shows every Wednesday night, plus 
a minute announcement at station 
break time. The usual 10- and 20- 
}second IDs have been eliminated 
|in this block of programming. The 
minimum buy will cost an adver- 
tiser about $2,800 net weekly, plus 
agency commission; an advertiser 
must sign for at least 13 weeks. 

The minimum buy entitles a 
sponsor to four one-minute com- 
mercials within programs, plus the 
one-minute break period spot. 
Each five minutes of commercials 
will be rotated throughout the six 
shows over a six week period. 


# Charter sponsors for WPIX’s 
Night of Impact plan, which start- 
ed several weeks ago, are Liggett 
& Myers, for L&M (Dancer-Fitz- 
gerald-Sample) ; Procter & Gamble 
for Spic and Span (Young & Ru- 
bicam) and Bristol-Myers, which 
bought the idea for four products: 
Ipana and Vitalis (Doherty, Clif- 
ford, Steers & Shenfield), Bufferin 
(Y&R) and Ban, through BBDO. 
(Ogilvy, Benson & Mather will 
take over the Ban account as of 
July 20, at about the same time the 
first 13-week contract on this plan 
expires.) 

One unit is available. 

This new Wednesday night sales 
plan grew out of Bufferin’s request 
for greater product proteetion than 
is afforded on many participating 
programs in New York. In some 
instances competing products turn 
up within 15 minutes of each other 
on movies and other late night 
programming here. Bufferin 
sought greater protection from cold 
medicines as well as from com- 
peting headache remedies. 

The station evolved the plan to 
serve a dual purpose—(1) to meet 
the needs of advertisers who 
want stronger product protection 
and (2) to entice advertisers away 
‘from participating schedules and 
| back to program sponsorship. + 


Eldon Roesler Purchases 
Control of Editorial Service 
Eldon H. Roesler, former vp of 
Editorial Service Co., Milwaukee 
|trade publications publisher, has 
_ purchased control of the company 
from the estate of the late David 
K. Steenbergh. Mr. Roesler, who 
moves up to president, will also be 
| treasurer. Bruce W. Smith, former 
| secretary, was named vp. 
| Editorial Service, parent com- 
pany of Business Press, a printing 
company, publishes Feed Bag, the 
| Feed Bag Blue Book, U. S. Fur 
Rancher and Blue Book of Fur 
Farming. 


| 
Gil Sayward Incorporates 
| Gil Sayward Associates, Ft. 
Lauderdale agency, has become in- 
|corporated after operating for 13 
| years as a partnership. President 
and exec vp are, respectively, Gil 
and Elaine Sayward, husband and 
wife team which founded the agen- 
cy. Secretary-treasurer is Lucille 
V. Lively, account executive. 
Named vps are Al Erwin, copy 
|chief; Don Velsey, senior account 
executive, and Roger McVicker, art 
| director. 
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EER yrawis . 
ALBERT GOMMI 


CONTROLLED MOISTURE CONTENT 


That’s one of the secrets of the outstanding performance 

of All Purpose Litho on long high-speed press runs. The 
blue-ribbon paper for all of the major reproduction 
processes, All Purpose Litho is distortion free, lies flat, 

has consistent quality and superior ink receptivity. For 
labels, box wrap, pressure-sensitive and heat-seal applications 
and a wide variety of advertising uses. 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 


© THE CHAMPION PAPER AND FIBRE CO., 1959 


All-Purpose 


Litho 


BY CHAMPION 
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ALL PURPOSE LITHO, as its name implies, incorporates all the qualities 
that make it adaptable for a wide variety of uses—labels, boxwraps, advertis- 
ing. Champion also makes quality coated and uncoated papers for books, 
magazines, envelopes, greeting cards, business forms, tags, tablets, food 
packaging and many other uses. 


THE CHAMPION PAPER AND FIBRE COMPANY * HAMILTON, OHIO 
District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas, and San Francisco. Distributors in every major city. 


CHAMPION SETS THE PACE IN PAPERMAKING 
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Advertising Age, June 8, 1959 


Organize Promotion Unit to Push 
Medium, Dunier Urges Film Men 


New York, June 2—An agen- 
cy executive has advised film 
distributors and producers to 
band together to form a promo- 
tion and research organization 
to provide the necessary data 
for selling syndicated programs. 
The suggestion was advanced 
in a letter from Leslie L. Dun- 
ier, radio-tv vp at Mogul, Lew- 
in, Williams & Saylor, to 15 
film companies. The gist of Mr. 
Dunier’s message seemed to be: 
Syndicators have good product, 
but they aren’t selling it right. 

“The vast majority of film 
syndicators can be compared to 
the pioneer aviators, who glo- 
ried in their ability to fly by 
the seat of their pants,” he 
wrote. “As a group your re- 
search—if it exists at all—is 
primative and archaic. In sell- 
ing a syndicated program to a 
prospective client, you fall back 
on the stock arguments—spon- 
sor identification, compatability 
of program with commercial, 
merchandising, advantages of 
one-minute commercials in 
prime time, high production 
values, etc. 


= “As an adman who wears the 
two hats of programming and 
media, I frequently find myself 
in a dilemma after the agency’s 
basic advertising plan has 
gained the client’s approval and 
tv has gotten the nod as the 
prime medium. Obviously, one 
of the first questions to arise is: 
Will we use spots or a syndi- 
cated program? 

“We know from _ countless 
studies that a saturation sched- 
ule of spots can be put together 
to reach a high cumulative and 


best interest to organize your ver- 
sion of TvB or RAB and give your- 
selves a fighting chance to compete 
on equal terms with others,” Mr. 
| Dunier said. # 


Peachtree Moves, Names 4 
Peachtree Production Associates, 


Strickland Films, has moved its 
entire production facilities to the 
Strickland studios at 220 Pharr Rd., 
N. E., Atlanta. Peachtree has pro- 
moted Richard R. Krepela to op- 
erations manager, and Betty L. 
Merritt to promotion and public re- 
lations manager. Other appoint- 
ments .are Louis C. Ingram Jr., 
named sales manager and Norman 
Whitman, production manager. Mr. 
Ingram formerly was with the sales 
staff of 20th Century-Fox Films; 
Mr. Whitman was with WKRG-TV, 
Mobile. 


Atlanta, which recently acquired | 


President of Dufty's, Inc., Denver 


varied audience. Meanwhile, 
our media experts have assem- | 
bled all available circulation | 
statistics, and their evaluation 
makes a sturdy case for spots 
exclusively. 

“At this point our program- | 
ming people, with some vocal | 
assistance from the merchan- 
dising department, speak out 
strongly for a program buy— 
and with considerable persua- 
sive power. Unfortunately, all | 
too often their argument is| 
weakened because there’s just | 
not enough research material 
available that could counter the 
abundant audience data com- 
piled by spot tv interests—data 
that indicate a_ saturation) 
schedule would provide the cli- | 
ent with a far greater undupli- 
cated audience for his commer- 
cials. 


a “This debate—film syndica- | 
tion programming vs. saturation 
spots—is really a one-sided af- 
fair. The number of success! 
stories involving film buys has | 
been legion. We have many of | 
our own, and we’re proud of} 
them. But individual success | 
stories are not the solution,” 
Mr. Dunier said. 

The agency man advised the 
film men: | 
“With so much at stake, why 
don’t you, the leading syndica- 
tors and producers, band to- 
gether in a promotional and re- 

search organization?” 

“With pooled financial sup- 
port, this group would fill a 
gaping void in the over-all tel- 
evision picture. As your indus- 
try’s research arm, your organ- 
ization could conduct the kind 
of comprehensive studies that 
would provide agencies with 
sufficient ammunition—quali- 
tative, measureable research 
data—to justify a recommenda- 
tion for a film program buy 
when the conditions warrant it. 
“We think it’s in your own 
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KLZ of Denver... Salutes... 
A Radio-Active Business Executive 


Frank Duffy, who 30 years ago founded Duffy's Delicious 
Drinks in Denver with a personal touch and a burning de- 
sire to make the best soft drinks in the Rocky Mountain 
area. Today, Frank Duffy is considered one of the nation’s 
most successful and leading independent bottlers. 


The personal touch has been continued for many years of 
KLZ advertising, with Duffy's using an average of fifty per- 
sonality announcements each week ... morning, afternoon, 
and night... 52 weeks each year. Let KLZ-Radio do your 
pre-selling in the Denver-Rocky Mountain area. 


KLZ or 


560 KC 


CBS for The Rocky Mountain Area + Call KATZ or Lee Fondren, Denver 
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In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 


Apvertisinc Orrices: Philadelphia * New York * Chicago 
Representatives: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
Fcoripa Resonts: The Leonard Company * Miami Beach 
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THE WEEKLY NEWS mACATING 


Number 5 in a series to American business on the multiplying growth at the top of the market. 
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From 1948 to 1958, the U.S. saw an impressive increase of 
22% in the total number of families. 


But within that growth, there were these percentages: 
Families earning $10,000 and over increased 235% 
Those earning $7,500 and over increased 253% 
The number of overseas travelers increased 215% 


These people set the stage for a nation’s dreaming then— 
and they are doing it now. They are the Americans respon- 
sible for the boom at the upper level. 
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..» MAKE THE MOST OF IT 


As an advertiser, you ought to get to know them better, 
For quite a few years now they’ve been making decisions, 
establishing trends, setting the styles of the nation. 

Of course, they’ve been doing it with the consent (and 
even the admiration) of their fellow citizens. 

And they ought to get to know you, your product and 
your company better. TIME, The Weekly Newsmagazine, 
can help you here. Most of these millions read TIME each 
week, to keep well informed in every vital area of interest. 


IN TIME 


There are those who don’t read TIME, of course, but they’re 
surrounded by those who do. Surrounded by all their en- 
thusiastic TIME-reading friends, business associates, col- 
leagues and families. 

Advertising to all these millions makes the great selling 
years in every field from stockbroking to steelmaking, from 
appliances to automobiles. You can reach them with maxi- 
mum effectiveness—again and again—only in the pages of 
their favorite magazine, TIME. 


‘een ao Fry Ehgk oe ae Reale te tng ae ease ee gee ea . aga a Beets sity 'y pee Mees =a Se 2 “ye ee, ee 
“iy See ore cE a4 . ic ee etme os - | Bes Oe 5 ted a i a ee alede Bree i i cee or OAR gt aa en of Fr; 2 
_ es aes ae ae ge Se eee | ‘Se, ame ernie oS 
a RE Ca Se ON aR Ae a me allel a, Sa RII rt Se 
* H “ ve 3 4) ud ." ‘ \ ~ ; 
os . ey y “4 . “> J 7 | a uf ' - a 
o>. Me | UN - ¢ ly | UO hey 
i. ee og XN } os Nw <q ’ X r { 
"ee a . * 3 ‘ a seh : Basak 2 A Ly "4 a 7 ! ae | 4 
ss a Ve Beyer NG! ie \: a +e 
oT a Aa VEN Sass : Mo ae. tw A : Oa os 
. aan ! : ‘ ? d 4 a . 7 he 
TT i] ‘me: «: Weta, ae eee f Ri 
a. 4 x , aS ie \ ok " eng a 
a - rT os ape. ~ \ rn a 9 ¢ a 
; ? } " { ° rz » ’ ‘ ' ne 
: if ere an ah, e us . ~ 
a tn ND ae ; i N | ' 
ia 7, Ree ven 
iat ) Heit oN yr ks f - 
— t : in : 2b, ; el 4, ’ ‘ 
g i¥ gs Nae rien \ { f ee. ‘ 4 | 
ge } t ; ‘ s = | ‘aa x F Vedat © 4 < 
i iz ae he PEND ANG SN, fs . : 
* . : ‘ a, i av Vi \\ ’ “s i « RA a ’ ‘ \ i vse s ; 
ia \ é I <= ‘ .. LW) ff S4 is ¥ f 
- \ ! i || Fok © ) acl : han , 
—§ if : <P) ‘ Hee MAIR Sach f r TP oe , 
- 4 ‘} { cle wid PA) ) yt es 4 Ry, Pio : Ki ip 
™ | | iit j ee be ” at ' y Bi mi he xh Wa x } j ’ ; ’ . p lf ! = 
ff the , / a weet \' é ‘ it eyethad HAT heel nett . . P f ) ib ie 
2! GA eT SN pee Ae, BR St 3 
a [ y = . a Sf i y Ast hres ut Ki}; 3h a HA yf Batata) . 
=) Se? thd, am : : eS } Tk meer a “i 
a: ee — . ; encnitiiniattn steel ; 4 / 4 , co 
coe ’ — » % 4 4 GS iy < e \\ 
oq 4 aa " es Salt yrs . . } ; - ; Ut 
=i i] a Nd; ; , 3 F a hs ’ 5 ; , ’ + me 
ig aS RN NE Somer —4 arae t et) Fo Ba ‘ oad 
aa \ “7. in \ ia, a 2 eae ; i stor 5 
Be, RS Ge 4 ae Fae & 
- Oe TS eyed \ Se SN Sn ox: 
||) = 4€e Sa md CS + a . am f Z tan Ty. oh 
if — ' Ga 4. —, ~ eax’ my, —_ / { Pe Be On oye ~ 
| OOS Apia ee le fe cs 
h . re »y ry ™ ‘ = pee Ye 7 BD A ; ; 
i Ze eee yt tee: 
mic nh yaa w *) EIN ye: - 
es Mos ee _ - Di — - _ ‘cp: 
ce 1 j “ad . e : £Z r ; 
a \ h~. : t os ‘3 , | 4 d f 4 hy Z ; 
. { 4 } — ‘ —— : , f 3 ; < ’ 
QO" EGF a6 =~ , —“"—sH | oe o™ Tae a “is 
4 — } ™ ‘ Kee, > ee ee te a \ ass po 
" Sem A) Se ee 4 Sha 
' 1 - x pares eee a el - - : Pee a 2 \ i an a 
SS ‘ i) ‘ b aoe eee a "Ee: s 4: Saeenane ee of me 
) oe 
ul : 
Bi ge : : 
a 
ia 
4 ao 
24 
yy 
j ; 


egqamnnne A 


er iste 
“4 "i a wed tie 
belive ‘te bid , 


ai Ls Rt ene 
se 
- A : 


- > 


; 


a 


oe 


‘J 


ACRES & ACRES—Here is the site of the Eschbaugh house, moved to the smokehouse, and now occupies 


agency, a mile from the nearest town, which has a 
population of 1,100. The agency started in the big 


Amid Kansas Wheatfields, Eschbaugh 
Operates ‘World's Most Rural Agency’ 


KC Shops Are Bigger; 
So Are Their Ulcers, 
Says Adman Eschbaugh 


Wi.son, KAN., June 2—You’re 
pushing west along U.S. 40 half- 
way through Kansas. The sun is 
hot enough to blister the enamel 
off a bathtub. You slow down for a 
little town, and you see a signboard 
that says; ‘‘GEORGE ESCH- 
BAUGH Advertising.” 


It must be 200 miles or’ more| 


back to Kansas City, nearly as far 
to Wichita, 
miles ahead. What is an agency 
doing out here in the wheat fields? 
Nothing but wheat, a little corn, 


a lot of red-headed milo, some red | 


and white cattle, and now and then 
a flurry of oil wells. 

You leave the highway and go 
north along a dirt road. You find 
a big old square farmhouse, with 
the traditional red barn beyond. 
Behind a wall of salt cedars is a 
stucco building. A windbreak of 
trees surrounds the farmstead— 
otherwise there would be no pro- 
tection, other than a “bobwire” 
fence, between the buildings and 
the north pole. 


= You park the bomb (anywhere 
—unlimited acres of parking) 
and go into a typical small agency 
office with fancy stonework, air 
conditioning, glass blocks and alu- 


and Denver is 400| 


minum trim. Potted 
abounds. 

The place has a lived-in look, 
with piles of books, magazines, 
layouts, half-curled photos. Mount- 
ed two-color proofs and displays 
invite you to buy Barton’s salt, 
Sunflower grain dryers, Richard- 
son bale loaders, Naturich feed 


shrubbery 


supplements, Salina concrete prod- 


ENTREPRENEUR — Adman- 

manufacturer-farmer Eschbaugh 

looks up from a blank sheet of pa- 
per in his agency office. 


ucts, and Strongbarn. 

In the back shop, two young 
women in faded Levis are flopping 
posters on and off a vacuum table. 
A youngish man with nondescript 
hair looks up. 

“I’m George,” he says, adding, 
with typical Madison Ave. noncha- 
lance, “Glad to have you aboard. 

“Wait till I call Mama and tell 
her to put some more water in the 


i a ee 
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Pre 


fers words of encouragement to his assembled staff—Vera Dunham 
(left) and Dorothy Stoppel. 
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its own building, at lower right. A tv antenna rises 
from the house, a windmill immediately beyond. 


soup.” 


® Here is probably the most rural 
agency in the world. It’s a one-man 
operation with only two fulltime 
employes. The little town it is 
close to is Wilson, Kan., pop. 1,100. 

Over a meal of home-grown veg- 
etables, home-killed meat and 
home-baked bread, served by 
cheery Mrs. Eschbaugh, you learn 
that George grew up on this 400- 
acre wheat/milo farm. He “always 
liked to draw,” and he studied 
fine arts at Kansas University. 
Along toward graduation time he 
decided to try advertising art. So, 
still in school he let fly a teaser 
campaign of self-executed giant 
postcards extolling his own virtues. 

From among the job offers that 
resulted he picked the old Potts- 
Turnbull agency, in Kansas City. 
He stayed with agency until the 
war. (He got “the best go in the 
army”; he was a captain on the 
general staff of the ninth bomber 
command, in Egypt.) 


e “I was no military hero,” he 
smiles. “I drew maps.” His great- 
est military accomplishment was 
putting together, from postcards, 
letters, newspaper clippings and 
assorted descriptive material from 
all over the world, a layout of the 
oil refineries at Ploesti. “Took me 
three months, but when the 
bombers got there, they found the 
cat crackers right where I said 
they were.” The miscarriage of the 
raid, with the result that Allied 
bombers fell like bombs, he says, 
was no fault of the map. “We’d 
have gotten a medal if the flak 
hadn’t been so fierce.” 

After the war he came back to 
the farm to “get away from it all,” 
but after a year and a half the 
longing to get back into it all in- 
duced him to start free lancing. He 
sold all the Wilson merchants new 
letterhead designs. 

“Didn’t take long to saturate that 
market,” George reports. 

He free-lanced for surrounding 
manufacturers (Kansas is dotted 
with little hometown factories, 
mostly serving agriculture), grad- 
ually building accounts. He free- 
lanced and farmed for two more 
years, but since '55 he has had no 
time for farming. A partner, Bud 


Small, works the farm. 


= The Eschbaugh shop, in addition 
to copy and art facilities, has a 


_ |house. 


,|story elevator (built on the farm 


| wood. He started the agency in his 
|den, then expanded into an up-| 
stairs bedroom. Mrs. Eschbaugh| 
jgot tired of agency customers 
jtracking up the stairs and per- 
suaded him to move his advertis- 
ing venture into the old smoke- 


Finally, in ’54, he had to build a 
complete new shop, with a three- 


of used oilfield pipe). 

“l’ve grown with my accounts,” 
says George. “Some as much as 
1,000%.” 
| Besides designing space ads, 
flyers and the run of printed ma- 
terial, Eschbaugh goes in strong 
for designing and manufacturing 
|point of sale and metal signs, all 
| silk screened. 


|s “The whole secret of my opera- 
tion is low overhead,” George re- 
|veals. “I write my own copy, do 
my own artwork and, until re- 
‘cently, I kept my own books.” 
| Of his two regular employes, 
| Vera Dunham now does his typing 
jand bookkeeping and helps out in 
the back shop. Dorothy Stoppel 
keeps busy with the squeegee. He 
|hires extra help from among the 
|neighbors when he has an order 
ef signs or displays to build. Says 
|Mr. Eschbaugh, “90% of my pay- 
‘roll goes to the farmers around 
here.” 

Where George can outsell the 
big boys is on short-run work; his 
setup costs are low. 


Since meving out of the smoke- 


house, George installed therein a 
metal polish factory. He inherited 
a formula for metal polish from 
his uncle (“It really works”) and, | 
with a primitive vacuum bottle fil- 
ler, he and Mrs. Eschbaugh can 
turn out 30,000 bottles a day of 


OFF U. S. 40—George Eschbaugh’s 
sign advises prospective clients to 
leave their transcontinental high- 
way and travel half a mile down a 
dirt road to his agency headquar- 
ters. 

Silver-Kleen, and 
Copper-Kleen. 

Of course the agency handles 
silk screening of the bottle labels 
and cartons. 

The Eschbaugh youngsters, 
Stevie and Gretchen, can choose 
any of three ready-made careers, 
apprenticed to their father—farm- 
ing, advertising or making polish. 

“I think I’m the luckiest man in 


Brass-Kleen, 


EXURBANITES?—Across the driveway from his agency, George takes a 
moment off for relaxation with Mrs. Eschbaugh and his children, 
Steve, on tire swing, and Gretchen, operating a Hula Hoop. 


the world,” he says, “living in the 
country, working with country 
folks, doing the thing I like best. 

“I may not have as big a bank- 
roll as my pals in KC,” he says, 
“but by golly I don’t have as big 
an ulcer, either.” # 


Cole & Weber Retains 
Oregon Tourist Account 

Cole & Weber, Portland, Ore., 
which has held the tourist adver- 
tising account of the state of Ore- 
gon for 11 years, was again award- 
ed the account after presentations 
from seven agencies. The advertis- 
er, the travel information division 
of Oregon highway department, 
bills between $250,000 and $300,000 
a year. Of the eight agencies in- 
vited to make presentations, Rich- 
ard Montgomery & Associates 
withdrew. The seven participating, 
in addition to Cole & Weber, were 
Botsford, Constantine & Gardner; 
Compton Advertising; Dawson & 
Turner; Joseph R. Gerber Co.; Mc- 
Cann-Erickson, and Pacfiic Na- 
tional Advertising Agency. 

The state estimated Oregon’s in- 
come from tourists last year 
reached a new high of $150,000,000. 
The added attraction this year of 
the centennial exposition and in- 
ternational trade fair at Portland 
is expected to bring a substantial 


metalworking shop and one for 


=e 


boost in tourist travel. 


Sales Institute Offers Book 
National Sales Development In- 
stitute, New London, Conn., has 
published a book entitled “Hand- 
book for Sales Meetings, Conven- 
tions & Conferences and How to 
Make Them Work.” The _ book, 
written by Joseph D. Cooper, dis- 
cusses topics ranging from pro- 
gram planning for meetings and 
conventions, to exhibits, demon- 
strations and open house, to points 
on conducting discussion groups. 
The book sells for $22.50 and may 
be obtained from the National 
Sales Development Institute, 100 
Garfield Ave., New London, Conn. 


Marchan Buys IGA Stock 

Sale of 50% of the stock of In- 
dependent Grocers Alliance, Chi- 
cago, food store chain, to Mar- 
chan Co. Ltd., Toronto, owned by 
IGA wholesalers in the Dominion, 
has been completed. The remain- 
ing 50% of the IGA stock is con- 
trolled by Grocers Co., an Illi- 
nois corporation. No changes in 
the present officers of the com- 
pany are contemplated. 
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**...an advertising executive asks if he can deduct 
the cost of perfume given to a client’s wife. I advise 
him ‘Yes’ if he gives it to her in the bottle, but ‘No’ 
if he helps her dab it on.”. .. Story on the C.P.A. at tax 
time, The New York Times Magazine, April 12, 1959. 


‘More than 25% of our increased volume is due to 
The New York Times Magazine. We’ve added 250 
stores all over the country. Our ads pull big consumer 
mail and phone response.”. . . Stanley Blacker, presi- 
dent of Stanley Blacker (sports coats manufacturer). 
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inside 


The New York Times 
Magazine: 


Suppose you give your client’s wife perfume. 

Is it deductible on your income tax? See what 

The New York Times Magazine has to say . . . 

Are your friends square? Are you square? Check the test 
below ... Want to reach retailers? Want to increase 
sales volume 25% ? Read how The New York Times 
Magazine can help you. It’s distributed exclusively 

every Sunday with The New York Times, America’s 
biggest Sunday newspaper salesman, into 


1,300,000 homes and stores the country over. 


“4 square is 
someone who 
smokes without tak- 
ing the band off his 
cigar; has luminous 
signs on his car 
bumpers reading 
‘Guest of Ausable 
Chasm’; wears a 
pocket handkerchief 
with his initial showing; . . . pays strict attention to all 
non-tipping signs; carries a portable radio to the ball 
game so he can follow the scores elsewhere; has trouble 
working the slots in the Automat; bothers to read the 
inscriptions on the photos of celebrities in restaurants; 
puts vermouth in a martini, and wears his hat brim 
a little wider than ours.” ... Story on Squaredom, 
from The New York Times Magazine, April 5, 1959. 


**Every Tuesday morning our six merchandise man- % 
agers meet in my office with me and the Sunday Times. = 
It’s Harveys’ quickest way to see the new things New = 


York stores are promoting, and what manufacturers 
are featuring in The Times Magazine.”’. . . President 
Fred Harvey of Harveys, Nashville department store. 
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MARKETING 
INFORMATION 
REPORT 


InpustrRY hasn’t satisfied the product and 
materials needs of many purchasing executives. 

A recent PURCHASING WEEK survey made that fact 
quite plain. The survey sought answers 

to the question, “What products could you use 
right now that are not yet available 

from manufacturers?” 


Some of the specific items which 

purchasing executives said they are looking for 
are shown at right. (In some cases, we found 

the item to be available, although it is not known 
to some purchasing executives. ) 


It’s not surprising that purchasing men should 
be trying hard to locate products and materials 
that will do things better, faster, and cheaper. 
That’s a big part of their job. For example, 

a profile study of PURCHASING WEEK’s audience 
reveals that... 


71% of the respondents are primarily responsible 


for developing new sources of supply; 


94% are involved in developing alternate materials; 
80% participate in deciding whether to “make — 


or buy” a component. 


To introduce a new product... 


or to inform American industry about ANY product, 


material, or service ...it would be costly 
to overlook the purchasing executive in 
your marketing plans. 


And be sure to take advantage of the tremendous 
fund of information which PuRCcHASING WEEK 
has accumulated to help you in your marketing 
efforts directed to business and industry. 

Your local PURCHASING WEEK representative 


will be glad to show you data about the purchasing 
agent’s information needs...his buying influence... 


and how advertising in PURCHASING WEEK 
gets buying action. 


¥ 


sing Week 


ihe 


eae 


Purchasing Week readers 
are searching for these 


RELAY — 

“Plug-in type relay with changeable contacts, 
changeable contacts normally open to normally 
closed, normally closed to normally open.”’ 
... PURCHASING WEEK Reader in Massachusetts 


LIMIT SWITCH — 

“Inexpensive, high resolution, proximity-type 
limit switch.” 

... PURCHASING WEEK Reader in Massachusetts 


NON-DESTRUCTIVE TESTING EQUIPMENT— 
“A machine safe for industrial use that can 
show the inside of a casting or forging on 
some sort of TV screen so that porosity, 
cracks, etc., can be told at a glance without 
the trouble of x-ray, negatives, films, etc.” 
... PURCHASING WEEK Reader in Pennsylvania 


SOLENOID SWITCH — 
“| would like to see a silent solenoid switch 
made.” 

... PURCHASING WEEK Reader in California 


PLIERS WITH SAFETY FEATURE — 


“A wire cutting plier for cutting baling wire 
from around bales of woodpulp, which at the 
same time, will fold the end of the wire under 
to eliminate the sharp ends. The present cut- 
ting pliers available for this purpose, allow the 
ends of the wire to protrude after cutting, and 
these sharp ends create a hazard to the work- 
ers from puncture wounds.” 

.». PURCHASING WEEK Reader in Ohio 


STEEL COIL-HANDLING EQUIPMENT — 
“An economical device for protecting and 
handling coils of narrow steel bands.” 

... PURCHASING WEEK Reader in Maryland 


CORROSION RESISTANT COATING 
FOR ALUMINUM — 
“A material that would coat aluminum or an 
aluminum alloy that would stand up against 
corrosion in water and having both a high 
alkaline and a high acid resistance.” 

... PURCHASING WEEK Reader in California 


PLASTIC MATERIAL — 
“Plastic material suitable for extrusion which 
will withstand 200° temperature. Must not 
distort during moulding operation.” 

.. PURCHASING WEEK Reader in Illinois 


INSULATING MATERIAL — 
“Spray type insulation having .5K Factor with 
single application.” 

. . PURCHASING WEEK Reader in Illinois 


PLASTIC MATERIAL — 
“A plastic that can be used under extremely 
high temperatures.” 

..» PURCHASING WEEK Reader in Rhode Island 


PAPER ROLL HANDLING DEVICE — 
“A paper roll handling device for large toilet 
tissue rolls (36” dia. x 65” long) which can be 
mounted on a fork truck and will permit 90° 
rotation from vertical in either direction. This 
must not be a clamp type device.” 

«+» PURCHASING WEEK Reader in Michigan 


PLASTIC MOLD — 

“A practical way of making molds for short- 
run thermosetting and thermoplastic parts 
without machining them out of steel.” 

. .. PURCHASING WEEK Reader in Massachusetts 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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BAG DUMPING MACHINE — 
“Apparatus for the automatic dumping of dry 
material from paper sacks (75#-100#). The 
apparatus should be designed so that bags 
could be dumped at a point remote from the 
man handling it. This apparatus would speed- 
up unloading of dry materials and, if remote, 
would relieve odor and dust that some mate- 
rials have—example, Para.” 

-. PURCHASING WEEK Reader in Washington 


WIRE TESTING MACHINE — 
‘Machine for testing non-ferrous wire in diam- 
eter range .001” to .020", non-destructive 
testing, for variation in diameter, eccentricity, 
cracks and fissures, variation in hardness, 
etc.” 

. .» PURCHASING WEEK Reader in Pennsylvania 


HEAVY DUTY 
HIGH SPEED GRINDING EQUIPMENT — 


“Heavy duty pneumatic angle head grinder 
with speed in excess of 5000 RPM to hold 14” 
x 9” x 7%” hole depressed center grinding 
wheel. For use in putting bright electrical con- 
+ alae on Anode pins in a reduction 
plant.” 


. +» PURCHASING WEEK Reader in Alabama 


CLUTCH — 

“An overload clutch with easily adjustable 
torque levels that would provide an electrical 
signal if its set torque level was exceeded.” 
. ». PURCHASING WEEK Reader in Massachusetts 


HIGH TEMPERATURE FURNACE — 
“High temperature furnace range about 2500 
C. Both tube and hearth types.” 


... PURCHASING WEEK Reader in Pennsylvania 


PORTABLE HARDNESS TESTER — 
“Portable hand hardness tester for sheet prod- 
ucts, ferrous and non-ferrous, in a price range 
of less than $50.00. (Small as possible in size 
—preferably size of 1” micrometer.)” 

. .. PURCHASING WEEK Reader in Ohio 


BRAZING PROCESS — 
“New high-speed process for brazing high- 
temperature, honeycomb sandwich-type mate- 
rials.” 

... PURCHASING WEEK Reader in California 


RUBBER — 
“A rubber capable of withstanding 2000° F.”’ 
... PURCHASING WEEK Reader in Pennsylvania 


STAIN-RESISTANT ALUMINUM ALLOY — 
“A truly stain resistant aluminum alloy that 
is resistant to staining without further plat- 
ing, dipping or brightening — that is, a sheet 
product that comes direct from mill in coil, 
sheet or plate form that is truly stain re- 
sistant.” 

. .. PURCHASING WEEK Reader in Ohio 


LOW COST ALLOY — 
“Lower cost ferro alloys in particular. Some 
form of chromium that could be used to make 
our products cheaper. Others can be included 
such as nickel, etc. They do not have to be 
ferro but should be of such composition that 
they can be used to make stainless steels. 
Perhaps oxides or other forms.” 

. ». PURCHASING WEEK Reader in Pennsylvania 


VALVES FOR HANDLING LIQUID GASES — 
‘More reliable valves for handling liquid oxy- 
gen and nitrogen.” 

. .. PURCHASING WEEK Reader in California 


BEARING MATERIAL — 
“Bearing material having ten times the life of 
oil impregnated or porous bearings.” 

..» PURCHASING WEEK Reader in Illinois 


PLASTIC EXTRUDING MACHINE — 
“An extruder that will extrude plastic tubing 
and positively hold a tolerance of .001 the 
entire length of the tube.” 

... PURCHASING WEEK Reader in Pennsylvania 


VARIABLE RESISTANCE RECEPTACLE — 
“Variable Resistance Lamp Receptacle. Years 
ago, they were made. By turning a porcelain 
collar you vary the brightness of a light bulb, 
regulate the speed of a fan, etc." 

. . « PURCHASING WEEK Reader in Illinois 


CLEANING AGENT— 
“A low-cost cleaning agent for removing cut- 
ting oils from machined metal parts — ferrous 
and non-ferrous. Agent to have rust resistant 
and non tarnishing qualities. Open type clean- 
ing (dip).”’ 

.»» PURCHASING WEEK Reader in New Jersey 


SINTERED STEEL GEARS — 
“Sintered steel gears of sufficient strength 
that they would be usable in transmission 
(automotive).”’ 

..« PURCHASING WEEK Reader in Michigan 


GASKET — 
“Gasketing that will withstand temperature 
ranges of from 150°F to 900°F for intermit- 
tent use as door and window seals.” 

... PURCHASING WEEK Reader in California 


HEAT EXCHANGER — 

“Low cost substitute for aluminum fin on 
copper tube coil for heat transfer from water 
or steam to air.” 


..» PURCHASING WEEK Reader in Illinois 


DISPOSABLE PALLET — 

“A 48” x 48” disposable pallet in the 50¢ 
cost area.” 

... PURCHASING WEEK Reader in Massachusetts 


PLASTIC MATERIAL — 
“Plastic tubing — 600°F, or better.’’ 
. .. PURCHASING WEEK Reader in New Jersey 


SOLENOID VALVE — 
“A quiet operating solenoid valve.” 
..» PURCHASING WEEK Reader in Illinois 


ADJUSTABLE JIG — 
“*3-way adjustable locating devices for use on 
air presses used in assembly of semi-bulky 
products produced for the mass market, i.e., 
sporting goods, toys, automobile mufflers, ap- 
pliances, etc.” 

. .. PURCHASING WEEK Reader in Ohio 


MAGNETIC CONVEYER — 

“Magnetic conveyer to pick up metal stamp- 

ings, and deliver to storage at remote spots.” 
.. PURCHASING WEEK Reader in New Jersey 


VINYL COATING — 
“An air-drying vinyl! resin that could be brushed 
or sprayed to the inside flanges and drums of 
shop reels to give protection to cables.” 

... PURCHASING WEEK Reader in Texas 


THREAD CUTTING PIPE PLUG — 


“In our production, we drill and tap a great 
deal of grey iron castings, after which we seal 
the tapped holes with a countersunk pressure 
pipe plug. | would like to see a countersunk 
pressure pipe plug made with a thread cutting 
feature for grey iron castings which could 
eliminate the tapping operation and possibly 
the drilling operation.” 

... PURCHASING WEEK Reader in Pennsylvania 


HIGH TEMPERATURE MATERIAL — 
“Raw materials such as steel, refractories, 
etc., with characteristics to withstand higher 
temperatures, greater wearability (abrasion), 
and in some cases, corrosion. Also greater 
strefgth or power with less weight would 
always be a help on any material or product.” 
. PURCHASING WEEK Reader in Illinois 


ELECTRO-MAGNETIC CLUTCH — 
“Low-priced commercial-type miniature elec- 
tro-magnetic clutch.” 

..» PURCHASING WEEK Reader in Indiana 


HIGH TEMPERATURE CABLE — 


“Very high temperature coaxial cable (750°F 
and up).” 
... PURCHASING WEEK Reader in Connecticut 


that you could make on 25,000 Purchasing Executives with an advertisement this size in PURCHASING WEEK. 
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Quah Accent is showin’ 
When we tell you, honey: 


The Atlantic City Press covers the South! 
South Jersey, that is... 


Yes, indeedy . . . and in addition to its vast one-paper coverage 


and Cumberland) — the Press, from now into July, is delivering | 10 eee Berte Bichon 


a BONUS circulation to 150,000 spending readers attendinga) ypc Spot Sales, New York, has| 


record 120 conventions in Atlantic City. 


Atlantic City Press 


Southern New Jersey’s “Good Morning Newspaper” 
Rolland L. Adams, President 
Scolaro, Meeker & Scott, Inc., National Representative 


Bee alle 
ee Yee 


of Southern New Jersey's tri-county area (Atlantic, Cape May Brewing Co., treasurer. 


| Sedalia, 


Morris Elected President 

Paul M. Morris, of Paul M. Mor- 
‘ris & Associates, was elected 
| president of the St. Louis chapter 
of the Public Relations Society of 
America. Other officers are James 
E. McKee Jr., assistant director 
of public relations of Monsanto 
Chemical Co., vp; Hollister M. 
Smith, executive pr director of 
|the St. Louis Medical Society, 
|secretary; and Robert E. Huch- 
|ingson, pr director of Falstaff- 


signed as a member of the Tele-| | 


vision Bureau of Advertising, New | 
York, bringing the total tv station 
representative members to 17. 
Other new TvB members include 
WVUE, New Orleans; KMSO-TV, 
Mo.; WTVD, Durham, 
N.C., and WKTV, Utica, N. Y., as 
well as Canadian stations, CKCK, 
Regina, Sask., and CHCT, Calgary, 
Alta. 


we 


you 


Electros are one of the few things 
advertising people buy sight unseen. 
At Reilly, our eyes act as your eyes. 
They are wide open, seeing to it that 
your electros are not only faithful 


pieces of their kind. 
Ours are the eyes of many ex 


nals, a chemist who controls pla 
pressmen who prove electros fo 
of reproduction, and service p 
follow through. 


of perfection. 


REILLY ELECTROTYPE DIVISION 
305 E. 45TH STREET, NEW YORK 17, NLY. 


MU, 6-6350 


duplicates of the originals, but master- 


staff includes engravers who check origi- 


Nowhere else will you find master elec- 
trotypers so ably assisted in their pursuit 


| 
be 


perts. Our 


ting baths, 
r accuracy 
eople who 


ath our Double Stitched Caps 


INVASION—This display was devel- 
oped by Grand City Container 


Corp. for Mimi de France bras | 


when the company decided to in- 
vade drug and food outlets with 
its product. 


Kenner to Invest 
$250,000 in TV to 
Back Presto-Paints 


CINCINNATI, June 2—In view of 
“phenomenal results” achieved in 
test marketing earlier this year, 
Kenner Products Co., a toy maker 
here, is planning to spend $250,000 
in tv this fall promoting its Presto- 
Paints. 

The product, a waterless brush- 
less paint set for children, was 
tested in Cincinnati, Columbus, 
Omaha, New York City and in oth- 
er markets between January and 
May of this year, according to Jo- 
seph Steiner, Kenner’s sales vp, 
who described the test results as 
“phenomenal.” 


s The paints are described as sol- 
id paints, in plastic holders, that 
can be blended to produce a wide 
range of shades. A 12-color set 
with nine numbered pictures will 
retail for $2; a six-color six-pic- 
ture version will sell for $1, and a 
three-color three-picture set will 
go for 59¢. 

The ty campaign plan involves 
35 to 45 one-minute spots on chil- 
dren’s programs in all major mar- 
kets. Among the programs to be 


j}used are “Three Stooges,” ‘Pop- 
|eye” and “Romper Room.” 


Leonard M. Sive & Associates, 
Cincinnati, handles the account. + 


Bartell Buys WOV, N. Y.. 
Opens New N. Y. Oftice 

WOV, New York, which beams 
most of its programs at the Italian 
language and Negro markets, has 
joined the Bartell family group of 
stations, becoming the sixth ra- 
dio station in the group. Bartell 
Broadcasters bought the station 
from WOV Broadcasting Corp., 


|subject to the usual FCC approv- 


al. 

Melvin Bartell, Bartell presi- 
dent, will become general man- 
ager and president of WOV. Mor- 
ris S. Novik, president of the sta- 
tion since 1955, will leave the 
station. Ralph M. Weil, now gen- 
eral manager and exec vp of 
WOV, will become vp in charge 
of national sales for the Bartell 
group and will open a new sales 
office for Bartell in New York. 
The station will continue its pres- 
ent programming policy under 
Arnold Hartley, vp. 


Three Join West Associates 

Bill West Advertising, Los An- 
geles, has changed its name to West 
Associates. The agency also has 
named Roger Kennedy art direc- 
tor and John Graham assistant art 
director. Both have been with the 
agency for the past two years on a 
free lance basis. Gloria Rossi, for- 
mer associate editor of Trailer Life 
magazine, has joined the agency as 
traffic coordinator. 


Sphie 
GX 
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Television Advertising Representatives, Inc. 
the exciting new TV rep firm! 


WAR gives you more* 


... selling more than 24 million people... more 
than $47 billion in buying power through 


BOSTON ...WBZ-TV (NBC) 
BALTIMORE...WJZ-TV (ABC) 
PITTSBURGH... KDKA-TV (CBS) 
CLEVELAND... KYW-TV (NBC) 
SAN FRANCISCO... KPIX (CBS) 


stations of the Westinghouse Broadcasting Company, Inc. 
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Introducing... 


Larry Israel 
} Vice President and General Manager 


“Let me tell you about TvAR... 


“We had one basic thought in mind in 
organizing TvAR — to give you the most 
modern, most complete representative 
service ever offered to agencies and 
advertisers. We did this because we 
realize that your every spot buy is a 
major marketing move.” 
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Television Advertising Representatives, Inc. 
the exciting new TV rep firm! 
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research 


Totally new from a rep firm — qualitative market and audience research that put you 
inside five major markets. TvAR plans Brand Comparisons covering numerous categories, 
to give you the exact status of leading brands in five major markets...TVvAR Audience 
Profiles, to add new dimensions to the study of audience characteristics for each TV pro- 
i gram in TvAR-repped markets. 


These are two of many projects to be undertaken by Bob Hoffman, TvAR Director of 
| Research and Marketing. And they are only the beginning. The objective: to sell not just 
numbers, but the facts behind the numbers ... not just ratings, but unequaled knowledge 
of people’s buying and listening habits... not just call letters, but stations whose com- 
munity stature and believability is documented by audience opinion — and whose ability to 
market your product, whatever it is, is greater as a result. 


gives you more when you go to market 
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Television Advertising Representatives, Inc. 
the exciting new TV rep firm! 
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marketing know-how 


What stimulates buying in San Francisco? Or Boston? What are the special product and 
brand trends in Baltimore, or Cleveland ? How big are sports in Pittsburgh? Put the question 
to your TvAR man — get the answer fast. 


Every man has visited every TvAR-repped station, every market... knows it personally. 
He knows a lot more about them than just the numbers. He understands market peculiari- 
ties — seasonal variations, shopping patterns, living and TV-viewing habits. No one in the 
business is better informed. 


And the learning never stops! Typical of frequent up-dating sessions is the one shown here, 
where Eastern Sales Manager Jack Mohler is reviewing TvAR-repped market data with 
members of New York Sales. 


gives you more when you go to market 
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programming know-how 


TvAR men play a dual role, unique in the rep business. They’re market facts men... and 
they are fully knowledgeable in all aspects of programming. 


They know the talent intimately, and every nuance of the personalities that keep the 

shows top-rated. They know the programmers and their product ... the great film libraries, 

and how film is scheduled, edited and produced for maximum response. They know station 
’ management, and the activities that keep them respected in their communities. 


They’re kept informed on many aspects of local programs and personalities through 
| Videotape, right in TvAR’s New York offices. It’s the first screening service of its kind ever 
utilized by a rep firm...a service open to all TvAR clients as well. 


TvAR Videotape lets you see these great out-of-town personalities and programs right in 
New York. You can preview television advertising, including your own taped or filmed 
message, in its actual program context... pre-test your own copy line with the same 
selling personalities who will deliver it... know first-hand how your advertising is being 
handled from Boston to San Francisco. 
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VAR) gives you more when you go to market 
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This is TAR. 
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Television Advertising Representatives, Inc. 
the exciting new TV rep firm! 


...More from Boston 


through WBZ-TY! 


First in the nation’s 6th market, 
WBZ-TV reaches 71% of all homes in 
the Boston area... commands $4 billion 
in retail buying income. No station any- 
where does more for a sponsor’s message 


than this one —the nation’s most hon- 
ored station. 


___) gives you more 
when you go to market 


- ae - 
ik = = i oe es bs - a 
y ee peels Pi icy a Fal a ; : : ‘ - F — ‘ 
pe 
oe 
Bone 
= a 
a: 
“ 
4 
ae 
mh aa 
ee as 
Shae. Toe e “ 
2 Ee ' 
ee a 
LS ies wt 
wh! xe ? oa 
a bats 3 : 
aa 
ae, 2 \ 
cS 5 ” . ae , 
we 
EC ee 
cit 
ee 
eS 
ei? 
we 
Ee 
7 
ae 
a eae 
er 
eS rae 
er SE eal 
3 a ia 
a a 
a en oy 
ato 
i Wie, oo a 
, ie rae 
Bi ee 
nia Se j 
ee 
‘a 
a : *, ae 
i ne 
oe x 
Ste ai al 7 
a - > 
" 
Pe: a all, me SRA Riv 
ag ; a 
em . 
ACen 
eee oe 4y 8 
es : P| 
: ner s * 
ay a —_ 
a lend ts ns 4 
ae : i = ‘4 
ae oe sii 
- ree | 
cnet ~ . + 
4 
4 a 
om i 
ae ‘ : 
an ——ee TL 
‘ ¢ fs ae 
Rr sien ann - 
pone ; Bt ! Let / F 
eal Mi Ba | 
rear ere ” . j 
Ail niet > ieee - A. j : 3 
Ber Pa aoe j : ° ; i ft 2 
spleen ne ; ’ ‘ ‘ 
Boris aa eto y ee” ae ‘ . / , : 
eee. wen a 7 . ~ * el ‘ 
acs De a 5 ate ae = 7 = ae 4 ~ uw, ee i. 
Te reese 4 ce - A 2 af ‘ - r¢ ‘ 4 
“a Peg | By ce ae ~~ “ y ' ea 8 cs 
<Tpemems del ae ge . 
nie ee BO ? ‘ e i ss ; es 
ae ne : : ai Bhs ie 1. Can be. ¥ 
: * : ' 3 e. 4) | tLaey Me" > cE 
S t ‘ oh a 1 ayy ry 4 
: ‘ ; ‘< vem 
Bee “J a) ea” sA RiP ‘¢ 
iy! ‘ a * 
: ee f i 
ire = 
: ao ee. SEG 2d UNE OO Se eS SEs OR £ 
* 
ree t i 
i Si 215: nd REM TPS Srey Bite ih Ae pe rr 7 ‘ . Ce Pee hes ee ON Nk ns ee eee Pee 
eet = tg So ihe = ASRS rn gh greater Sona eee ey ee oe ,. % hie eis Fpl Sn Leen Pap gent ee RIE hie Re gman aya RT ee ate Tapa , Sa 
Seiad aa ee ia ic 5 eae RE ROR EE RN 
Pe cares aA ear re ats Se ars et Fae Be fect, Me ces Pe egies ae 


...more from Baltimore 


through WJZ-TV! 


Top-rated for 16 out of 19 months begin- 
ning November ’57 (3 months after WBC 
took it over), WJZ-TV hasn’t lost its 
hold on Baltimoreans! A formidable trio 
of local personalities — Buddy Deane, 
Jack Wells, Keith McBee — help keep 
Baltimore a WJZ-TV town! 


gives you more 
when you go to market 
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Television Advertising Representatives, Inc. 
the exciting new TV rep firm! 


... More from Pittsburgh 


through KDKA-TV! 


x Pittsburgh’s first station, operating in a 
4 3-station market... KDKA-TV con- 
: tinues to dominate the nation’s 8th 
market with more than a 44% share-of- 
audience. Morning, afternoon and night 
it’s Pittsburgh’s showcase for the finest 
feature films. 


VAR] gives you more 
when you go to market 
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... more from Clevelan 


through KY W-TYV! 


...the big leader in the nation’s 7th TV 
market. KYW-TV has a 38% share of 
all northern Ohio viewers ... more than 
$214 billion in buying power. Stand-out 
showmanship, marketing-minded man- 
agement and constant, vigorous promo- 
tion keep KYW-TV the strongest selling 
advertising medium in this rich area. 


Pore 


TAR] gives you more 
when you go to market 
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Television Advertising Representatives, Inc. 
the exciting new TV rep firm! 


more from San Francisco 


through KPIX ! 


Pioneer in the Bay Area, KPIX pro- 
grams 22 hours of local live talent shows 
—more than all other SF stations com- 
bined! Unequaled local news coverage 
and great film library...the kind of 
publie service attitude that keeps 
1,238,000 viewers glued to a (sponsored) 
90-minute heart operation...make 
KPIX an essential TV marketing buy 
in San Francisco. 
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WAR gives you more 
when you go to market 


You get the most modern, most complete rep service ever offered for the 
major TV stations in five of the nation’s most important markets ! 


Call Larry Israel, Jack Mohler, Bob Hoffman (NYC) or any other TvVAR 
Spot Specialist. You’ll find they’re the best informed men in the business — 
a big plus for your spot TV planning ...the way to get more when you go 


to market. 

: ey \ (SAN 
NEW YORK CHICAGO DETROIT LOS ANGELES}\| FRANCISCO 
666 Fifth Avenue 400 N. Michigan Ave.}, Penobscot Building 1717 Highland Ave. 2655 Van Ness Ave. 
New York 19, N.Y. || Chicago 11, III. Detroit 26, Mich. | Hollywood 28, Calif. ‘San Francisco 9, Calif 


JUdson 2-3456 \ WOodward 5-6450 


\ 


\WHitehall 4-4567 , HOllywood 6-1144 


\ PRospect 6-9494 


(wr) Television Advertising Representatives, Inc. 


representing WBZ-TV Boston ...WJZ-TV Baltimore ... KDKA-TV Pittsburgh 
pveland KPIX San Francisco 
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Court Finds Rogow 
Died Serving U.S.; 
Sets $242,987 Award 


NEw YorK, June 2—Mrs. Mil- 
dred Gottlieb Rogow, widow of the 
then vp and creative head of Cole 
Fischer Rogow Inc., has been 
awarded $242,987 as a result of her 
husband’s death in the crash of an 
air force plane. 

Lew Rogow, 36, died Sept. 13, 
1955, in a B-25 bomber which had 
just left Mitchel Field, N. Y., for 
an Air Force base in Dayton, O. 
Mrs. Rogow contended an engine 
failed to maintain enough power to 
keep the plane airborne and that 
the crash, which also killed a five- 
man crew, stemmed from the neg- 
ligence of Air Force personnel. 


= The judgment, made last week 
by Judge Irving Kaufman, held 
the government had “not satisfac- 
torily explained the reason for the 
crash.” The judge said the pro- 
jected flight of the plane was “not 
a gratuitous benefit” to Mr. Rogow 
and that “in the main, there 
can be little doubt that the prin- 


cipal beneficiary of Rogow’s mili- 
tary travel was the Air Force, be- 
cause the trip would enable Rogow 
to give them a more meaningful | 
script at an earlier date.” 

Mr. Rogow’s trip was intended 
to help him gather material for an 
Air Force documentary film script. 
He was under contract to United 
World Films to work on the script, 
which the motion picture company 
was doing for Ruthrauff & Ryan 
(now Erwin Wasey, Ruthrauff & 
Ryan), then the agency on the Air | 
Force recruiting account. 

Mr. Rogow had signed a release 


absolving the Air Force from lia- 
bility for injury or death, but the 
judge held this to be unenforce- | 
able. | 

Judge Kaufman said, “The ac- 
cident involved here is one that 
would not normally happen in the 
absence of negligent maintenance 
and/or operation.” He awarded 
$202,110 to Mrs. Rogow; $20,000 
each to her children, Margaret and 
Zachary, for the loss of “parental 
care and guidance” and $877 for | 
funeral expenses. 

The Department of Justice, | 
which has 60 days in which to re- | 
ply, is considering its course of ac- | 
tion. # | 


14 Companies Join POPAI 

Eleven point of purchase pro- 
ducers, two advertisers and one 
foreign company have become 
members of the Point-of-Purchase 
Advertising Institute, New York. 
They are: Bel-Aire Process, De- 
troit; Bish Creative Display, Chi- 
cago; J. M. Callan Co., Chicago; 
Cove Wood Products Corp., Free- 
port, N. Y.; Display Mart, San 
Francisco; Frank Mayer & Asso- 
ciates, Milwaukee; Mur-Mat Inc., 
Chicago; Northwest Screenprint, 
Evanston, Ill.; P.O.P. Displays, 
Long Island City, N. Y.; Sales 
Communications, New York; Vul- 
can Industries, division of EBSCO 
Industries, Tarrant, Ala. The new 
associate members are: AC Spark 
Plug division of General Motors 
Corp., Flint, Mich.; Coca-Cola Co., 
Atlanta, and Syndicat National de 
la Publicite, Paris. 


Simons Joins KFWB; Two 
Shift from KFWB to KLX 

James F. Simons, formerly with 
John Blair & Co., Chicago, and 
one-time Nashville agency oper- 
ator, has joined KFWB, Hollywood, 
Cal., as general sales manager. 

Milton H. Klein, formerly KFWB 
sales manager, has been named 
general manager of KLX, Oakland, 
Cal. Appointed sales manager of 
KLX is Richard S. Calender, for- 
merly general manager of KLIQ, 
Portland, Ore. Crowell-Collier 
Publishing Co. owns both KFWB 


and KLX. 
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Premium Assn. Reelects Bowen 

Gordon C. Bowen, president of g E TA | L S A L E S ? 
Premium Service Co., Teterboro, ' 
N. J., a subsidiary of Curtis Pub- | 


$ a * s e 
lishing Co., has been reelected L] 
chairman and president of the Pre- | 

mium Advertising Assn. of Amer- | 


ica. Other officers include William | 
P. Dunham, product group manag- 


er, General Foods Corp., Sam Cash registers are ringing up sales at the rate of $735 
Thompson, vp, Borden Foods Prod- million in the Augusta-Columbus-Macon trading 
ucts Co., and Robert F. Degen, vp, area. Penetrate this 60-county market with this 3 
Ted Bates & Co., vps, and Russell paper combination buy that gives you savings to 
W. Thatcher, vp, B. T. Babbitt Inc., 10% on each ten thousand lines. 

ensures. For impact in the Peach State, it’s Atlanta plus 


U 


Hamilton Joins Stiller-Hunt THE e 

Hank Hamilton has been named 
radio-tv director of Stiller-Hunt dl f la roll 
Advertising, Beverly Hills, Cal. He 


formerly was head of Alexander 
Hamilton Productions, radio-tv 
production company. Patti Brain- 
erd, formerly media director of 


AUGUSTA Chronicle and Herald 
COLUMBUS Ledger and Enquirer 


Walter McCreery Inc., Beverly MACON Telegraph and News 
ony will be assistant to Mr. Ham- Represented Nationally by THE BRAN HAM COMPANY 


r 
How to get more business now 


"SO 
YOU SOLD 
ENGINEERING, 
» HUH?” 
> 


“WHAT ABOUT 
PURCHASING?” 


“Don’t you know that when you sell the engineer but neglect the 
purchasing agent you’ve done only half the job? Remember, getting 
our product approved is not the same as getting the business.” 


oC 
he 
- 


The purchasing agent has the final responsibility of deciding which 
approved sources will actually get orders. 


The most effective way to help your salesmen make this critical 
second half of the sale is to advertise regularly in PurcHASING, the 
methods magazine that for 44 years has helped industrial buyers in 
all phases of their work. This is the magazine they read for trends, 
interpretation of the news, and for ideas on systems, inventory con- 
trols, legal aspects of purchasing, and such important techniques 
as value analysis. 


p URCHASING MAGAZINE Purchasing agents in the manufacturing industries spend, on the average, 52¢ 3 
¥ out of every incoming sales dollar . . . And in better than 3 out of 4 cases the 
PA selects the supplier. 


A CONOVER-MAST PUBLICATION 


205 East 42nd Street, New York 17, New York 
the methods and news magazine for industrial buyers 
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Sell the Nation's 3rd Fastest Growi 


Downtown 
Sales UP 
$13 Million 


ter of 1959 ne milion power plant facilities to keep abreast of the popu- 
money in the down- jation growth of the West in the next 15 years. 
yon area up to April The er - generating capacity will increase| son under 18. 
than they did in the first) tne 


tabulation of {1 sales 
tabulat! reta’ 
fields as of April 1 disc ‘ . asher ~<_ . 


198,047 for the same NE ee emma 
1958 was the +7] = any The Colorado Visitors 
aren of the city, au says signs point to HIGH BROWN PALACE U AL s + 
i oe oat The sweep of the Panon lens gave visual detail to the dangers of construction work e Ss 
area was reflec on Denver's rising skyline. Dean Conger, Denver Post photographer, leaned out into T © an 

survey and pointed his camera down to get this dizzying shot of workman on new raining 


Through One of America’s Grea | 


a 


4 U.S. Rate 


4 Colorado's grow th in 
manufacturing industries ze 
has been more than seven 
times larger than the na- 
tional average during the 
last decade, according to 
a survey by L. J. Cram- 
n, director of the Uni- 
versity of Colorado’s Bu- 
reau of Business Research. 
The total of manufacturing in- 
dustries in the state increased 
by 22 pet. between 1950 and 1959. 
Crampon said, in contrast to na- 
tional growth in the same period 
of only 3 pet. 
. This growth, Crampon said, 
can be expected to continue for 
at least another five years. 
Geographic loc 


5 Cents, 72 Pages 


is the major key.” 

Crampons survey, conducted 
for a university institute on em- 
ployment security, also disclosed 
that more people now are work- 

ews Editor j ; ing for local, state and federal 

The average family in f : Pe | eB j fs governmental agencies in Colo- 
the Denver metropolitan } fe 4 2 ere} % rado than are employed in 
area owns its own home, . > , ee j farming. The figure is exclusive 
. of military personnel stationed 


Electric Expansion 
Set at $10 Billion 


By HARRY WALKER 

Denver Staft Writer 
The electric utility industry in 14 Mountain and 
Pacific Coast states will spend $10 billion on new 


City sales tax collection 
for the first quar- 


in Colorado. 
five-fold to 33 million kilowatt h OTHER FACTORS UE 
rndinge } Bo will ool one. . The number of dogs in “Since 1950 there has been @ 
the area is on the de- 45 pet. growth in the number of 
cline, while the number of | geek * ae 8 men and women og for 
th two television ; 4 ; et ae . saad 


and has one or more chil- 


er can be expected to continue its 
Saf growth, he added. 


lysis 
area just com-| Brown Palace Hotel. Conger has been named “Newspaper Photographer of the Year” 
ncyclopoed! 


of money people were 
during the first quarter ' Denver Post. in a contest 5 ed : 
ponsor by Photographers Assn. Ee ia’ Bri- 
and construction A : : una ~ at time _ronnica and the Univers School 
— — : we for 30 years - - MORTGAGES. Too A $2 million training school 
TERIALS are ures standardized ———— tor United Air Lines will be 
The quarterly based upon studies pet. metropolitan newspapers Sugar Co. Ha built on @ three-block area of 
a city-wide gross au and that make an annual survey of red ops the campus of Colorado Wom- 
the and uthori this type _— manu- : g Milll Y an's College starting this fall. 
facturers agencies Dr. Eugene E. Dawson, presi- 
, Increase of $11.2 million Over 5 and distributors with current Nation in 6 4 ion ear dent of CWC, said the United 
first quarter of 1958. Re- information o product Great Western Sugar ed hoy oe 


highs in sugar produ nd an|Montview Blvd. and 
in earnings last fisca ident|poth land and 1.4 
leased from CWC by the airline. 


Se 
$147 Million | sx cnme = = 
Invested by cerning, Sut ree Me 


ed Feb. 28 were up to $6,692,424 
ing 11 Western states, led the Gr $3.13 a common share from 
nation during March in sav: $6,124,304 or $2.82 & share the 


in net sav- year . 

ings after withirvander, © Refined products set | d ti 1 level of United’s training Pro” 

cording Alexander, €x- other income ” ru will correspond 

ccutive director of the Colo 381,694 from $93,499,214. en ia craw en ec 
was up to Real estate loans os program at CWC.” 


iti 

Hn 
‘ 
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$15,597,289 during 

March, compared with $13,639,- 
945 a year ago. 

Alexander said that mort- 

ean losed during 
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ajor Market 


ewspapers 


few newspapers anywhere 


cover their home city and regional 


. Boulder, Colorado 


Post’s daily coverage: 51% 
Post's Sunday coverage: 99% 


oo Fort Collins, Colorado 


markets as effectively 


as THE DENVER POST 


Denver, Colorado 


Post's daily coverage: 71% 
Post's Sunday coverage: 81% 


Longmont, Colorado | 


Post's daily coverage: 53% 
Post's Sunday coverage: 94% 


More Fun Toys. 
Fewer Educational 
Ones, Mohr Predicts 


| CuHIcaco, June 2—Despite the 
‘much talked about new national 
'emphasis on education, the trend 
|in toys is away from the education- 
}al ones and toward those that are 
just fun to play with, a toy mer- 
chandiser told a toy industry group 
here. 

Clarence A. Mohr, toy depart- 
|ment merchandise manager of 
| Montgomery Ward & Co., told a 
forum at the National Toy Show 
meeting that Ward’s interest in 
|toys is now weighted toward those 
'with readily apparent play value. 
| Along the same train of thought, 
|Ann Skinner, owner of Ann Gee’s 
| Toys Inc. toy stores in a 


| SODA BATH—Bon- 
nie Gaylord un- 
derscores Church 
» & Dwight’s 
) fourth annual 
, Baking Soda 
* Bath promotion. 
| The baths are 
pushed as a re- 
lief for sunburn, 
insect bites and 
other minor skin 
irritations via ra- 
dio spots for six 
) weeks, _ starting 
June 26. J. Walt- 
er Thompson is 
the agency. 


said that she bitloves “kids will 
play with toys only if they like 
them, and that if they play with 
them, they will learn something.” 


= Mrs. Skinner, who has been 
named Toy Retailer of the Year 
for .1959 by the Brand Names 
Foundation, also made the obser- 
vation that “many people now 
seem to feel guilty about buying 
toys for kids because of the great 
fuss about Russia leading the U. S. 
in education.” 

Total industry volume this year 
is likely to exceed the $1.5 billion 
mark, according to another pre- 
diction by Jules Karel of Jules 
Karel & Associates, Chicago, com- 
mercial exhibition managers who 
ran the show. 

According to Mr. Karel, the 
average annual toy sales per child 
under 15 in the U. S. is — 30; # 


— — _ 


——— 


WIN THE TOWN OF 


ULCER GULCH, ARIZONA 
(with nearby gold mine) 


; Get away from it all, ad folk! Win the town of Ulcer Gulch, Arizona 
tow's daily coverage: 43% — First Prize in the Saturday Evening Post “Ulcer Gulch” Contest 


«Post's Sunday coverage: 84% —and give it your name! Other wondrous western prizes, too: a 

_ oe real live stagecoach, 100 real western hats! And all you have to do 
is complete a Post jingle! If you’re a resident of the U.S. or Canada 
and with an ad agency, or the sales, marketing or advertising 
department of.any national advertiser, call the nearest Post sales 


office for entry blank. Hurry! Contest closes July 18, 1959. 


oo are POST bx 
Empire Magazine and Comics. 366,564 nt es f TODAY! 
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into 100,000 
Lutheran Homes 
for less than 


a 


is Day 


The Christian family magazine read 


with thoroughness* and believability 


*A recent survey revealed 
that 52.2% of the subscribers 
spend 2 to 3 hours reading 
THIS DAY magazine. 


Let us mail THIS DAY 
to your home. Just send 
your name and address. 


This Day 


Concordia Publishing House 


Whirlpool Endows Marketing 
Chair; Opens New Department 

The Whirlpool chair of market- 
ing has been established at Ameri- 
can University, Washington, en- 
dowed by Whirlpool Corp., St. 
Joseph, Mich. The new chair will 
conduct research into problems 
and trends in marketing and will 
make special studies of the home 
appliance industry for the purpose 
of helping appliance retailers im- 
prove their marketing and man- 
agement skills. 

Whirlpool also will open a new 
dealer development department to 
aid its own dealers. It will send 
business management experts into 
the field to help dealers solve 
business problems and develop 
business skills. 


Edwards Joins WCGO 

Lee Edwards has joined WCGO, 
new Chicago Heights, Ill., radio 
| Station, as manager. He previously 


dit DAO NE 
NTA ede 


per family 3558 S. Jefferson Ave., St. Louis 18,Mo. |was with WGRY, Gary, Ind. 
WCGO, a 1,000-watt station, will 
| begin broadcasting around July 1. 
ee UR, Sade geal aN os a 
; Be ee: 
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... and a very LIGHT one for that new young man in your media department 
who has told me six times, now, ‘Solid Cincinnati reads the Cincinnati Enquirer,” 


KEEPING THINGS STRAIGHT in Cincinnati is as easy as remem- 
_ bering Solid Cincinnati reads the Cincinnati Enquirer. The 
~ Enquirer is as solidly a part of the lives of the solid market- 
that-matters in Cincinnati as their morning cup of coffee. 
Result: YOU'RE in solid in Cincinnati when you're in the 
Cincinnati Enquirer. The Top Ten Brands Survey, just com- 
pleted, shows you why —in delightful detail. Call the 
Enquirer's research department for a preview. 
Represented by Moloney, Regan & Schmitt, Inc. 


See ae 


Advertising Age, June 8, 1959 


Coming 
Conventions 


*Indicates first listing in this column. 

June 7-10. Advertising Federation of 
America, 55th annual convention, Hotel 
Leamington, Minneapolis. 

June 8-11. Outdoor Advertising Assn. of 
America, national convention, Sherman 
Hotel, Chicago. 

June 10-12. Continental Advertising 
Agency Network, annual convention, Ben- 
jamin Franklin Hotel, Seattle. 

June 12-16. National Federation of Ad- 
vertising Agencies, annual convention, 
Chatham Bars Inn, Chatham, Mass. 

June 14-16. New England Newspaper 


Advertising Executives Assn., summer 
meeting, Chatham Bars Inn, Chatham, 
Mass. 

June 14-17. National Industrial Adver- 
tisers Assn., national convention, Fair- 
mont and Mark Hopkins Hotels, San 
Francisco. 


June 17-19. American Marketing Assn. 
national conference, Hotel Statler, Cleve- 
land. 

June 21-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
Homestead, Hot Springs, Va. 

June 22-26. First Advertising Agency 
Group, 3lst annual conference, Belmont 
Hotel, Cape Cod, Mass. 

June 28-July 2. Advertising Assn. of the 
West, 56th annual convention, Tahoe Tav- 


ern, Tahoe City, Cal. 
June 28-July 4. National Advertising 
Agency Network, annual management 


conference, Del Monte Lodge, Pebble 
Beach, Cal. 

Aug. 5-8. Advertising Age’s Second An- 
nual Summer Workshop on Creativity in 
Advertising, Palmer House, Chicago. 

Aug. 12-13. 4th annual circulation sem- 
inar for business publications, Pick-Con- 
gress Hotel, Chicago. 

Aug. 28-30. W. Va. Broadcasters Assn., 
|}annual fall meeting, The Greenbrier, 
| White Sulphur Springs, W. Va. 
| Sept. 13-16. Direct Mail Advertising 
Assn 42nd annual convention, Queen 
| Elizabeth Hotel, Montreal, Can. 

Sept. 16-19. Mail Advertising Service 
Assn. International, annual convention, 
Queen Elizabeth Hotel, Montreal, Quebec. 

Sept. 18-19. Wisconsin Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Meade Hotel, Wisconsin Rapids. 

Sept. 23-24. National Business Publica- 
tions, New York Regional Conference, Ho- 
tel Roosevelt, New York. 

Sept. 25. Advertising Research Founda- 
tion, 5th annual conference, Waldorf-As- 
toria, New York 

Stpt. 28-30. Southern Newspaper Pub- 
lishers Assn., 56th anniversary convention, 
Arlington Hotel, Hot Springs, Ark. 

Sept. 29. Newspaper ROP Color Confer- 
ence, one-day workshop, Hotel Biltmore, 
New York. 

Sept. 30-Oct. 4. Affiliated Advertising 
Agencies Network, annual international 
meeting, Somerset Hotel, Boston. 

*Oct. 14-16. Point-of-Purchase Adver- 
tising Institute, 2nd national members 
meeting, Statler-Hilton Hotel, Washington, 
D. ¢. 

Oct. 18-20. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 19-20. Boston Conference on Distri- 
bution, 3lst annual conference, Hotel Stat- 
ler, Boston. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-23. Junior panel, Outdoor Adver- 
tising Assn., annual convention, Morrison 
Hotel, Chicago. 
| Oct. 22-23. Audit Bureau of Circulations, 
| annual meeting, Drake Hote], Chicago. 
| Oct. 25-28. National Newspaper Promo- 
tion Assn., central regional meeting, 
| Schroeder Hotel, Milwaukee. 

Oct. 26-28. Life Advertisers Assn., 
| nual meeting, Drake Hotel, Chicago. 

Nov. 2-4. Broadcasters’ Promotion Assn., 
| 4th annual convention, Warwick Hotel, 
| Philadelphia. 
| Nov. 23-24. National Business Publica- 
| tions, Regional Conference, Drake Hotel, 
| Chicago. 


; 
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Eight Housewares Makers 
|Join in NRHA Promotion 

| For the first time in the hard- 
ware industry, a fully integrated 
/national sales promotional cam- 
Reve has been mapped out by 
eight manufacturers of branded, 
non-electric housewares. The event 
will be coordinated by National 
Retail Hardware Assn.’s industry 
activities department. 

The Housewares Festival promo- 
tion will begin with a full-color 
spread in the Oct. 3 issue of The 
Saturday Evening Post. Promotion 
kits will be sent to 23,000 inde- 
pendent retail hardware store 
members of NRHA. The partici- 
pating manufacturers include Bis- 
sell Carpet Sweeper Co., Borg- 


Erickson Corp., Cal-Dak Co., Corn- 
ing Glass Works, Ekco Products 
Co., Hamilton Cosco Inc., Rubber- 
maid Inc. and Wear-Ever Alum- 
inum Co. 


ey oe ae Re ey ee See se Tae eee Ba.) erent ee PP Beth uc oo ee ee ee See ee 
I a. Oe EI Sis. ee Deg id 7h ee ee 
‘seeder Sete fe , = aang Tecan ra " si we 4 2, See - = = Ec a4 ae : mae * wf : bien. 2 j Be ae -iheg 
ete. <¥ 
ste a . 
fe = ee “a 
| f 
* : : 
* 4 
. e ; . 
| Delivers your full page ad . 
. ot 
: : 
* x 
h é } * 
, * | 
“te : 1 
ae - f | Q 
se — —_ ' 
Se aoe | 
#. . ’ ls 
oa S oT 
fi eae i “4 Mae 
Sar. - , of 
me O a i” | 4 
ces ' ‘ thd 4 f oS le ) 
eee A Te Pen 
ee £1 6 , Be) % 
mee One» 4952 4 : 
spa ‘~. -- = 
ba ae / Ue . | 
= ent . We es | 
Ry _ . a ‘O~ 
— a 
. bd | 
d h . 
aint 
: y ° — "4 a t 
iP a JW nae, } / ) } | } } 
{ ee ores 2 - 1 , = ; ~~ ‘on ! 
} ' = ae eae . . — P 3 } ak ww | 
pe : } jt yin) fi!" 
: ta —— -— 1)) pies yt! 
oe, ¥y Re: pe ea | Rs DA oie v | 
Pyar a 3 ey eee ae 
one ae: —| cog | | HMO «CDE 
Piss Ps ee a ae Fee % ra aa { Yi ! : be W, 
- te tee el —_— lh —= mm Ss (| A 
su ee ee Lp : hd aif d) 
: she Te Ae (i ec ae i ~~ 7 - 4 ‘ 
tia " ee oa eee eer eee xe a OOS => j 
dpa as ae a a ees PD pee oS - == Ss <> i ‘ 
Be a Bay Was eee eee Ce. Oa 
es rah ideas cleo. oo ab), Say >) ; & - 
orate . Seach: ae ea SS * ~~ 5 o \ 
<i ar ls be ae . wear Zz N\ ———— ‘ } 
* i (25 i ee aS | a - a ———] »— } 
os a> bee seal Gal no ; \ Po em eee } ' 
sa Yy gta 4 < i‘ —< ~ Mi 
be > o4 7 . i & PS 4) ‘ tte - : ; 4 i le 
Sry Ly F é } et es / ia > Saas oan ‘3 = er a 
ee ’ is j 3 = \S> 
ei [a ' $ t 
‘ 4) GRE) SI | Qa | 
; ; = Se) j > ? } yf ’ 
by : Bs <> % c . ae a j q U~ ee n 
res | “Ay | 3 ls Ne ne , 
Sate lb i ‘ ; i ¥ i . — : 
ae Au. ZA Y echoes s J 4 3 ‘, ==> i . 
“ie wa a L £, oak uml, /} é ; me —SS : ‘ 
= | Se 8 ' > Pe i ei B ro e q : 
i : os ht > “er” this , 
ee « oh RTRs ” “4 , 
i Si CAL aR EP -— a o 
aed Lo “eh i e a RS eee i. aa D ; a FF 
a be a hae gers. h# NS Oe » Se : pa be 3 
nie: a 4) OE aN | ia 
dpe pret, Poe. [PAPE ek S | + a d — fo) MY 
Save 7a : Be A. Naat Pe | ae : il ; 
; ae is ae ree _ "ee aa " be a? ta * ay t * * . ; ; 9 é yi 4 j 
ee es , \ “ | 
pl ‘ , ares 4 ‘ie? . aWe.e , ; > An ¥ 
. jolie Sas a dal . hw 
‘4 
abe q = 
; Poss F 
eet 
"ig 
ae f 
ee 
oe 
ea 
Janes 
See | 
‘ 
ba aeoe 
Sa ° 
ae g 
Lt a eR ee eee Fs Say Selb Dig \ o> Sg a lll 7) ea, com Rn CS octet So aie a ee ie se Hey Sta ae 2 ie EK Meet a rE EE ty iN Tah Ac Sayan cla eS, RM MNS co Pao ap eR 
Ree rena eg a: Nagao a aa i ea call a am aia ae ee eee eam eer 
Ne Tee Saino EY ve : 
et 


LOOK = » = here’s an exciting 
story of missing people... 97,482 of 
them, living in Nebraska, who 

were completely overlooked in a 
recent ad comparing the combined 
circulation of Life, Look and Post : 
with the daily, instate circulation of oS 
the largest daily newspaper : 
in each state. 


' O QO K The Omaha World-Herald reaches 
205,812 unduplicated families in 


Nebraska every day. That’s 97,482 
more than LOOK gave us credit for 
... and 51,944 more than the 
combined circulation of Life, Look 
and the Post in Nebraska. 


No other medium, or even the 
combined circulation of Life, Look 
and Post, can match The Omaha 
World-Herald’s unduplicated 
coverage of Nebraska...a vital, 
growing market of 1.6 million people 
with $2.7 billion to spend. 


Maha 
Worlid- 
Heralid 


The Basic Advertising Medium 
in Nebraska and Western Iowa 


O'MARA & ORMSBEE, INC., National Representatives 
New York ¢ Chicago ¢ Detroit ¢ Los Angeles ¢ San Francisco 


a er ee cs St we . ores = : PANES as} 2 ee Fe CF gee cm a Oe FE ne WB aa at Teh OR Re Se fe” MMe ee a 
ba oy ana dk eta Nee PML ES Nee en cee erie Mein Ser gars eer PAE Ta OE re ae NT ee tg ee ee Se i EE ay LA ae ea ee Sees 
; a rethil ioa een eer eee ee eed aie gee 


, ee eal . 7 OS lg a : WSS i Ce Ne Oe ° ; ee re, ate aaa = a baer Pie ege i, ie oat ite 
ig” i Ah a hoe ake Y é tea M i Da ae x “ Wel Wont Cx ee coe eee Sie a oan SOMME: 3 eee PRR tae si 
ee Se E ee a Srey ke ee games 8) ay cies wap gut Me ane Baan ii : “eS oe eee ne bi ee eta Sera ee Re es I ey oem POE A 
Z a ees Fee ek ee ee ee ity : Bee Sy i , x a. oer, pit ee { Pani fp rustle | 
~ a ae 7 es laches dite ‘ oe hE 5 fi , a5 yee te. : + 
ae : ae 
a ; 
h 
: 
: eat: 
Ba 
m pe 
ot ie 
| See i 
, te een pee, 
eas: Sas eke 
ie See a ies 
ere eee ee 
ere Sas : Sait 
{ Sain See Bn Og 
a. a ante oe 
See ent a Stas eee J ilo 
iat See a 
(Meiers Beek pu 
Ree aitee nas RR ao ae 
Sica pres SSA. ay 
Spree Se ais ee 
Pecans Sao eS 
Soa ope a ee es wi 
aaa bites Bie A a bra + 
Sensei, Sa eae oe Tse 
Be Sener ay saecansene ee ‘: f 
Senate sig 2, ee Pac 
Bo mies aaa She ce 
ieee eee aa Ne oon i 
sleep te - ie £ 
se erases Sa, ok — 
peace es 53 
cee shoe a Sg wes 
: Bessie a ee eee: 
i sears a8 gs ie She NS ay 
: Rea sts oe ae 
4 ss oR: ee. i ; 
: Paes bs 
cei es ee ‘ae 
Ber ns ee 
Soe se aae ‘ayn 
So ee Pies 
i aa > 
: ake She 
4 Be eee é 
ee Be 
se ae RY ee - 
Be Rs 3 “ia 
: oe is ‘ 
Passat oe F Fae 
j Bennet nasa Be Ps 
: f at ere Se Ay ‘ye 
4 i seman eat ont ea 
’ ews 1s 
: ‘ ieee ‘ar: 
a ‘ ° 
i a 
= ie 
— = mS 
4 H k ay 
- H ; 6 
. SF 3 he 
i? s i. ‘ 
' Gis te fut 
x ee 
* he Reese 
sis ee re oe =; eae 
. Esai ean ey : ie als 
een te Sy aca se Cal 
4 Baie esis meena Sap ‘ mee 
SS arena a BY % 
Beta cece eee 3 eo 
sooner te # : = 
Btiokastes se tad 4 es oe 
ie icant a Se j i 
Benches serene a Pe 4 
I en net 3 : He 
mn Baio aiicce wea Pos ha sees 
Serena te FL GM mae a. 
| Sogatte rican ann GR a a 2 
' icin seat ite Re Pe 
— ee ua 
: SRE ears aren ana 4 Nao 
é aaa ne Se oh ri f 
eee ees ee eo irs 
' poe eae zh fe 
\\ rte x las oe ie 
Racrs Hs tagre ate Be oe: 
Setter bes Cae iy 
p ae tte ti 7 
eee A - 
P oe oe ie ee 
eee ae be x 
Sie ihe a a 
sn epee By se : 
i Be: Ee figs 
piensa a st ei Megs 
SR es Pe i is wea 
ae re ae oe fis * 
{ anemone bie Z ae 
eR RE Wee petite as i iets 
y ch cose ptm ce it Rn - 
Be ne OEE ime 
rata at cae Bae tee Rts 
Base Po cn eae oe 
Ste caer Sean ae ieee 
t oa acne eer Pa Na as % We 
Siberian es Chee ey 
a ss nn Me ane os 
aoe sage Fy ae ea 
seca ie Fs ae ie 
4 Padma rae aie epee a 
re ee Base 9 Cee es 
Biren eet et ties Ses Fe 
4 siti iae cnr Or cain ae 
"y Ei a YG es ey 
Se ie ee Dig i te He 
, Se Rete a Bs EE Hi so 
. Be ones aks 
ie) Be eae ae — 
‘ i arama RN i eta oa ce 
4 | ee eat Sia Fas 
SRR a ee i 
| ee ei ae i 
’ Sister ae be eae ina 
Ge ese pe Pie a 
wat ta Lettie si 3 
Dini i ere 5 
i ee a 
inners i pee 
i een RH Be ye 
Binge Bai boii 
3 ; : - ie 
ss j hae 
F; of a 
Pigk . 
Bs ey 
BAe cz 
ri f ; 
¢ 
F: { 
€ 
oi 
a : Po : 
; 
i ’ 
‘- 
Bi, a 
a 7 
a ook 
Le 2 ae. 
Ss oe 
a re 
fonts P H i 
ae : * = ee 
par ee» Oe ir fe, oie een eee a 
1 Soe ee at od elie ae Ga 
gS eae be an fe = ae ee 
ah lpia ‘ 
re eS ae 


Home Newspaper 
Group Sets Planto 
Build National Ads 


Sr. Louis, June 2—A plan to 
gain more national advertising for 
the 174 member newspapers of Ac- 
credited Home Newspapers of 
America was outlined at the. 
group’s convention here. 

The 174 newspapers, which re- 
port a combined circulation of 5,- 
500,000 in city and suburban com- 
munities, will place AHNA ads in 
business publications and will use 
a task force of publishers to call on 
national advertisers and agencies. 
The plan also calls for opening a 
New York office. 

The AHNA, composed largely of 
unaudited, free papers (though a 
growing trend toward paid circula- 
tion was reported) will use the 
New York office to serve as an in- 
formation center and to service na- 
tional accounts using member pub- 
lications. It will also tell members 
what they must do at the local lev- | 
el to increase national linage. 
s The convention, which ended 
Saturday, went on record as 
being opposed to newspaper mo- 
nopolies. Members had been dis- 
turbed by dailies’ practice of of- 
fering zone circulations at reduced | 
ad rates. This practice, the session | 
was told by Ray D. Jones Jr., Kan- 
sas City attorney, is a violation of 
the Sherman anti-trust act and the 
Clayton Act if it is done to drive 
community newspapers circulating 
in such areas out of business. # 


Hertz Unit Launches Foreign 
Car Sales Service 
oe Hertz American Express Inter- 
national Ltd., Chicago, Hertz 
Corp.’s car rental operation outside 
the U.S., is inaugurating a plan to 
handle the purchase of foreign cars 
for Americans visiting abroad who 
wish to buy cars overseas and 
bring them home with them. 

A brochure available from Hertz 
explains the service and gives U.S. 
and foreign purchase prices of | 
some of the popular import cars, 
notes the transport costs to New 
York and gives mechanical data 
about the cars. Listed are Austin 
Healey, Citroen, Renault, Fita, 
Jaguar, Mercedes-Benz, MG, Hil- 
man, Simca and Volvo. 


Two Join Bruskin 

Walter Meyer, formerly with 
Dancer-Fitzgerald-Sample, and 
Donald Bowdren, formerly of Cur- 
tis Publishing Co., have joined 
R. H. Bruskin Associates, New 
Brunswick, N. J., market research 
specialist, as senior project direc- 
tors. 


Bell Joins Saunders/Wilcox 
Sam Bell, formerly with the 
sales department of the Miami 
Herald, has joined Saunders/Wil- 
cox Associates, Coral Gables, as a 
partner. The agency has changed 
its name to Saunders/Wilcox/Bell. 


Too Busy to Keep Up 


With Your Reading ? 


Press Clippings can solve your prob- 
lem if there simply aren't enough 
hours in the day to permit you to 
read the trade papers, magazines and 
newspapers you know you should. 
Many busy men have us spot and 
send them information on subjects 


of "yy, them. 
\] 
Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
2136 P St. NW, Washington 7, 0.C.—ADams 2-5308. 
Ty a Bidg., tow: 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, Ill.—WA 2-5371. 
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AGAZINES + 


' Sport-of-the-Month Club 


| tickets to all kinds of major sports 


ment. 
Formed in Chicago Karl Vogel, president of the club, 
Sport-of-the-Month Club, a new | said a $250,000 ad budget has been 
entry into the service membership | ¢t- Advertising started with a 
merchandising field, has been or-|*tW°-thirds page in a May issue of 
ganized in Chicago, with head- |Sports Illustrated. Direct mail, 
quarters at 1123-A, Merchandise |™@gazines, newspapers and spot 
Mart. Members of the new club, | Tadio advertising will be used 
which is affiliated with Diners’ later. Jack Pettersen & Associates, 
Club, receive credit privileges for Chicago, is the agency. 
transportation, accommodations, 
Silverstein to Aurora Plastics 


events, sport clothes and equip- D. William Silverstein, formerly 


vp and account supervisor of Har- 
old J. Siesel Co., New York, has 
joined Aurora Plastics Co., West 
Hempstead, N. Y., as advertising 
manager. The Siesel agency han- 
dles the Aurora account. 


Kline Agency Adds Four 

Robert Kline & Co., Richmond, 
Va., has acquired the following 
new accounts: Chesapeake Bay 
Ferry Commission, Biggs Furni- 
ture, M&B Headwear Co. and 
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Southern Crafts. 


Loblaw’s Scott Order Record 
Loblaw Inc., Buffalo, grocery 
chain, has purchased 86 carloads 
of household paper products, worth 
about $500,000 retail, from Scott 
Paper Co., Chester, Pa. It was said 
to be the largest single order for 
consumer goods ever placed by a 
grocery retailer in the East. Lob- 
law will run a special promotion 
featuring the Scott products. 


If you’re a regular customer at this stand, you’ve seen these monthly 


progress reports to the trade. They’ve kept you aware of some of the im- 


portant changes taking place on the Kansas City communications scene. 


The changes began a year ago when National Theatres assumed owner- 
ship of WDAF, Kansas City’s first radio and television stations. Both 


were blessed with overwhelming power which assured penetration into 


every nook and cranny of the fat Heartland territory. We christened the 


property “Signal Hill”, and tackled the job of building a sight and a sound 


to match that power. 


That job affected every phase of our operation. It involved literally 


thousands of decisions and unshakable determination to deliver an 
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Vrungos to New Post 
James Vrungos, formerly mar- 


ee ket 


: ‘ig manager of Digimatic prod- 
ucts of Electronic Control Systems 
: Co.'s electronics division, Los An- 


ig geles, has been appointed indus- 

‘rial marketing manager of the 
electronies division of Stromberg- 
Carlson, Rochester, N. Y. Elec- 
tronic Control Systems is also a 
division of Stromberg-Carlson, 
which is a division of General Dy- 
namics Corp. 


Two Joins J]. M. Mathes 

Charles J. Leavitt Jr., formerly 
with J. Walter Thompson Co., has 
joined J. M. Mathes Inc., New 
York, as an account executive. 
Mathes also has named Nellie-Mae 
Leonard, formerly with Batten, 
Barton, Durstine & Osborn, to its 
public relations and publicity de- 
partment. 


Auto Council Elects Wolfson 
M. Robert Wolfson, director of 


advertising, sales promotion and 
public relations of Maremont Au- 
tomotive Products, Chicago, has 
been elected president of the Auto- 
motive Advertisers Council. Mem- 
bers of the group represent auto- 
motive parts suppliers and 
equipment manufacturers. 


Putman Names Myers, Riddle © 


Landon W. Myers, formerly sales 
representative for Urban Farley & 
Co., has joined Putman Publishing 


Co., Chicago, on the sales staff of | 
Plant & Power Services Engineer. 
Meanwhile, George W. N. Riddle, 
since 1951 Putman’s director of re- 
search and development, has been 
elevated to research vp. 


‘Promenade’ Names Detroit Rep 

Promenade Magazines, New 
York, has appointed Donald S. 
Hutton Advertising Sales Associ- 
ates, Bloomfield Hills, Mich., De- 
troit ad representative. 


‘ee 
& 


entirely new product to Kansas City audiences. The payoff for us has 


been the greatest advertising boom and steadiest audience climb in the 


stations’ 37-year history. 


It’s been a big year for Heartland listeners and viewers, for our adver- 


you see what follows. 


KANSAS CITY, MO. 


tisers and for us. But if our first year on Signal Hill was big, wait till 


Represented by 
HARRINGTON, RIGHTER & 
PARSONS, INC. 


HENRY |. CHRISTAL CO., INC. 
wee 


A NATIONAL THEATRES STATIOW 


aa we oc eS 


73 
California Outdoor 
Bill Dies in Senate 


SACRAMENTO, June 2—The much 
amended outdoor advertising regu- 
lation bill, introduced by a Repub- 
lican state senator, John F. Mc- 
Carthy, San Rafael, has been 
dropped, with a tongue-lashing of 
the industry by Sen. McCarthy for 
its lobbying activities against the 
legislation. 

Sen. McCarthy charged on the 
floor of the Senate that his bill had 
been “ruined” and made “ridicu- 
lous” by amendments “which were 
pressured by outdoor advertising 
company lobbyists.” 

He specifically mentioned San 
Francisco’s Foster & Kleiser Co., 
California’s largest outdoor ad 
company, in his attack. 

Sen. McCarthy asked that the 
bill be “stricken from the file,” and 
said he would “call upon groups 
interested in such regulation to 
sponsor an initiative ballot meas- 
ure to carry the issue to the voters 
of California.” 

The McCarthy bill would have 
prohibited outdoor advertising 
from scenic highways in unincor- 
porated areas. # 


Nantucket Isle Sets $50,000 
Budget for Tricentennial 

Nantucket, famed Massachusetts 
vacation island, will spend $50,000 
to publicize the 300th anniversary 
of its establishment. About $20,000 
has been earmarked for advertising 
in consumer magazines and news- 
papers, through Newsome & Co., 
Boston. The celebration will be 
staged throughout the summer 
months. 


Ohio AMA Honors Trumbull 

Howard A. Trumbull, president 
of National Family Opinion Inc., 
Toledo, has been named “market- 
ing man of the year” by the north- 
western Ohio chapter of the Amer- 
ican Marketing Assn. In its initial 
award of this type, the chapter 
cited Mr. Trumbull for contrib- 
uting most to the advancement of 
the science or practice of markei- 
ing or marketing management dur- 
ing the past year. 


Powers Adds Mexican Book 

Vida Rural en Mexico, Mexico 
City, has named Joshua B. Powers 
advertising representative in U. S. 
and Canada. 


Chicago's 

new 40-story 
Advertising 

Headquarte 


Evantehiae 


HOTEL IN HEART OF CHICAGO ADVERTISING 

© close to agencies, radio-TV stations, 
newspapers, magazines, art, film and 
reccrding studios, representatives. 


UNIQUE FEATURES OF EXECUTIVE HOUSE 
@ Drive-in Garage 

@ Direct Dialing from Room Phone 
© Private Sun Terrace 

@ Free Stock Market Quotations 


Eqeeibeve 


Send for colorful brochure 
House’ 


— <a 


Department A, 71 E. Wacker Drive, Chicago 1 
Financial 6-7100 - A. M. Quaries, General Manager 
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WE Food Giant Markets Hollywood Ranch Market 
- 
ON er Crawford's 5-Points | Crawford’s 5-Points 5. Points 


McDANIEL'S 


SHOP-N-SAVE SUPER FOOD MARKETS 
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7,000 Super Markets tie-in with™ AMERICAN WEEKLY 


For the sixth successive year, over 7,000 top Super Markets will build store-wide 
displays to collect, at point-of-sale, the extra business that The American Weekly 
creates for its advertisers. These giant markets will be devoting up to 30,000 man 
hours to build these store-wide displays... to capitalize on this bonus of additional 7 
sales The American Weekly will generate in its great Annual Picnic Issue, June 21st. 


Advertisers Get Action when Appetites are Raised to the 19,300,000th* Power! 


*Primary Readers, Daniel Starch 1958 Consumer Magazine Report. 


PARTICIPATING ADVERTISERS: ALKA-SELTZER + AMERICAN BOTTLERS OF CARBONATED BEVERAGES * AMERICAN DAIRY ASSOCIATION « CAMPBELL'S PORK & BEANS « CARNATION EVAPORATED MILK « COLEMAN'S COOLERS & JUGS 
DENNISON’S CHILI CON CARNE + FLEX-VAC VACUUM PACKAGING * HAWAIIAN PUNCH * KELLOGG'S CORN FLAKE CRUMBS © KENT CIGARETTES * LAWRY'S SEASONED SALT © LEA & PERRINS WORCESTERSHIRE SAUCE 
MINUTE RICE * NABISCO'S NEW SALT-TANG * NOXZEMA * SARAN WRAP « STAR-KIST TUNA * SWANSON FROZEN CHICKEN PARTS * SWIFT'S PREMIUM BROWN & SERVE SAUSAGES * SWIFT'S PREMIUM FRANKS © TAREYTON CIGARETTES 
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YOUR BUSY, FRIENDLY FOOD STORE 
Everyday Low Pric 


FOOD 
TOWN 


The Great June 21st 
"it’s Outdoor Eatin’ Time” 
Picnic Issue of 


™ AMERICAN WEEKLY 


en Second only to Church...on Sunday! 
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Life beneath the surface 


(Or,‘‘The Story of the Marketing Audit.'’) 


In this advertising agency every- 
thing starts with this total report. 
We don't like to write a plan or an 
ad until it's in our hands. 


It's a facts-first AUDIT of your 
sales, promotional, and advertising 
pasture that searches out the high 
points—and the grass roots—of your 
marketing and promotional oppor- 
tunities (and problems). 


Your audit touches all bases— 
what you are doing, where you 
stand—where you could best go. 


It creates a sounder marketing 
calendar, clarifies objectives; sug- 
gests how to meet them. 


It's grist for orderly marketing ex- 
pansion, long-term projections, 
short-term musts, product develop- 
ment, copy policy, promotional 
strategy, area-by-area expansion, 
display programs, sales training 
plans, sales literature background. 


Gives creative talent more to go 
to work on, guides media selection, 
helps squeeze more direct help 
from your advertising dollar—helps 
hold everything in your program on 
one target. 


If this makes sense to you—may 
we trade an hour of our time for one 
of yours to talk about its applica- 
tion to your advertising and mar- 
keting program? 

* . * * * 
1. In upper 4% of all advertising 
agencies in business volume. 


2. Top-drawer marketing and crea- 
tive talent. 


3. Unusual stability—steady growth 
since 1932. 


4, Strong clients in both consumer 
goods and industrial fields. 


5. Highly accessible to you—finest 
agency-owned air equipment. 


Howard H. Monk & Associates Inc./ Rockford, Illinois 
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Get in on the coolest summer fun of all - and take the whole family bowling! 


FUN PROMOTION—American Machine & Foundry Co., New York, in 

what it calls the biggest magazine program ever conducted for bowl- 

ing, will use spreads and pages like this one, in Good Housekeeping, 

Life, Look, McCall’s, Reader’s Digest, Scholastic Magazines, Seven- 

teen and The Saturday Evening Post. Newspapers and spot radio will 
be used in 16 markets. Cunningham & Walsh is the agency. 


Dix Urges Research 
to Fit Sales Effort 
to Market Potential 


New YorK, June 2—Do sales 
goals increase sales and profits? 

Arthur H. Dix, vp in charge of 
research, Conover-Mast Publica- 
tions, told the New York chapter 
of the American Marketing Assn. 
yesterday that in most instances it 
will pay a manufacturer to be able 
to say to a distributor or a manu- 
facturer’s representative, “There’s 
$750,000 worth of our kind of prod- 
uct bought annually in your terri- 
tory. We know because we meas- 
ured it. Your fair share is $410,- 
000.” 


= “Not many manufacturers do 
that,” Mr. Dix said. ‘““‘Why not? In- 
ertia is only a partial answer. 
Something else is involved. Per- 
haps a fear that market measure- 
ment will reveal the need for mak- 
ing changes—changes that are 
often unpleasant to make. 

“This fear,” Mr. Dix said, “is 
well grounded. Revolutionary 
changes have taken place in the 
distribution of the industrial mar- 
ket. Using employment as a yard- 
stick—and it’s a fairly good one— 
today Florida is more important in- 


COVER THE 


LAW and ORDER covers 
the 7,415 (BPA) police 
executives who buy 
$2% billion worth of 
more than 6,000 U. S. police equipment and 
communities with supplies. An average 
populations 1,200 or total circulation of 
over. Show them how 12,834 (BPA) makes it 
your product of serv- the most widely read 
ice can heip them do a police publication! 
better job and you've Cover this vital group 

e a sale in the at less than l¥¢ per 
giant $35 billion muni- contact. 


cipal market. Ge 
MAYOR and MANAGER 
LAW and ORDER 


72 W. 45th St. » New York 36, N. Y. © MU 2-6606 


MAYOR and MANAGER 
covers the 7,683 (BPA) 
men who do the buy- 
ing and planning for 


dustrially than Rhode Island. More 
people work in Texas factories 
than in Connecticut’s. 

“Before World War I, New Eng- 
land was about twice as important 
industrially as the Pacific Coast. 
But today, more of your sales and 
more of your sales machinery 
should be on the Coast than in New 
England, if you sell the broad in- 
dustrial market. The market move- 
ment is definitely west and south. 

“It is just plain common sense,” 
he said, “to put the reapers to 
work where the crop is. But the 
simple fact is that often there is a 
decided mismatch between the lo- 
cation of the potential business and 
the sales machinery for harvesting 
the crop. 

“The status quo,” Mr. Dix point- 
ed out, “has a way of not remain- 
ing static very long. 


a “The next five or ten years,” he 
predicted, “will undoubtedly see a 
tremendous increase in the num- 
ber of companies selling to the in- 
dustrial, construction, and other 
specialized markets, that will use 
territorial market analysis to elim- 
inate misfits between market and 
the sales-getting setup. 

“A straw in the wind is the re- 
sult of a survey made recently 
among companies selling the in- 
dustrial market. It was found that 
the information they want most 
from business papers is market 
measurement data. 

“Publishers, as you have prob- 
ably noticed,” Mr. Dix said, “are 
highly responsive to advertisers’ 
demands, and the result is that the 
trade magazines are furnishing 


7/ more and more in the way of mar- 


ket analysis helps. 

“The most successful quota, users 
are those who take the distributor 
or manufacturers’ representative 
or direct salesman into the act,” 
Mr. Dix said. 

“There is, of course, no perfect 
marketing measuring yardstick. 
This is hardly an exact science. 
Each of us has to decide for him- 
self the boundary line between a 
system too crude to be acceptable 
and one that is so elaborate that it 
is costly to maintain and difficult 
to grasp. Decimal point accuracy 
isn’t attainable, and it isn’t need- 
ed,” he said. 


a “A highly successful user of 
quotas says, ‘I never try for more 
than an accuracy of 25% plus or 
minus, as my salesmen’s selling 
ability varies at least that much 
from week to week.’ 

“The next decade,” Mr. Dix con- 
cluded, “looks like a busy one for 
people in market research. The 
high brass is recognizing its value 
to an increasing degree. It pays 
enormous dividends. More and 
more tools are available for mar- 
ket measurement, and all in all it 
has all the earmarks of being a 
very good line of work to be in.” # 
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# How to reach ‘em 
when they’re 
ready to spend... 


First you have to take your sales story to the 
right people—the families with money to 
spend and the willingness to spend it. 
Next you have to reach them when they’re 
in the mood to be sold. Every one of the 
six Better Homes and Gardens Idea 
Annuals is cram-full of the kind of specific 
ideas that get people excited—get ’em 
ready to spend! _ 


1959 ISSUE CLOSES: AUGUST 14 
ON SALE: OCTOBER 20 
RATE BASE: 990,000 


Ideas about how to decorate the house, the tree, the table— 
ideas about everything that fills a home lover’s Christmas 
with happy activity. On every page, an air of bustling 
enthusiasm that helps to sell your products! 


ti Bate Kanes i Gantens 


\KITCHE 


} 
| Better Homes & (andes 


GARDEN, 
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Closes: November 16, 1959 


: om yaa nt oan yn On Sale: January 19, 1960 ee December 15, 1959 
losesr July 15, 1959 © Sore: Decomeer <4, Rate Base: 165,000 Sole: February 18, 1960 
On Sale: September 22,1959 Rate Base: 225,000 Rate Base: 135,000 Closes: June 14, 1960 


On Sale: August 19, 1960 


Rate Base: 450,000 Rate Base: 165,000 


MEREDITH OF DES MOINES... 


America’s biggest publisher 
of ideas for today’s living and tomorrow's plans 
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Whirlpool 
Chairman 
Elisha Gray II 
has been an 
Electrical 
Merchandising 
reader 


for 20 years 


Appliance man Bud Gray and E.M. are old business 
associates, and have been through all the years of Whirl- 
pool’s dynamic growth. Says Mr. Gray: “Electrical Mer- 
chandising is more than a magazine to me — it is a vital 
part of the fascinating appliance world in which I work.” 
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SPRING SCENT—The Allied Florists 
Assn. of Illinois ran this four-color, 
carnation-scented ad in the Chi- 
cago Tribune only on May 22. Clin- 
ton E. Frank Inc. is the agency. 


More, Better Art 
in Sign Designing, 
Yale Dean Urges 


NEw HAVEN, June 2—There is 
a growing need for the American 
artist to take a more active part in 
designing the many signs that are 
scattered throughout a community 
—signboards and posters, signs on 
buildings and stores, traffic and 
store markers, and hundreds of 
others—according to Gibson A. 
Danes, dean of the Yale University 
school of art and architecture. 

Disclosing that the _ school’s 
graphic arts department intends 
to explore the entire field of com- 
munications in detail in the com- 
ing years, Dean Danes contended 
that not only can many of the 
signs be made more attractive, but 
better design in many cases is 


needed to eliminate confusion and | 


promote safety. 


“If anyone has tried to get out | 


of Idlewild Airport at night with- 


out knowing the way, he knows| 


what I mean,” he said. 


a “The field of graphic design has 
become increasingly important, 
not only for printed materials, but 
for architecture and buildings,” he 
said. “Every building has to have 
a sign. Think of Times Square or 
Piccadilly Circus, for example, 
where all you can see are signs. 
The buildings have been envel- 
oped in signs.” # 


‘New York Times’ to Open 
Four New Sales Oftices 

The New York Times will open 
advertising sales offices in Atlanta, 
Los Angeles, San Francisco and 
Toronto within the next few 
months. Sawyer-Ferguson-Walker 
Co., which has represented the 
Times in 11 western states for the 
past 13 years, will continue to rep- 
resent the newspaper in Detroit. 
The Times has offices in Boston, 
Philadelphia, Chicago and Miami. 


National Advertising Opens 
Offices in Atlanta, Dallas 
National Advertising Co., Bed- 
ford Park, IIl., a subsidiary of Min- 
nesota Mining & Mfg. Co., has 


opened two new sales offices in|, 


Atlanta and Dallas. James A. Im- 
wold will head up the Atlanta of- 
fice, in addition to facilities at Val- 


dosta, Ga., and Charlotte, N. C.| 
Clayne J. Sheperd will direct sales 


offices in Dallas and Waco. 


Rinck Joins Marcus Agency 

Larry E. Rinck has joined Mar- 
cus Advertising, Cleveland, as an 
account executive. He formerly 
was advertising manager of Ba- 
varian Brewing Co., 
Ky. 


Covington, | 


Whirlpool 
Distributor 
Sol Freeman 
has been an 
Electrical 
Merchandising 
reader 


for 38 years 


Springfield Distributor Sol Freeman is a widely known, 
widely respected hand in the Massachusetts appliance- 
distributing picture. Says Mr. Freeman: “J read and use 
every issue of Electrical Merchandising, and encourage 
my Dealers to do so. E.M. is the top source of ideas in this 
fast-moving business.” 
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Whirlpool 
Dealer 
Joe DiSalvo 
has been an 
Electrical 


Merchandising 


reader 


for 23 years 


DiSalvo Appliances is one of the first stops with appliance 
shoppers in San Jose, Calif., for Joe DiSalvo really knows 
appliance retailing. Says Mr. DiSalvo: “In this business 
you stay informed or you stay poor. I find the articles and 
advertisements in E.M. a mighty valuable anti-poverty 
insurance policy.” 


Sip a Smile... 
Relax a while! 


HAPPY DRINK—Orange-Crush Co., 
Evanston, Ill., is introducing its 
1959 theme: “Sip a smile... Relax 
a while” with this full-page color 
ad in Life. H. W. Kastor & Sons 
is the agency. 


78% of Retailers 
See Good Summer, 
BofA Study Shows 


NEw York, June 2—Retailer ex- 
pectations are that summer sales 
will increase this year. 

A survey by the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn., disclosed that 
78% of the retailers look for gains 
over last summer; 20% expect no 
change, and 2% think they’re in 
for a fall-off. 

But only 25% of the retailers 
plan to boost their ad budgets, an 
average of 5%; 65% plan to stand 
pat on budgets equaling last sum- 
mer’s outlays, and 10% said they 
will slice summer advertising. 

The profit picture shapes up 
well, too, according to the survey. 
A profit boost is anticipated by 
67% of the merchants surveyed; 
28% look for no change; 5% expect 
a drop. Average expected increase 
was 5%. 

Included in the survey were 239 
retailers in 79 markets, including 
19 store types (department, ap- 
parel, furniture, home furnishings 
and others). # 


JWT Succeeds Y&R as Agency 
for ‘Keep City Clean’ Push 

J. Walter Thompson Co., New 
York, will take over June 30 as 
volunteer agency for the Citizens 
Committee to Keep New York City 
Clean, succeeding Young & Rubi- 
cam. For the past four years, Y&R 
has conducted the campaign, pre- 
paring and placing the equivalent 
of more than $3,000,000 worth of 
public service advertising contrib- 
uted by New York’s advertising 
media. The campaign is now being 
emulated in 89 U.S. cities and six 
foreign countries. 

Sigurd S. Larmon, Y&R presi- 
dent, who has served as informa- 
tion and education chairman of the 
committee, was presented with a 
distinguished citizen medal by the 
sanitation department May 20 for 
his contribution to the “fight 
against litter.” Henry C. Flower Jr. 
and William C. McKeehan Jr., 
vice-chairman and vp, respective- 
ly, of JWT have been named co- 
chairmen of the information and 
education committee, succeeding 
Mr. Larmon, who continues as a 
board director. 


‘South Bend Tribune’ Brings 
Out Michigan Edition 

The South Bend Tribune has 
started publishing separate editions 
for Indiana and Michigan sub- 
scribers. The two separate editions 
will provide more space for Indi- 
ana news in copies that go to In- 
diana residents and more space 
for Michigan news in papers dis- 
tributed there. The edition de- 
livered to subscribers in the im- 
mediate South Bend-Mishawaka 


area remains unchanged. 


At every level 
in every 
appliance-tv line 
the real Pros 
read and use 
Electrical 
Merchandising 


HERE’S WHY 


Electrical Merchandising is the big magazine of the big 
appliance-tv-housewares business. It has more paid cir- 
culation, more paid dealer circulation, more proven dealer 
interest than any other publication in this dynamic field. 
That’s why the real Pros of appliance-tv promotion pick 
Electrical Merchandising — to be sure! 
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Electrical | 
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Everybody knows the key newspaper in Boston 


ty he Boston Sunday Globe 


The choice of more families in America’s 
“ sixth metropolitan county area than any 
other Sunday newspaper 


The big news— beginning July 5th, 
The Boston Sunday Globe will distribute 


Parade 


America’s Best Read Sunday Magazine 


In the past twelve months, the largest Sunday news: 
paper in five of the top 50 markets added a syndicated 
Sunday magazine...four of these five added Parade. 


Parade circulation now 9,600,000 — a new all-time high 
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Advertising Age 


Feature Section 


What's Ahead for Coop Advertising? 


C. M. Cites Two Fashion Ads 


Evolution of a Poster 


Radio—No Commission Medium 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Signs of Subtle but Agonizing Reappraisals . . . 


THE NATIONAL NEWSPAPER OF MARKETING 


E. B. Weiss Takes a Long, Hard and Candid Look 
at the Future Course of Cooperative Advertising 


Cooperative advertising is probably the subject of more private soul-searching by national advertisers, and 
less public discussion, than any advertising-marketing problem you can name. About two years ago AA pub- 


lished a notable series of articles on co-op by Lester Krugman, explaining how co-op works and reviewing its 
good and bad points. Now E. B. Weiss, Advertising Age columnist and director of merchandising for Doyle 
- Dane Bernbach, New York, has written a detailed discussion of why co-op is being reappraised which pre- 
sents much new data and which we are delighted to publish here. The study will shortly be published in 
booklet form by Doyle Dane Bernbach. This is the first of a series of articles which will appear in this section 
weekly, taking the place temporarily of Mr. Weiss’ regular weekly column. 


By E. B. Weiss 
Director of Merchandising, Doyle Dane Bernbach Inc. 


Cooperative advertising 
undergoing its first 
praisal. 

It is being re-evaluated by manufac- 
turers. 

It is being re-evaluated by wheolesal- 
ers and other distributors. 

It is being re-evaluated by retailers— 
particularly by giant retailers. 

That reappraisal by large retailers is 
particularly significant—for the very per- 
suasive reason that, in some major in- 
dustries, as much as 80% of the cooper- 
ative advertising dollar paid out by man- 
ufacturers is credited to a small group of 
giant retailers. 


is currently 
broadscale reap- 


= It will be noted that we have used the 
two words “reappraisal” and “re-evalua- 
tion” to describe the current attitude to- 
ward cooperative advertising. These 
words were carefully chosen. 

They were carefully chosen— 


e 1—Because there is nothing resem- 
bling a flight from cooperative advertis- 
ing by manufacturers. 


e 2—Because there is nothing resem- 
bling a strong resistance to cooperative 
advertising offers by distributors and re- 
tailers. 


e 3—Because while cooperative adver- 
tising may, within the next year or two, 
decline somewhat in total dollars, the 
total cooperative advertising investment 
will continue for the foreseeable future 
at, roughly, 15% to 20% of the total na- 
tional advertising investment. As we 
have remarked, there is no flight away 
from cooperative advertising. 


= But there may be, currently, modest 
evidence of a drift away from cooperative 
advertising—in the food field, for ex- 
ample, a small handful of leading com- 
panies have recently either discontinued 
or curtailed cooperative advertising. 
This is enormously significant because 
cooperative advertising has been espe- 
cially rampant through the food outlet. 

But at the moment the most dramatic 
semantics that can be used in describing 
what is really a subtle change in the 


E. B. Weiss 


status of cooperative advertising is to say 
that: 


e 1—There is clearly evident a re- 
appraisal of cooperative advertising 
by all concerned—this is a change of 
attitude of considerable magnitude. 
It could lead, in time, to substantial 
revision in cooperative advertising 
policies and practices. 


e 2—There is clearly evident a 
hardening attitude toward coopera- 
tive advertising by manufacturers— 
and again this is most visible in the 
food industry. This, too, is a change 
of considerable magnitude. It, too, 
could touch off substantial revisions 
in cooperative advertising policies 
and practices. 


A determination of the fundamental 
trend with respect to eooperative adver- 
tising becomes particularly important 
when executives estimate the “take” of 
our 400 largest retailers in cooperative 
advertising allowances, because the lion’s 
share of the total national co-op adver- 
tising dollar winds up in the till of our 
giant retailers. As we shall point out 
later in this study, in some industries 
as much as 80% of the cooperative ad- 
vertising total is given to a small handful 
of large retailers. And it is these large 
retailers who tend either not to use the 
co-op dollar for advertising at all, or who 
take markups sometimes exceeding 


100% on the local rates they pay, or 
who use cooperative advertising in ads 
that are almost completely devoid of sell- 
ing. 


It is not at all improbable that 
some 400 giant retailers will receive 
in 1959 a total of some $500,000,000 
in cooperative advertising allow- 
ances. They may make a net profit of 
something like $50,000,000 on the ad- 
vertising bills they render to their 
suppliers for cooperative advertising— 
and that net profit total could be dou- 
ble the figure we have cited. 


It is facts such as these that lead us 
to conclude that the time is ripe for a 
trend study of cooperative advertising in 
the light of these new and significant 


Chapter 1 
Some Straws Pointing to a Reappraisal 
of Co-op by Manufacturers 


When examining the straws pointing 
to a mounting determination on the part 
of manufacturers to re-evaluate cooper- 
ative advertising policies and practices, 
one should not be misled by the brevity 
of the available evidence. The reasons 
for the paucity of evidence are simply 
explained: 


e 1—Cooperative advertising offers are 
more easily started than discarded in a 
free competition society. You don’t let go 
of a tiger’s tail willy-nilly once you have 
got hold of it! 


e 2—From the decision to reappraise 
co-op to a decision, if any, to take indi- 
cated action will, therefore, involve a 
considerable time factor for most manu- 
facturers. A great deal is at stake. A 
wrong move can lose a lap to competition. 
Time is not of the essence—but timing is. 


~ 3—And even when a decision to 
move away from co-op has been formu- 


‘lated, it may not be announced for a 


considerable time while a new program 
planned to lessen the sting and to take 
its place has been shaped. 


e 4—Moreover, when both decision 
and program are well set, caution sug- 
gests’ “exploratory” talks with top retail 


developments. 
We propose in this study to delineate: 


e 1—What is behind the current reap- 
praisal of cooperative advertising. 


e 2—Why this reappraisal may ulti- 
mately bring about revisions in cooper- 
ative advertising policies and practices. 


e 3—The forms these revisions may 
take. 


In other words, this is not simply an- 
other study in the excellent series that 
have been made with respect to cooper- 
ative advertising theory. 

This is a trend study—an analysis of 
the first straws spotted out in the market 
place and which imply new directions for 
cooperative advertising policy and prac- 
tice. 


accounts. So here, again, time elapses. 


So, for all these and other reasons, 
every announced decision on co-op may 
represent merely one of a score of de- 
cisions pending. This results in a pau- 
city of concrete evidence—but to the sea- 
soned observer the iceberg is of large 
dimensions even though the eye does not 
see the submerged seven-eighths. 

And under the surface, there is def- 
initely a seething taking place among 
manufacturers with respect to coopera- 
tive advertising policy and practices. 


Signs of Ferment 

A firm basis for a reappraisal of co- 
operative advertising among many man- 
ufacturers exists in the very fact that so 
many manufacturers look upon it as of 
dubious economic merit in today’s vast- 
ly changed market. Thus, when Tide was 
still published, a survey it made brought 
out that 40% of those queried who were 
using co-op were thoroughly convinced it 
either had no value, or not enough value 
to be practically assessed. (Some 36% 
reported that their co-op allowances 
were being used for a variety of reasons 
totally unrelated to advertising!) 

Competition may compel manufactur- 
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ers to move with exceeding caution even 
when a policy has clearly outlived its 
usefulness. But even competitive neces- 
sity cannot assure perpetual existence to 
a questionable policy—particularly when, 
as in this instance, marketing develop- 
ments and the opening up of alternate 
procedures make the time ripe for a new 
evaluation. 


s Thus we find Super Market News re- 
porting early in 1959: “A trend toward 
the discontinuance or reduction of coop- 
erative advertising allowances, foreseen 
in some supermarket quarters when a 
few manufacturers dropped their co-op 
programs a few months ago, has grown 
in intensity. It was learned from a re- 
liable source that many of the largest 
users of co-op at the moment are review- 
ing their whole program very seriously.” 

Bear in mind that this “straw” involves 
the food outlet—where the total in co-op 
dollars received probably exceeds that 
given to any other outlet and where, in 
number, more manufacturers give co-op 
than in any other industry. But bear in 
mind also that this is simply a “straw”— 
actual decisions to move away from 
co-op offered the food outlet are neither 
broad nor drastic. But that a reconsider- 
ation of co-op among suppliers to the 
food outlet is in an active stage cannot 
be doubted. 


s Its significance is all out of proportion 
to the number of manufacturers who 
have taken decisive action for the reasons 
already given, and for two additional 
reasons: 

e 1—Presumably here was a field 
where “it couldn’t happen’ here.” In the 
food outlet co-op is as common as food! 


e 2—The manufacturers who have 
taken steps away from co-op have been 
among the industry’s leaders. 


Some Specific Examples 

So—always cognizant that we are ex- 
amining straws—let’s see what has hap- 
pened with respect to co-op in the food 
industry: 


e A—Two major meat packers—Ar- 
mour and Swift—dropped co-op on their 
dog food lines. (It is pertinent to point 
out that the nation’s leading canned dog 
food producer—Quaker Oats with its 
Ken-L-Ration—has not had a co-op ad 
program. And it is also pertinent to point 
out here that in almost every major prod- 
uct category in which co-op is prevalent, 
there is at least one major manufacturer 
who does not offer co-op; a_ situation 
that will be explored more fully in a later 
chapter.) 


e B—Co-op was dropped on Lipton’s 
tea. 


e C—Glass Wax dropped co-op (and 
announced that the allowance will be 
replaced by network daytime tv pro- 
grams. The company also declared that 
not only will it match in national adver- 
tising the sums formerly allotted to co- 
op, but that it would add an additional 
$250,000 to its tv budget). 


e D—20 Mule Team Borax discon- 
tinued co-op. 


e E—Two makers of wrapping materi- 
als reduced their co-op allowances. On 
Alcoa Wrap the allowance was dropped 
from an original 5% of net purchases to a 
per case allowance equivalent to 3%. On 
Reynolds Wrap a quite similar reduction 
was made. (At the time of writing, it was 
assumed that Kaiser would follow suit.) 


e F—In at least some market areas, 
Kraft Foods has. been dropping coop- 
erative advertising. 


e G—Ditto for Wesson Oil. 
e H—Ditto for Kimberly-Clark. 


e I—Birds Eye dropped co-op on its 
concentrates. (The Birds Eye action pre- 
sumably was triggered by the depressed 
orange juice and lemonade markets and 
the resulting price squeeze. But the sig- 
nificant fact remains that a sacred cow 


was toppled.) 


e J—Corn Products halved its allow- 
ance on both quart and gallon sizes of 
Mazola. 

This is in no way a complete list of 
policy changes affecting co-op among the 
major suppliers to the food outlet. (And it 
does not include several companies that 
saw competitive opportunity in these 
moves to place additional emphasis on co- 
op!) However, while small in number, it 
is clear that these companies are giants in 
size; that they tend to be followed, be- 
cause of their leadership, by other manu- 
facturers. And, on balance, it is clear 
that never before in the history of mod- 
ern food marketing has co-op been cur- 
tailed to this extent and under such 
powerful leadership. 


® That this is not merely theory is 
proved by the fact that the food supers 
have become sufficiently alarmed over 
this particular straw to hold meetings 
condemning, or complaining about, this 
reappraisal of co-op by a few of their 
suppliers; have passed resolutions on the 
subject, and have begun to draw up their 
own concepts involving the more effec- 
tive use of the co-op allowance. Plainly, 
the food super is showing signs of run- 
ning scared with respect to co-op! 

At the time of writing it was also ru- 
mored that one of the major soap com- 
panies would drop co-op—or make im- 
portant downward changes in its allow- 
ances. If this eventuates, it could trigger 
off another train of similar moves in the 
food field. 


s It is also interesting to note that an- 
other company selling through the food 
outlet reports that, while it favors co-op, 
it may drop its allowance on at least one 
product because a competitor had dropped 
its allowance and had lowered prices 
20¢ a case. This has been reflected in a 
lower shelf price for the competing 
brand—a situation that obviously cannot 
be viewed with complacency by the com- 
pany still offering co-op. 


s Turn now to the auto industry. 

Some two years ago, co-op was dropped 
by the Big Three. The reasons were 
multiple. But those that involved extra- 
neous matters such as excise taxes, deal- 
er complaints, raised eyebrows at the 
U. S. Department of Justice and at the 
Federal Trade Commission—in total, 
these secondary factors were in no way 
persuasive in the final decision to cut 
loose from co-op. If auto co-op had in- 
volved a judicious investment of the 
millions of advertising dollars in this 
budget—the auto giants would have 
fought for their co-op policies and prac- 
tices in the courts. They are no strangers 
in court! Their legal departments are not 
exactly puny! 

Consequently, the decision to break 
away from co-op, even under the com- 
plex circumstances involved in this in- 
stance, seems to have been based prin- 
cipally on the conclusion that co-op had 
outlived its usefulness. 


= At the time this happened—-in late 
1956 and 1957—many wondered whether 
this reappraisal of co-op by the auto gi- 
ants would lead tq a similar reappraisal in 
other fields. There was considerable doubt 
expressed on this score—because of the 
extraneous issues involved in the auto 
situation. But once manufacturers in 
other fields concluded that the decision 
of the Big Three in autos was inspired 
primarily by poor returns from the co-op 
dollar, re-evaluation in other fields was 
inevitable. 

Moreover, manufacturers in other in- 
dustries noted that: 


e 1—At General Motors, official state- 
ments were issued to the effect that the 
elimination of the enormous bookkeeping 
detail involved in co-op, plus the better 
implementation of advertising strategy 
by concentrating tactics at the factory, 
had permitted a cut in total advertising 
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these two ads are that original. 
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Two Originals 


These are so-called fashion ads. We don’t like all fashion ads because, gen- 
erally, they betray the weariness of trying too hard. 

These two have a delightful never-heen-seen-before quality that catches 
the eye and pins the interest. In full color they are even more attractive—and 
worth putting away for stimulation and inspiration when you, dear reader, are 
confronted with the problem of squeezing forth an original idea. 

One of the tests of a really original idea, when you stop to think of it, is the 
difficulty of copying it. An idea can be so original and so startlingly different, 
that it cannot be copied without immediately betraying its source. We think 


Ads like these, however, inspire—among those eager and hopeful to be so 
inspired—the urge to bash one’s way down new trails, to come up with some- 
thing just as new-born, just as unduplicable. This is the value of truly original 


We could wish the copy were as inspired as the art treatment. Don’t tell us 
this is asking too much. People who feel you can ask too much never produce 


costs without a reduction in selling im- 
pact. 

e 2—According to the Big Three, bit- 
ter wrangles with automobile dealers in- 
volving disbursement of co-op funds were 
at one stroke eliminated. 


= These benefits undoubtedly impressed 
a number of manufacturers in other in- 
dustries. Of course, these manufacturers 
recognized that the auto marketing setup 
is unique; nonetheless, they would draw 
enough parallels involving their own co- 
op programs to dictate at least a reap- 
praisal of their policies and practices. 
Developments in the food and auto in- 
dustries represent the major straws in- 
dicative of a new peak in the degree of 
reappraisal being given currently to co- 
op. But it is when one talks confiden- 
tially with top retail executives that the 
broad undercurrent of debate and inquiry 
on the subject really becomes evident. 
For example: 


e 1—The general merchandising man- 
ager of a variety chain told us—confi- 
dentially—that at no previous time in 
his experience has he been consulted by 
so many suppliers of leadership status 
who are considering’ either overhauling 
or eliminating their co-op allowances. 


e 2—The operating head of an appli- 
ance chain reported that he had received 
no direct announcements of co-op allow- 
ance changes of major dimensions by any 
of the top makers of appliances. But in 
his contacts with the executive heads of 
several of these organizations he notes 
both a hardening attitude and an occa- 
sional remark that makes him conclude 
“something is in the wind.” 


e 3—A top executive of one of the 
great department store chains reports 
that, in number, co-op contracts offered 
his store group exceed any previous fig- 
ure. But he, too, notes subtle signs 
which suggest to him that some major 
resources are giving the co-op allowance 
a high-level unrestricted reappraisal such 
as it has never had before in his expe- 
rience. 


A Summing Up 

Let me sum up the straws-in-the-wind 
situation this way: 

I regularly talk with many retail ex- 
ecutives. Over many years of such talks, 
I have never found so many retail ex- 
ecutives so patently aware of a change 
of attitude on the part of some of their 
suppliers with respect to co-op. 

They agree that the change is subtle; 
more conversational than actual. But be- 
hind that smoke they see fire. And they 
have about concluded that, so far as major 
suppliers are concerned, long-term strat- 
egy involves a retreat from co-op. 


@ These retail executives conclude that 
a slowly growing number of major sup- 
pliers will either eliminate co-op or re- 
duce the co-op percentage. While not 
precisely resigned to this development— 
they will, at the very least, fight a de- 
laying action—they consider it to be 
inevitable. 

However, they are equally convinced 
that this will not cut their total “take” 
from allowances of all types. In other 
words, they believe—and I more than 
suspect that they have adequate reason 
to believe—that elimination or curtail- 
ment of co-op will be balanced out by 
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The 
rst-Time Look | 


William Gillette, the actor, brought Sherlock 
Holmes to life so vividly upon the stage that 
countless people still think of the great detec- 
tive as a person who actually lived. 

Mr. Gillette defined good acting as: “‘Giv- 
ing the illusion of the thing being done for 
the first time.” 

He practiced what he preached. His 1500th 
performance of Sherlock Holmes was as fresh 
and real as it was on opening night. 


We think advertising men ought to take 
Mr. Gillette’s words to heart. For acting 
shares with advertising the need for 
spontaneity—to create an impression so 
vivid that people notice it, remember it 
and believe in it. 


The toughest job that creative people 
have is to make the umpteenth adver- 
tisement in a series, or every commercial 
in a pool, look as if it had just stepped 
out of the bath, even though the theme 
remains the same. 


When you are able to carry on the 
First-Time Look in advertising, you 
are likely to get a lot more First-Time 
Action in sales. 


We work for the following companies: ALLSTATE INSURANCE COMPANIES « AMERICAN MINERAL Spirits Co. «+ ATCHISON, 
ToPEKA & SANTA FE Rai_way Co. «+ BROWN SHOE COMPANY +« CAMPBELL Soup COMPANY + CHRYSLER CORPORATION « COMMONWEALTH 
EpIsOoN COMPANY AND PUBLIC SERVICE COMPANY + THE CRACKER JACK Co. + THE ELEcTRIC ASSOCIATION (Chicago) «+ GREEN 
G1iaNnT CoMPANY + Harris TRUST AND SAVINGS BANK + THE HOOVER ComMPANY + KELLOGG COMPANY + THE KENDALL COMPANY 
THE MaytaG Company «+ Mororora, INc. « PHitip Morris Inc. « CHas. Prizer & Co., Inc. «+ THe PiLtsBuRY COMPANY + THE 
PRrRocTER & GAMBLE COMPANY « THE PuRE O1L Company + THE PurRE FueEL O1. Company + Strar-Kist Foops, Inc. + SuGAR 
INFORMATION, INC. « SwirT & COMPANY « TEA COUNCIL OF THE U. S. A., INc. 


| LEO BURNETT CO., INC. 


CHICAGO, Prudential Plaza » NEW YORK + DETROIT + HOLLYWOOD + TORONTO 
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increases in other types of allowances, or 
by new types of allowances, or by new 
promotional concepts that will clearly re- 
sult in more volume and a better net for 
the retailer. 


s Conversations with manufacturers tend 
to verify these assumptions. In brief, man- 
ufacturers are now taking at least the 
“discussion” attitude that co-op obviously 
is not earning its keep and that other 
forms of allowances—not labelled or re- 
lated to advertising and therefore not 
charged to the advertising budget—war- 
rant study. The “allowance” objective is 
an allowance that would not be a drain 


Agencies Ask Us... 


bear 


X SE 
Tha “i ey a 


on the all-important need to create an 
ever-stronger brand identity, that would 
sit just as well with the trade, and that 
would bring the manufacturer a better 
return on dollar invested. They are also 
apparently thinking in terms of improved 
merchandising and promotional tech- 
niques—of lower shelf prices, of stepped- 
up national advertising astutely localized. 


+ * * 


In the next chapter, we will delineate 
some of the circumstances that are prod- 
ding manufacturers to reappraise cooper- 
ative advertising policies and practices. + 


Basic Principles of Advertising (Concluded) 


By Kenneth Groesbeck 
Advertising Agency Consultant 


This is the second half of an answer to 
a friend in Kansas who thinks we need to 
do some brushing up on fundamental 
principles, before we get too deep into 
advanced procedures. “If you want to land 
fish, you've got to 
know how a fish 
thinks,” I said, termi- 
nating the first half of 
this piece. 


Understanding 
People 
Let’s go back to our 
lawyer, a fine exam- 
ple of a man shooting 
to convince a jury. As 
he leans confidentially over the rail of the 
jury box, what else can we learn from 
him? What is going on in his head, as he 
talks to these men and women whose con- 
vincing will win his case or lose it? 
Apart from remembering his argument, 
he is constantly asking himself, “What is 
going on in these minds I am talking to? 
Are they really listening? Am I making 
any impression? Did that point register, 
or did it fail to penetrate? 
“Are they liking me, or am I arousing 
antagonism? Am I stepping on any toes? 
Hurting anyone’s feelings? Going counter 
to any religious or racial prejudices? 
“What progress am I making in the 
slow process of convincing these people, 
in ‘adverting’ them to agree with my 
story?” 


Kenneth Groesbeck 


s See how close his mental processes are 
to those of advertising. His problem is 
basically the same as that of the adver- 
tiser. He is trying to produce conviction. 
One important difference there is, how- 
ever, between this close-up activity and 
the longer-range slower-acting behavior 
of advertising. 


Remote Control 

The lawyer has his audience at arm’s 
length. He can see the light of interest or 
agreement in the eye, the lip-curl of con- 
tempt or disagreement, and modify his 
appeals accordingly. 

In advertising, our jury is far away, in 
place, in time, in frame of mind. We 
launch our missile, but we too seldom see 
it land. 

It’s a wonder we make as many hits 
as we do! We shall make more hits, 
however, on this far-off audience, the 
more we know about the character and 
location of our targets, and the more we 
seek to check on the accuracy of our fire. 

Far too much advertising is still shot 
blind, hoping for the best, with inade- 
quate data for aiming, with little or no 
attempt to chalk up results. 


The Art of Persuasion 
It will help us if we are firmly 
grounded in the general psychology of 


persuasion. The successful trial lawyer 
is an expert in this field. We say of him, 
“He is a good judge of human nature.” 
So must anyone be, who seeks to per- 
suade human beings. Successful selling 
campaigns, be they legitimate or gigantic 
swindles, are invariably based on intimate 
knowledge of human nature. 

Some people seem to be naturally 
possessed of this great gift. These are 
usually extroverts. They are the mixers. 
They “get along” with others. They are 
inherently equipped for persuasion, They 
become trial lawyers, salesmen, preachers, 
politicians, actors, advertising men and 
women. They move inevitably into the 
various communication fields working 
through persuasion to conviction. Their 
aim, always, is “agree with me.” 


What Is Advertising’s Purpose? 

We say, glibly enough, that the aim of 
advertising is the sale. This, however, 
is true only in some cases. There are, to 
be sure, forms of advertising such as 
mail order and direct mail, whose aim is 
to complete the sale. By far the greatest 
volume of advertising, however, aims at 
conviction only, the establishment of a 
favorable frame of mind, so that when 
the demand and the supply source come 
together, the sale results. This calls for a 
selling operation, a finalization of the 
process, as it were, based on making the 
goods available and easy to secure, with 
or without the aid of personal salesmen. 

Advertising prepares the ground. It 
informs the consumer, convinces him or 
her that the product or service involved 
coincides with (fits with, meshes with) 
the product or service desirability image 
already existing in the mind we are 
reaching for. 


The Product Image 

This situation is true of the majority of 
products and services we use, and of 
general ideas, which we may entertain. 
For almost everything there is in our 
minds a picture, an image, concerning 
which we subconsciously feel: “This is 
what it should be.” 

My ideal automobile, for example, gets 
off faster than the car beside me, is 
comfortable to sit in and drive, looks 
modern and up-to-date, does me credit 
and reflects my success. Similar ideal 
images exist in my mind for practically 
every product or service which advertis- 
ing talks to me about. You might almost 
say, “My mind is made up in advance. 
Let’s see you change it.” 

Well, advertising will not be so tactless 
as to run counter to or attack my pre- 
conceptions. Rather, it will be thoroughly 
aware of them, and will seek my accept- 
ance by moving along my individual lines 
of least resistance, perhaps with just the 
slightest deflection. This will be to call 
my attention to one product or service 
rather than another within this area of 
my liking. 

In the case of new products or services, 


Advertising Age, June 8, 1959 


Evolution of Prize-Winning Poster 
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HOW IT WAS DONE—At the outdoor awards meeting at which a Drake cookie poster was 
given honors, Jack M. Anthony, associate art director of Young & Rubicam, showed the 
evolution of the poster in five stages. From upper left to bottom, they go like this: “The 
immediate criticism of the first rough is that the picture is too small and the copy line 
too long”... “We eliminate the ‘but’ and ‘away’ to get the idea across better and faster 
with copy on three lines. Now we achieve more impact in the picture and copy line, but 
the boy looks too tough” ...“So we rough in a more refined youngster (lower left)— 


not a sissy—but one who'd fight for a principle” .. 
.. “Here (at bottom) is the final poster with 


cookie we further improve the poster” . 


. “And with the addition of a sugar 


the finished art and lettering. Artist Jack Welch did the painting.” 


there are no such preconceptions to deal 
with. There are, however, relevant feel- 
ings and likes and dislikes belonging to 
previous products or services akin to this 
new one we are talking about. These 
generic attitudes and prejudices (how do 
I like to be amused, for example, how do I 
prefer to be fed) will be brought to bear 
by the mind as it considers the new 
offering. 


When a Product Image Changes 

The classic example of a changing 
product image, which may well mean ruin 
to an entire industry, is the cigaret. 


Original Product Image: The cigaret, 
something I enjoy and which relaxes me; 
a companion of good fellowship; a pleas- 
ant and (if I smoke in moderation) harm- 
less habit. Image modified only slightly 
with individual brand preference. 


Development: Wide publicity given to the 
correlation between cigaret smoking and 
lung cancer. 


Changed Image: The original as above, 
plus the fear that smoking may do me 
definite harm. 


Sales Strategy Employed: “All right,” 
says the industry, “we'll give you all the 
pleasure you had before, but we will take 
the fear out of it. Here’s a cigaret with 
a filter to remove a large part of the 
harmful tars and nicotine which are 
blamed.” 


Result: After a temporary dip, the public 
now smokes more than ever, the newly 
developed and different product image 
having been met by a change in the prod- 
uct itself. 


= In the early days of advertising and 
selling, the cigaret manufacturers might 
well have made the mistake of trying to 
combat the fear of cancer from smoking, 
by spending large amounts of money on 
an educational campaign combating the 
fear, proving there was nothing to it, 
claiming that the whole hullabaloo was 
the work of the anti-smoking league, and 
so on. Modern merchandising is too smart 
to take on any job so hopeless. “When 
you can’t lick ’em, jine ’em,” says shrewd 
American thinking. That was what cigar- 
ets did when they introduced filters. It 
saved their bacon, + 


Looking at Radio and Television... 


Radio—a No-Commission Medium? 


By the Eye and Ear Man 

There is a growing concern on the part 
of time buyers over the irregular prac- 
tices in radio that involve a local vs. a 
national rate. 

Most buyers of spot radio follow an 
orderly business procedure and buy their 
schedules through a station representa- 
tive in the New York or Chicago areas. 
The agency buyers know their business 
and are tough but fair. 

Suddenly they find that stations are of- 
fering low rates—far out of proportion to 
the national rates—to regional and local 
representatives of large national adver- 


tisers. Naturally this makes the agency 
buyer, following an orderly procedure 
that is traditional and business-like, look 
as if he is doing a poor job for the ad- 
vertiser. The complaint: what kind of 
agency is it that can buy radio at the 
lowest price? 


s The end result is to drive the buying 
function of spot radio out of the hands of 
the reps and into the jurisdiction of lo- 
cal managers or distributors of national 
brands. The end result may prove to be 
a Pyrrhic victory for the stations that in- 
dulge in this economic roulette. 
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If a quiz-master asked us how many bouillon cubes there are in a bull we wouldn’t 


know, but we could answer any questions on fine photoengravings 


Collins, Miller & Hutchings, Inc. 


333 WEST LAKE STREET, CHICAGO 6 ‘ 
America’s finest photoengravers for 


letterpress and gravure 
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For every sale the cut rate station 
makes it can count on the loss of other 
customers from the agency and the sta- 
tion rep. The most powerful representa- 
tives are doing everything they can to 
keep national customers from masquerad- 
ing as local advertisers. 


® The advertiser usually finds that there 
is no such thing as a bargain. A station 
that will indulge in such questionable 
business practices as cut rate deals will 
be likely to cheat on such essential things 
as delivering as many spots or time seg- 
ments as contracted for. 

The by-passing of the agency may lead 
to an immediate sale and advertisers may 
think they have effected a major econo- 
my by saving 10% representative and 
15% agency commission but they are also 
eliminating 25% of good servicing and 
judgment in the policing and placing of 
spots. This is a false economy by any 
standard. 


s Woe betide the radio stations as a whole 
when an agency makes an over-all media 
recommendation to the advertiser if radio 
is known as the “no-commission” medi- 
um. How long does a modern day radio 
manager think radio will stay on any list 
if this deplorable situation prevails? The 
first and easiest cut from any media list 
is radio. No one will miss it or ask where 
radio is. 

The cut-rate, wheel and deal radio op- 


Learning from the Retail Ads... 


erator is a threat to the entire industry 
and requires immediate disciplining. The 
broadcasters need to cut the cancer from 
their ranks before the practice gets com- 
pletely out of hand. 

By all means, devise methods of revis- 
ing rates or making attractive “pack- 
ages” available to all advertisers. This 
critique of practices is not an appeal to 
keep prices up but merely an appeal to 
stick to good business practices and avoid 
making a new rate for each new situa- 
tion and a new price that favors a new 
customer and penalizes the old. 


® Radio stations are forced to sell more 
aggressively on a local level in order to 
survive. It is inevitable that certain ad- 
justments must take place that vary 
somewhat from the national card rate. It 
is only the gigantic differentials that 
bother the buyers. These stations will 
shortly find that they have assumed a 
large overhead locally to handle direct 
accounts at prices that will ultimately 
prove unprofitable. In the meantime, they 
may have turned their backs on healthy, 
established rates where after the deduc- 
tions for agency and rep commissions 
they still netted more than on fly-by- 
night local dealing. 

It is essential at a critical time like 
this to hold the line on prices and to 
conduct the business like a long range 
continuing business rather than a flea 
market shady operation. # 


The ‘Picky-Pecky Many Flea Bites’ Ad 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


One of the most inefficient and irra- 
tional operations in commerce or industry, 
is the typical department store’s advertis- 
ing operation. There are, of course, ex- 
ceptions in some stores. 

This is a reproduction of an actual 
proof from a very great and dominant 
store in its area. I am sure it is worse 
than many proofs. I am equally sure that 
almost any newspaper could show me 
proofs as bad. 

There is no other store function in 
which would be tolerated the ridiculously 
wasteful and expensive “second guessing” 
evidenced here. 

This is not all the fault of advertising 
people. Much of the responsibility is with 
the merchandise people. 


s Here, it should have been easy the first 
time to put “radios, television,” over a 
listing instead of “radios, tv.” We find 
“Caliente sweaters” replacing “women’s 


they were Caliente 
sweaters when the type was first set. 


sweaters.” Surely 


“Genuine nylon comforts” is being 
changed to “Dacron nylon comforts,” 
which is probably wrong, and the next 
proof will see another change. 

Many additions here are floor lines— 
department locations. Why doesn’t policy 
call for them at the first setting? 

“Girdles” is being changed to “light 
girdles.” “Pillows” is being changed to 
“soft pillows.” ‘Washable, colorfast’” is 
being added in the copy on “cotton 
prints.” After the buyer rendered the 
original copy, did they become “washable; 
colorfast?” ‘Men’s_ shirts” is being 
changed to “men’s dress shirts.” All this 
sort of thing is juvenile—like children 
toying with blocks, this way and that. 

But actually, the cost of moving lead in 
a locked up form, in a metropolitan com- 
posing room, is one of the most expensive 
things business people can indulge in, if 


ee 
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The COPVWWRITER'S Art Course wy ‘Pee. 


Here’s how: 


1. Measure the width of the copy 
block with a pica ruler. Count the 
number of lines of space you are to 
fill. 


2. Use these figures as an average 
character count per pica, 

8 pt: 3.2 characters per pica 

10 pt: 2.8 ” " 

12 pt: 2.3 - sa " 
3. Now multiply the average charac- 
ter count per pica by width in picas, 
using the specified point size. Meas- 


3 steps to easy copy casting 


Problem: Write copy to fill the above areas 


(Thank you, Jack Schuller, art director, Camp- 
bell-Ewald Co., Chicago, for this suggestion.) 


ure margins with character count rule 
on your typewriter. Number of lines 
you type inside these margins should 
be the same as required in layout 
space. 


Example: In A, above, six lines of 10 
pt. are called for. The width is 13 
picas. Multiply 2.8 characters per 
pica by 13 picas—36.4 characters per 
line, six lines. 


This procedure will save you and 
your co-worker artists time and 
trouble. It is exact enough to require 
a minimum of easy-to-make changes. 


it is done needlessly. 

Why does it happen? Because stores 
don’t understand advertising very well. 
This is literally true. 


s When stores don’t understand advertis- 
ing well—from top executives down, 
everyone has his own moonstruck ideas 
about it. And since each person’s ideas 
are based on no sound standards or body 
of truth, they vary from day to day. Let 
enough people with enough varying and 
disparate ideas get into the act of influ- 
encing advertising, and you get juvenile 
creation and production—like this. 

This kind of child’s play in the expen- 
sive areas of composition makes rates 
higher than they need be. It makes store 
payroll higher than it should be. It di- 
minishes pride and lowers morale. It 
vitiates sanity in management. It perverts 
talent. It uses valuable time foolishly. It 
wastes selling opportunity. 


= Some years ago I used to train store 
advertising departments. One day I 
awakened. A noted store head said to me 
at a social gathering: “Would you train 
our advertising people to do a better 
selling job? I hear that’s your specialty.” 

I said very politely: “No sir. I wouldn’t 
be interested at all. Not unless I could 


train you first, and teach you a few sim- 
ple basic facts of life about advertising 
and selling. And then your buyers. Then, 
if we show the advertising people how to 
sell professionally it will do some good, 
and they will be permitted to use what 
they know.” I find the same thing true in 
advertising agencies. If account executives 
don’t really understand advertising and 
what makes it work, and of course, many 
of them don’t, it doesn’t do much good to 
have creative people know and attempt 
to use what research proves. 


# When everyone in a store who can 
influence advertising knows what an ad 
ought to do and what principles it should 
follow in order to do it, the copy is likely 
to be almost exactly “right” before it is 
ever set. Then there is little likelihood of 
unimportant and vapid changes. 

Anyway, from that day to this, I have 
always started with top management and 
wound up with advertising people. The 
proof shown here is good testimony to the 
necessity of beginning with management. 
Only with management’s push behind it, 
can this sort of ridiculous, but common, 
waste be eliminated by storewide under- 
standing of the advertising function and 
its great unrealized potentials for profit 
making. # 
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LIFE 


households 


buy MORE 
|} AUTOMATIC 
WASHERS 


than the top 
two brands sell 


Even the two biggest manufacturers don’t sell enough automatic wash- 
ers in a year to supply LIFE-reading households. 


The 15,300,000 U.S. households that read an average issue of 
LIFE account for 42 cents out of every dollar spent on automatic wash- 
ers. And over the course of six issues, this spending power builds to 
74 cents out of every dollar spent on automatic washers. 


It takes a big market of alert, enthusiastic, vital readers—eager to 
try whatever is new or better—to create a demand like this one. Yet, 
it is going to be even bigger in the booming Market of the 1960’s. And 
so will be your opportunity for selling. 


For growth is a fact of LIFE, too. In the last quarter of this 
year, LIFE’s bonus to advertisers will be 400,000 over its present rate 
base of 6,000,000 copies a week. And next year—when automatic wash- 
ers, soft drinks, cigarettes and so many other products will be selling at 
all-time highs—LIFE’s circulation base will be at an all-time high, also 
—6,500,000 copies a week. 


BIGNESS 
IS A FACT OF 
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From an Art Director's Viewpoint... 


The New ‘Togetherness’ 


By Andy Armstrong 

Many publications, rigging new bait 
for advertisers, have come up with crazy 
space offerings—such as two facing out- 
side half-pages; the “bargain basement 
spread,” two pages wide and half a page 
high; the “jig-saw 
spread,” zigging on one 
page and zagging on 
the other; the three- 
quarter spread, slop- 
ping timidly across the 


gutter; the horizontal 
half-page, and other 
novelties. 


The space salesman 
says you will dominate 
the page or spread and 
get a page or spread effect, yet save a lot 
of money. 

Such shenanigans work out pretty well 
when the remaining space you did not 
buy but expect to dominate is filled with 
gray editorial text, as in word-story 
magazines. Your ad meets little competi- 
tion from columns of unbroken type. And 
as everybody knows, or is about to, you 
might sometimes even pick up a bonus of 
more or less literate readers if you happen 
to share a page with part of a story by 
some big writer like Clarence Buddington 
Kelland or Eric Dullbugle. 

But when you buy odd-ball space in a 


Andy Armstrong 
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AUTO-LITE fiw Tip 


pictures of automobiles get a different 
kind of rub-off, for there is another au- 
tomobile upstairs—the editor’s automobile 
—far more dramatic than the advertis- 
er’s. People are trying to get out of it at 
the bottom of a river. 


s Now this editorial bedfellow may cause 
Auto-Lite some trouble on two counts. 


picture magazine the editorial artwork 
has a way of climbing right into bed with 
your own, If you are not smothered en- 
tirely, you are at least subject to one of 
two rub-offs—one pleasant, the other not, 
depending upon what the publisher did 
with the rest of the space. 


= Wrigley gets a pleasant rub-off, down- 
stairs from the editor’s picture of gals in 
bikinis. Eye-filling for the gents and 
fashion-newsworthy for the ladies—and 
fun, fun for everyone. Wrigley’s gum, a 
fun product, profits greatly. 

Auto-Lite’s sparkplug does less well. Its 


mon Always! 
‘” WRIGLEYS gxzzzzmm> Chewing Gum 


Delicious and good - 

Wrigley's Spearmint Gum gives you 
real chewing satisfaction. 

The lively chewing helps you 

keep alert and the fresh. long-lasting 
flavor tastes good at any time. 

That's tg oe reason 

more people buy W: Spearmint 
than any other bra Wastes gam. 


Number one, the escape bit is continued 
to the following page: you want to hurry 
on to see if those people come out all 
right. Number two, even if you can re- 
strain your curiosity and pause, at that 
moment, for a word from Auto-Lite, your 
subliminal feelings will not be very 
cheery, nor your mood receptive to com- 
paratively minor problems like fouled 
sparkplugs. 

Moral: when the man asks you to sign 
for that bargain space, ask him what goes 
into the other half. Like if you are selling 
meat balls, watch out he does not plan 
to feature a dead horse. # 


What They Were Saying 25 Years Ago... 


President Franklin D. Roosevelt in a 
message to the annual convention of the 
Advertising Federation of America (AA, 
June 23, 1934): 

“In spreading the doctrine of the nec- 
essity of advertising, which your profes- 
sion has so thoroughly sold the American 
public, you can help also to establish in 
the minds of people the importance of 
advertising the functions and operations 
of the various branches of government. 
If ever one thing needed advertising 


publicity, it is government—national, 
state, county and city . .. There are few 
groups which can accept and fulfill the 
responsibility of properly educating the 
public as well as the advertising frater- 
nity.” 


Bruce Barton, chairman of the board of 
Batten, Barton, Durstine & Osborn, ad- 
dressing 2,500 college graduates at a 
“choosing-a-career” conference in New- 
ark, N. J. (AA, June 30, 1934): 


“Generally speaking, we would rather 
employ a young man or woman who has 
been a first class reporter, or has worked 
two or three years in selling goods, than 
a boy or girl who has spent the same time 
in [classroom work in] writing advertise- 
ments or learning the specialized vocabu- 
lary of our business. 


Salesense in Advertising ... 


Advertising Age, June 8, 1959 


“All businesses are simple. Their tech- 
nique and language can be acquired in 
a reasonably short time. But knowledge 
of people and how to influence them; 
judgment, initiative, ingenuity and re- 
sourcefulness, and the capacity to stand 
the gaff are rare qualities and corre- 
spondingly valuable.” + 


Don't Underrate Frequency of Insertion 


By James D. Woolf 
Creative Consultant 

Before me is a letter from an advertiser 
asking me when and in what circum- 
stances large and dominant space is in- 
dicated. “The trend today,” he writes, 
“seems to be very much in the di- 
rection of big space— 
full pages, bleed pages, 
double-page spreads, 
and single and double 
gatefolds. My appropri- 
ation is only $200,000, 
and I am wondering 
whether to shoot the 
works in a few large 
units of space, or to 
schedule small units 
and thus have greater 
frequency of insertion.” 

There is no pat answer as to when and 
under what circumstances dominant space 
is indicated. But, as a general rule, I be- 
lieve it is not indicated when it means a 
complete sacrifice of frequency of inser- 
tion, especially when the product is one 
that is bought day in and day out by near- 
ly everybody. 

Frequency of insertion—continuous, un- 
remitting—is one of the great cardinal 
rules of successful advertising. I agree 
with Merrill DeVoe in “Effective Adver- 
tising Copy’—The Macmillan Co.—when 
he says, “Few advertisers have explored 
all the angles of the problem of ‘continui- 
ty.” Much of the value of advertising is 
lost unless plans are made to achieve a 
continuity of psychological impression in 
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Dirtiest Ovens 
Sparkle 
Like New 


this quick BASY-OFF way 
End oven-cleaning drudgery: 
No more seraping and scour 
ing. gasy-orr Oven yon 
cuts black, encrusted er 
ike magic. Simply apply 


the minds of the advertiser’s prospects. 
To have an accumulating awareness, 
knowledge, or understanding of the prod- 
uct or proposition, they must see the ad- 
vertiser’s message frequently and they 
must be able to connect up in their minds 
the parts of the message that they see 
over a period of time.” 


® Let no man despair whose limited ap- 
propriation permits only small units of 
space. With considerable frequency of in- 
sertion it is entirely possible for him to 
achieve very substantial consumer aware- 
ness of his product. Shown here are ads 
of several products that have done very 
well with consistent continuity of inser- 
tion. 

Psychologists Lucas and Britt, “Adver- 
tising Psychology and Research,” by Dar- 
rell Blaine Lucas, Ph.D., and Steuart 
Henderson Britt, Ph.D. (McGraw-Hill), 
in reporting the results of many experi- 
ments on memory, say this: “Repetition 
reinforces and strengthens the impressions 
made on the audience. Each time an idea 
is repeated, the impression becomes 
stronger. Each time an impression is re- 
established, it tends to last longer.” 

Lucas and Britt also emphasize the 
importance of what they call recency. The 
more recent the advertising impact, studies 
show, the more likely it is that the brand 
will be remembered at the point of sale. 
Scientific investigation proves that 25 


out of every 100 people forget impressions 
within a single day, and that over half 
forget within 48 hours! + 
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THE CHICAGO AMERICAN 


‘CHICAGO OWNED ® CHICAGO EDITED ® CHICAGO DEDICATED 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE INC, 


of many talents 


master - 


Chicago American columnist . . . an urbane gentleman of 
wide interests and enormous vitality . . . distinguished by a 
capacity for clear thinking and incisive writing on a 
spectrum of subjects ranging from Ozark coon hunts to the 
conduct of America’s foreign policy abroad. 


George Murray joined the staff of a predecessor to The 
Chicago American, as a cub reporter, at age 23... in the 
depression year of 1933. Away during war and postwar 
years, he returned half a decade ago with the thrice-weekly 
column which has since become a reading habit in 500,000 
Chicago homes. 


George Murray is first and foremost a reporter... buta 
reporter with a viewpoint. His philosophy (the inevitable 
triumph of the individual in conflict with mass-man) is a 
rich tapestry woven of such diverse threads as: 


a dogged walk of 2,000 miles from St. Louis to the briefly 
booming gold fields of Nevada... only such an Herculean 
effort could give him back the use of a limb seemingly, at 17, 
crippled for life; a muleback exploration of uncharted Central 
American jungles in a successful search .. . documented 

by stories and photos... for a Mayan tribe, “lost” since the 
time of the Conquistadores; a five-year tour of duty as a 
diplomat representing the U. S. government “vis a vis” 

the Soviet Red Army in occupied Austria. 


George Murray considers himself a lifelong, dedicated 
newspaperman ... seeing his other works as temporary | 
interruptions of this profession. Among such interruptions 
he lists his work as author, biographer and playwright, 

(the brothers Shubert produced two of his comedies on 
Broadway); historian, (multi-volumed history of the U. S. 
military occupation of Austria won him a military citation 
and is part of the library of the National War College) ; and 
rancher, (500 acre horse and Hereford spread in his 

native Missouri Ozarks). 


George Murray’s lust for life in all its facets . . . expressed 
also in skiing, sailing, shooting and sports car driving. . . is 
the vital force which shines through his every column, 
making this one of the most widely read features on the 
Chicago scene. This is a man who is constantly “doing”. . . 
sometimes in a homberg, often in shirt sleeves. This is 
George Murray of The Chicago American. 
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Rundell Joins Texas Consumer 

Dan Rundell has been elected 
vp in charge of advertising an 
public relations of Texas Consum- 
er Finance Corp. Mr. Rundell wa: 
formerly, an account executive for 
Evans & Associates, Fort Worth 
agency. 


ness. If you make any effort to 
itime creative people—force them 
to work within certain time limits 


‘Frohlich Likes Its IBM Setup for Controlling 
Agency Costs, Figuring Client Profitability ° vor you creativity. I've got 


New York, June 2—Automation | and projects. no desire to inhibit creative peo- 
and advertising, a combination Today he is furnished monthly| ple or inhibit creative activities. 
generally considered as insoluble | time and cost reports worked out 
as oil and water, can be as happy a|via punch cards and complicated|# “You have to permit a great 


blend for admen as—say—gin and \IBM data processing machines. | 
vermouth. Briefly, these reports cover (1) | 

At least that’s the conclusion | client profitability, (2) a break-| 
you get from talking with L. W.' down of expenses by client, job, 
(Bill) Frohlich, a slim, suave department and employe, (3) | 
European, head of L. W. Frohlich | agency costs by client and depart- 
& Co., an agency billing about $15,-| ment and (4) reports indicating 
| 000,000. department efficiency. 

Mr. Frohlich, like most agency 
presidents, is concerned with ris-| = While the idea of punch cards 
ing costs and falling profits com-| and IBM “mechanical _ brains” 
mon in agency operations today.) might evoke images of an Orwelli- 
So nearly a year ago, in August,|/an “Big Brother” or the ghost of 
he decided to do something about) Frederick Taylor prowling in and 
it. He hired Service Bureau Corp.,| out of agency cubicles, Mr. Froh- 
a subsidiary of International Busi- | lich believes the time-cost system 
ness Machines Corp., to keep tabs|has actually given a boost to cre- 
on how much time and money his| ative efforts in his shop. 
agency spent on various clients) “For years the agency business 


has been faced with problems of 


SWER AMERICA 


ANSWERS YOUR TELEPHONE 
24 HOURS EVERY DAY 


Offices everywhere — Act as branch offic 
— Receive Mail—Accept pho 
orders — For information look 
ANSWER AMERICA in the 
WHITE SECTION of your tel@e — 
oe ) Phone directory or call 
formation or write 


ANSWER AMERICA, INC. 
55 Last Washington Street, Chicago 2, Ill, 


cost accounting, better ways to 
measure performance. I’m not an 
accountant, and I don’t think the 
agency business can be run by 
accountants—although some 
[agencies] are,” he said. 

“In a manufacturing business, 
|for example, you start with raw 
materials. Each step can be meas- 
ured, and costs can be checked— 
production, distribution and all 
that. The manufacturer can check 
|the performance of the worker by 
| what is produced,” he said. 
| 


“Where Mid-America 
Lives and Buys...” 
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METROPOLITAN 
MARKET! 

*COMBINED METROPOLITAN AREAS, SPRINGFIELD-DECATUR-CHAMPAIGN- 

URBANA, SERVED GRADE “A’’ TV ONLY BY WICS AND WCHU. NBC-TV 

AVAILABILITIES: YOUNG TELEVISION. 


NOW 
AMERICA'S 


| . 
|@ “Not so with the creative busi- 


To sell the music minded — 


reserve 
space 


...in the all-new, all encompassing 
music magazine that tells and sells 
your prospects ! 


America’s ever-increasing standard of living and 

education has brought with it a greater-than-ever 
interest in music of all kinds. MUSIC LIFE has 
been specifically planned and created to cover the 
interests and desires of this vast, new music-minded 
market. 


Through a distinguished group of authoritative editors 

and writers, MUSIC LIFE will cover every field of music 
musical theatre, movie musicals, festivals, television and 

radio, operas, symphonies and bands, choral and accordion, 

hi-fi and stereo, and even on-the-scene coverage of music in 

Europe. Warm, human pictures, stories and articles will make 

MUSIC LIFE a favored medium. 

Each month MUSIC LIFE will be a welcome guest in the homes 

of America’s music-minded—conductors and members of sympho- 

nies, choruses, bands and chamber players; accomplished artists 

and musical hobbyists; teachers and students; patrons and stereo- 

stay-at-homes; in fact every one with any kind of interest in the 

exciting world of music. 

‘To reach at the very heart of America’s qua/ity, music-minded market, 

make certain that your products are featured in MUSIC LIFE, the 

sparkling, all-new music monthly that tells and sells your prospects! 


Represented hy — 


TYLER SANGSTON COMPANY HARLEY L. WARD, INC JESS M LAUGHLIN COMPANY JESS M. LAUGHLIN COMPANY 


442 Madiwon Avenue 160 North Michigan Avenue 465 California Street $142 Wilshire Blvd 
New York 17, N.Y Chicago 1, Hlinois San Francisco 4, Calitorma Los Angeles 5, Calitorma 
MUrray Hill 2.1455 CE 6.6269 ENbrook 2.4050 DUnkirk 3.7697 


deal of freedom. You have to cre- 
ate an atmosphere, surroundings 
for creative activity,” he said. 
“What influences creativity? Well, 
there’s weather—have you ever 
seen mental patients just before 
an electrical storm? And when 
you’re turned down by a country 
club, when you have a fight with 
your wife, all these things have 
direct bearing on creative people. 

“But how do you keep track of 
creative performance? If a crea- 
tive man comes in and says, ‘I did 
nothing today,’ a good creative 
company should accept this,” he 
said. 


s “Now, you send a man on a two- 
week training course, you have 
people spend days, even weeks in 
preparation and on library work. 
All of these things lead to tre- 
mendous amounts of ‘wastes,’ and 
I mean that word in quotes. 

“Now take clients, many of 
whom have an ‘image’ of ad agen- 
cies that adds up to high earnings, 
fancy business and a lot of pre- 
tense. 


a “With our system—and please 
make it clear that we have not 
turned our agency into a branch 
office of IBM—we combine free- 
dom with factual knowledge— 
freedom for creativity, and knowl- 
edge about our performance. 

“With this system, we are able 
to be very factual on the time we 
put into every account. We are 
able to say to the client, ‘We have 
put in a great deal of time on your 
work.’ And we can say this with- 
out having to scramble around for 
proof. 

“Also, we know how much time 
we don’t put into an account, and 
that is important, too. And while 
we did not start this system to 
prove to ourselves how profitable 
our business is, we can also deter- 
mine whether or not an account 
or a job is profitable, or whether 
we’re losing money on it. 


= “Then there is the question of 
charges. Once an agency moves 
beyond the $1,000,000 mark, it has 
to develop a system for charges. 
This is always a touchy area; there 
is always the human element. 

“With our system, we have ac- 
curate information on our busi- 
ness in terms of accurate prepara- 
tory, creative and production time. 
We can evaluate our services and 
the various work of our people and 
develop an honest way to charge 
the client,” he said. 


@ The mechanics of the Frohlich 
system are comparable to a log, or 
daily time record. A copywriter, 
for instance, submits a weekly re- 
port to his department head, show- 
ing hours spent on various as- 
signed and unassigned projects. 

These reports are turned over to 
Service Bureau Corp., which in 
turn flashes them through a punch 
card and computer system and 
returns them to the agency. 

A similar system is now being 
used by Ogilvy, Benson & Mather, 
which signed up with SBC in 
March. 

And, according to Mr. Frohlich, 
there have been no “revolutions” 
at his shop since the system was 
started. 

“Nobody has been discharged 
because of this system,” he said. 
“We have used it wisely and have 
tried to superimpose the human 
element on those IBM machines.” 


@ More than 80 agencies are ex- 
pected to attend a seminar June 4 
to hear details of Service Bureau 
Corp.’s time-cost control system 
for agencies, + 


Advertising Age, June 8, 1959 


Thailand Ban on 


Chinese Wares 
Opens Market 


Japan Goods Seen with 
Edge, but There’s Room 
for High Quality Items 


BANGKOK, June 2—Big 
changes are taking place in 
marketing and merchandising 
in Thailand, with emphasis 
shifting from the old system of 
trade and barter to modern, 
streamlined methods. 

“Tea money,” better known 
to westerners as the kickback, 
is no longer the honored prac- 
tice it has been for centuries. 
Slowly, but surely, it is dying. 

John Loder, assistant man- 
ager of the Grant Advertising 
office here, says that there is 
increased activity among all the 
agency’s clients, reflecting the 
optimism of recent months as 
new prime minister, Field Mar- 
shal Sarit Thanarat, got the 
government going again with a 
new constitution, and declared 
his policy on foreign invest- 
ment. 

The government has been ac- 
tively encouraging the setting 
up of factories here, especially 
for such essentials as drugs and 
pharmaceuticals. 


@ One new product, already re- 
flecting this trend, is Lever’s 
Omo detergent, with a special 
new formula designed for this 
country, where the only time 
you get running hot water is in 
the afternoon when the sun has 
done its work. 

The new Omo, which is being 
vigorously promoted, is for cold 
water washing, but it will face 
tough competition from Tide, 
Fab and Super Suds, all of 
which are popular with Thais, 
who respond to modern prod- 
ucts and are rapidly becoming 
brand conscious. 

There is also the trade vacu- 
um caused by the ban on all 
goods from Red China. 

It is expected that Japanese 
goods, for the most part, will 
take the place of the Chinese 
products. Nevertheless there is 
still plenty of room, especially 
for quality products. 


# Grant has acquired the ac- 
count of Omega watches, and a 
big campaign is using all avail- 
able media—newspapers, mag- 
azines, radio and tv. 

That Omega thinks it’s worth- 
while to push its watches here, 
where street after downtown 
street has shops full of low- 
price Japanese and German 
clocks and watches, is signifi- 
cant. 

The government’s program to 
raise the standard of living, and 
especially to give people a high- 
er cash income, is taken seri- 
ously by this marketer. 

Grant, like Cathay Advertis- 
ing, the only other big agency 
here, has expanded both the 
Thai and western portions of 
its staff, reflecting the boom in 
advertising. 

The Bangkok World, an Eng- 
lish-language newspaper edited 
by an American, Darrell Ber- 
rigan, has changed over from 
handset to Monotype. In fact, 
handsetting, the regular system 
here, is disappearing as media, 
benefiting by the higher stand- 
ards prevailing, are buying 
typesetting machines. 


= More and more people, says 
Mr. Loder, are accepting the 
system of agency discounts, at 
last understanding the principle 
behind the system. # 
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Look to General Outd 


REPRODUCTION 


oor for Hi-Fidelity 


Sara fee 


CINNAMON NuT | 
COFFEE CAKE 


For instance, this Sara Lee outdoor display, another 
GOA innovation, took months of painstaking work 


in GOA’s giant studio. Being a food product, the 


illustration had to be realistic — look good enough to 
eat. With astonishing craftsmanship and imagina-+ 
tion, a giant transparency was created—all the 


General Outdoor’s creative experts 


are leaders in the exacting art of faithful reproduction. 


painting being done on the reverse side of a huge 
pane of plate glass. At night, back lighting gives the 
illustration visual impact through an extra dimen- 
sion and a high degree of visibility. This display is 
just one example of the kind of work available in 
General Outdoor plants. 
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Erich Leps 

Born in Tallinn, Esto 
nia. Studied at the 
School of Applied Art, 
the Pallas Academy of 
Fine Arts. His pictures 
have been seen in ex 
hibitions, reprinted in 
art magazines, and pur 
chased for both private 
collections and art mu 
seums. Mr. Leps came 
to the United States and 
was self-employed as a 
portrait painter and art 
teacher. Mr. Leps has 
been with GOA for 
three years. 


John Svaniga 

Born in Buehlovice, 
Czechoslovakia. In Vi 
enna he studied scenic 
painting. interior deco 
rating. portrait paint 
ing and church mural 
painting. In 1913, Mr 
Svaniga came to Chi 
cago and for 10 years 
was a GOA pictorial 
painter. Leaving GOA, 
he became a free-lance 
commercial artist do 
ing water colors for 
lithography. In 1954, he 
again joined GOA to be 
come a pictorial painter 
for the cutout rotary 


Joseph Tomanek 
Born in Straznice, 
Czechoslovakia. At the 
age of 22. he moved to 
Chicago and studied at 
the Art Institute, spend 
ing a year in Europe on 
a traveling scholarship 
from the Art Institute 
Returning to Chicago, 
he joined the Thomas 
Cusack Company as a 
pictorial painter. Leav 
ing Cusack, he spent 25 
years painting large 
church murals. In 1953, 
he joined GOA 


Luigi Sampieri 

Born in Comis, Sicily 
His father was an artist 
and interior decorator 
In this environment, 
Luigi developed a pro 
ficiency as an interior 
decorator. scenic paint 
er and portrait painter 
He has held a number 
of exhibitions of his 
work both in landscape 
and portrait. He joined 
the Vepaco Outdoor 
Company in Caracas, 
Venezuela, as a pic 
torial painter before 
coming to Chicago and 
joining the pictorial 
group of GOA. 


Sergio Delgado 
Born in Monterrey, 
Mexico. Mr. Delgado 
studied at the St. Car 
los Academy of Fine 
Arts in Mexico City. He 
entered the commercial 
field of art, painting dis 
plays for motion pic 
ture theatres — mainly 
Metro and 20th Century 
Fox-—using the air 
brush technique. Later, 
he moved to GOA Chi 
cago and entered the 
school for pictorial 
painters. His work is 
known for its “spirit,” 
and pure, fresh color 


How General Outdoor Makes Selling a Fine Art 


GOA, knowing the importance of faithful reproduction in handling illustrations 
—especially food illustrations—imports European-trained mural and fresco artists. 
Under these old masters, trainees work to develop new ways of dramatizing prod- 
uct presentation—employing new materials and fresh applications of the old. 


515 South Loomis Street, Chicago 7, Illinois 


“al 
a 

David Friedman 

Born in Mahrisch 
Ostrau, Austria. Mr 
Friedman studied at 
the Academy of Fine 
Arts, Berlin. He has had 
many exhibitions of his 
work and has painted 
portraits of many fa 
mous people. In 1947, 
he moved to Israel and 
became a pictorial 
painter in a sign shop 
there. Later he came to 
GOA Chicago and en 
tered the training 
school for pictorial 
painters. He is now 
with GOA in St. Louis 


Covers 1700 Leading Cities and Towns 
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WORKING COWBOY—Levi Strauss & Co., San Francisco, is using a 100 
showing in more than 200 markets in the Midwest and West this 
summer with this poster emphasizing the work value of its overalls. 
Honig-Cooper, Harrington & Miner, San Francisco, is the agency. 


North Carolina Kills 
Bill to Extend Ban 
on Liquor Advertising 


Nelson Joins Arthur Mogge 

_ Jack Nelson has been appointed 
creative director in the Miami of- 
| fice of Arthur R. Mogge Inc. Prior 
| to joining Mogge, Mr. Nelson was | 


Continental 


iu RAPE 


Saint Le 
: SINHA 


RALEIGH, N. C., June 2—A bill to 
extend a state ban on alcoholic 
beverage advertising to television, 
newspapers, magazines and peri- 
odicals was killed in the North 
Carolina legislature May 28. 

The measure, opposed by the 
North Carolina Press Assn. and 
other groups, died when it was 
given an unfavorable report by the 
house judiciary committee. 

It was offered by Reps. Sneed 
High, of Cumberland, and Harry 
Horton, of Chatham, who said 
since the existing law already pro- 
hibits liquor ads on outdoor posters 
and radio they wanted to “equal- 
ize” the situation by banning them 
in all media. 

Opponents to the bill contended 
that since the legislature has le- 
galized liquor it should permit it 
to be advertised, and said if it | 
banned such ads it later might be 
asked to ban advertising of tobac- 
co, cosmetics and other products. 
It also was pointed out that the 
law would have no effect on na- 
tional radio and television pro- 
grams, or on the distribution in the 
state of national publications car- | 
rying liquor ads. + 


a 


MD Napkin Promotion Offers 
Melmac China as Premium 
Pacific Coast Paper Mills’ sales | 
campaign for MD brand napkins is 
offering Melmac dinnerware as a 
premium. Dinnerware with a re- 
tail value of $4.95 is offered for $2 
plus two MD napkin labels. The | 
promotion broke in late May in 
seven cities in-Washington and 
Oregon with 1,000-line two-color 
newspaper ads. Ads will be repeat- 
ed in late June. The promotion for 
MD products, which include facial | 
and toilet tissues, is the heaviest 
so far this year. Miller, Mackay, | 
Hoeck & Hartung is the agency. 


Randall Elected President 

Nelson Randall, advertising| 
manager of Toledo Edison Co., was 
elected president of the Advertis- 
ing Club of Toledo. Other officers 
are Lynn F. Adolph, director of | 
public relations of Blue Cross, Ist | 
vp; and Richard J. Zimmerman, | 
advertising account manager of 
A. P. Parks Corp., 2nd vp. 


Pennway Names Marc — 

Pennway Television Corp., Pitts- | 
burgh, tv service policy and re-| 
pair organization, has appointed | 
Mare & Co., Pittsburgh, to handle 
its advertising. Lando Advertising, | 
Pittsburgh, was the previous agen- 
cy of Pennway, although the com- 
pany has been without an agency 
for some months. 


Zlowe Names Shaffer, Adds 1 | 

Zlowe Co., New York, has ap-| 
pointed Henry Shaffer, formerly 
with Herbert W. Frank Agency, an | 
account supervisor. Zlowe also has | 
been named to handle advertising 
for Formulette Co., New York, 


ment for babies. 


maker of packaged nursing equip- | 
| 


| public relations director of Grant 
Advertising, Miami. 


ORLON 


REG. U.S. PAT. OFF, 


an 
DACRON 


REG, U.S. PAT. OFF, 


are 
trademarks, 


too! 


As his peaked, feathered cap identifies Robin 
Hood, our trademarks identify the unique 
qualities and characteristics of two of our 
modern-living fibers. ‘‘Orlon’’* distinguishes 
our acrylic fiber; ‘‘Dacron’’*, our polyester 
fiber. As we use and protect these trademarks, 
they become more meaningful and valuable 
both to consumers and to the trade. 

For handy folders on proper use of the 
trademarks “Orlon” and “Dacron”, write 
Product Information, Textile Fibers Dept., 
Section AA, E. I. du Pont de Nemours & 
Co. (Inc.), Wilmington 98, Delaware. 


TEXTILE FIBERS DEPARTMENT 


WE6.U. 5. pat. OFF 


BETTER THINGS FOR BETTER LIVING 


*wWhen using these trademarks, always remember to: Distinguish “Orlon” and “Dacron” 


tering, art work, etc. Describe them—Use the phrase “Orlon” acrylic fiber (or “Dacron 
or otherwise designate “Orlon” as Du Pont's registered trademark for its acrylic fiber 


rand “Dacron” as Du Pont's registered trademark for its polyester fibem 


» +» THROUGH CHEMISTRY 


Capitalize, use quotes or Italics, or otherwise distinguish by color, lete 
’ polyester fiber) at least once in any text. Designate them—In a footnote 
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YOUR BULLETINS . . . USING SPANJER QUALITY 
RAISED WOOD LETTERS .. . COMMAND ATTENTION 


Your message in Spanjer raised wood letters “stands out'’ 
. commands the eyes and attention of all who pass! 
Sold only by outstanding sign firms in your area 


SPANJER BROS. 


1160 N. Howe St., Chicago 10, Ill. * Halsey Road, Parsippany, N. J. 


Lerner Shoppelry 


aint 
be 


porFri—Liming up in order to hang their hats in new 
jobs at the Los Angeles office of Donahue & Coe, 
Los Angeles, are Harold Lerner, assistant account 


Huntington 


Advertising Age, June 8, 1959 


Forrester Mitchell 


exec; Dick Shoppelry, copywriter; Robert Hunting- 
ton, merchandising exec; Joseph Forrester and Ed 
Mitchell, art directors. 


it to 
yourself to become 


you owe 


informed about 
Triangle’s 


triangle’s 
new 

rotary 
nian 


"It’s Different” 


New and Unusual 
Rotary Plan! 


learn the details on 
how Triangle can 
produce an 
abundant harvest 


of profits for clients 
in the fertile fields of 
chicagoland’s suburbia 


It will be worth your while to get the whole 
remarkable and fascinating Triangle story. 


Our newly conceived Rotary Plan will intrigue you! 
write - wire- phone for a personal presentation 


“It’s Important” 
To You 


6 


6 


448 NORTH ORLEANS STREET—CHICAGO 10, ILLINOIS— TELEPHONE: SUperior 7-3505 


(Continued from Page 2) 
that a plan might be put together 
for a summer run on “Ellery 
Queen,” “Cimarron City” and re- 
peats of “Suspicion,” all hour 
| shows, if any summer money were 
available. The question of price 
never came up, since there were 


i|no interested clients in the BBDO 


stable. 

Sources at NBC confirm that 
there are program price adjust- 
ments that can be made on some 
unsold summer periods, but the 
amount of saving probably depends 
on such factors as shows bought 
and the size of the budget to be 
spent. NBC executives repeatedly 
have denied that they have plans 
to sell minute participations on any 
of their summer shows. Some af- 
filiates have been fearful of this 
kind of business competition from 
the network; as always they are 
worried about network encroach- 
ment on spot budgets. 


s From the programming point of 
view, summertime looks like a tv 
stepchild. One word—repeats— 
tells most of the story. 

Advertisers buy film series on 
a basis of 39 originals and 13 re- 
runs to save money on talent-pro- 
duction costs and to cut the cost 
per thousand at a time when much 
of their audience gives up tv for 
fresh air and outdoor entertain- 
ment. 

Sometimes sponsors economize 
even further by throwing in a few 
re-runs during the regular season. 
Film repeats also frequently get 
the nod (1) as a cheap and safe 
vacation replacement for a live 
show or (2) as an easy fill-in be- 
tween the end of a deposed regu- 
lar series and the fall start of its 
regular season replacement. 

Ideally, summer should be just 
the time to test far-out program- 
ming ideas and promising fresh 
performers. With less severe rat- 
ing competition, newcomers should 
have a chance to catch on with 
the public and pick up enough fol- 
lowing to hold their own in the 
fall. That is the theory advanced 
by some of tv’s critics. But in re- 
cent years there hasn’t been much 
chance to see if the theory is a 
practical one. Very few advertisers 
try it. 


# It doesn’t take the fingers on 
two hands to count the new shows 
that are booked this summer on 
ithe 80-show nighttime weekly 
'three-network log. To come up 
with about ten, the word new 
|must be treated very loosely. For 
example, the “new” musical vari- 
ety show that fills Perry Como’s 


TV Nets Find Few Summer Sales as 
Advertisers Estivate in Re-runville 


old Saturday spot sounds like the 
Como show without Como. 


s There is one first-time-in-the- 
U.S. bigtime tv entry. Dave King, 
a British comedian, is presiding 
over the Wednesday “Kraft Music 
Hall” (NBC) during June, July 
and August. Mr. Como moves into 
that spot in the fall, but should 
Mr. King become a resounding hit 
before the networks get their time 
periods all locked up for fall, he 
could presumably muscle his way 
into the schedule. 

Besides the hordes of repeats 
and the handful of newcomers, 
there are several hardy perennials 
that try to maintain a steady pace 
in programming and production 
the year around. Among those 
who forego vacations are Ed Sul- 
livan, who will be working for 
Colgate and Kodak in the fall; 
Lawrence Welk, a year ’round 
salesman for Dodge; the U. S. Steel 
dramas and Lorillard’s and Phar- 
maceuticals “Arthur Murray Par- 
ty,”’ which made the regular lineup 
after a long run as a summer sub. 

An Arthur Murray sponsor of 
previous years, 5 Day Deodorant 
Labs, maker of 5 Day deodorant 
pads, is in for its usual warm 
weather campaign. This company 
will co-sponsor ABC’s “Leave It to 
Beaver” starting July 2. 

An occasional special will be 
coming along to enliven warm 
weather tv viewing. This week 
U.S. Brewers Foundation made its 
network tv bow with an hour ice 
spec, “Summer on Ice” (NBC). 
This was followed a day later by 
a Texaco spectacular, starring 
Burl Ives in an hour of music, on 
CBS. AMF Pinspotters, a division 
of American Machine & Foundry 
Co., will present “The Record 
Years,” an hour musical special, 
headlining Dick Clark, June 28 at 
9:30 p.m., EST, on ABC. # 


Adwomen Reelect Miller 

Sunne Miller, of radio station 
WTOD, has been re-elected presi- 
dent of the Women’s Advertising 
Club of Toledo. Other officers are 
Florence Tabbert, Ohio Fuel Gas 
Co., vp; Helen Eidson, WSPD-TV, 
vp; Carol Harris, Tiedtke’s, secre- 
tary; and Thelma Corrello, Toledo 
Blade, treasurer. 


Hansen Named Bank Head 
Kermit Hansen has resigned his 
partnership in Allen & Reynolds, 
Omaha, effective July 1, to become 
assistant vp of the U.S. National 
Bank of Omaha. Charles Neal, 
member of A & R’s creative staff 
since 1953, will take over most of 
Mr. Hansen’s accounts. 
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9 
wont see 


your |'V commercial 


while she’s driving to the store 


_— Mrs. Suburbanite sees your commercial— 
or reads your ad—at home on Monday evening. 
She’s impressed and decides to buy. But she won’t be 
driving to the store that handles your product until 
Friday. Or maybe it’s a week from Friday. 


What are the odds she will remember to make the 
purchase? 


It’s a cinch that your odds will be a lot better if you 
have advertising at work continuously to keep product, 
image and desire at the top of her mind! 


An effective way to do this job is with reflectorized 
highway displays by National Advertising Company. 
Here is supplementary advertising that makes print and 
broadcast media work harder—that bridges the gap be- 
tween the point of persuasion and the point of purchase. 


There are other reasons why reflectorized highway 
displays by National Advertising Company deserve con- 
sideration. Here are some of them. 


A NATION ON WHEELS 
The highway display delivers your message at a key 
time—when the customer is on his way to the store. It is 
a medium that offers you more than 90% coverage of 
your market...with 10 exposures per prospect per month 
on the average. The growth of the suburbs with their 
above-average-income families has literally put the 


6850 South Harlem Avenue 


NATIONAL ADVERTISING COMPANY 


Subsidiary of Minnesota Mining & Manufacturing Company 
Sales and Service Offices in 27 Cities Coast to Coast 


nation’s shoppers on wheels! 

LOW COST PER THOUSAND 
Reflectorized highway displays rank with the lowest on 
cost per thousand exposures. But cost per thousand 
impressions is even more significant, because independent 
research establishes a readership of 42%. 


A SELLING DISPLAY NIGHT AND DAY 
One-third of all highway travel is at night. But the 
message is never blacked out, because National Adver- 
tising Company displays are reflectorized. During day- 
light, the message is carried in full color. At night, car 
headlights bring the displays to life, still in full color, 
illustrations and all. 

ONE CONTACT FOR NATION-WIDE SERVICE 
National Advertising Company is the only organization 
that offers complete highway display service from coast 
to coast. One call does it all. We secure locations...create 
and erect signs...inspect, maintain and repair on a 
regular basis. 

FULL AGENCY COMMISSION 
These highway displays are subject to agency commis- 
sion. 
Get the facts today. Send for the full color, 8-page 
booklet that describes our reflectorized highway dis- 
plays and services for agencies. 
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Bedford Park, Illinois 


DAY ano NIGHT 


Some of the famous names 
that are sold on 
reflectorized displays: 


Marlboro + Pennzoil 
Hartford Insurance 
New York Bell Telephone 
Ralston-Purina « Amoco 
Pittsburgh Paint 
Coca-Cola 
Howard Johnson 
Shell Oil + Alcoa 
State Farm Insurance 


a re: ae a ae ia Fe rege i Gruen a ee ae ote 2 Sh aa rere bar + SE aay a Be tae e. Sales = 
eS Wg gee aa ae eS OFT. By Bt : ae a es tee ci . are ea a ik , : Rane? 
5 sles 5 ull ae _ isdn ie Sn oer E iad s ‘ a aS ee : asad - bt ‘ 2 a cee se t eee Rel 
@ F Oe “ . ‘ 
i 
: } i 
yy , 
mr - 
. a pee a 
: } . gee ras. 
Me Pe eee ae . oe 
= ee ee ee Seg are caine ee 
Beg ag eect, ee ees ca ds 
— Mee ee e 
b Se; allie Mee aces. ES 
i lied ae Pre, ch a eae Foe Be. » 
ee ENR! eR eenewecrc® Mower. re eRe ey! a ra 
= 4 ee eae oS ea eS So ee 
a ae a re cane be et coer Ag eg 
; im i ea i ialielae > Ui veces «ee aie : 
— ee 3 cea <= a; 4 a * ; 
os ‘ ee ul arte Y be age aa 
vase! \ ee, ee be: bey ees i 
mas a ee eo BR ae ae ae Mess 
< q Spice een, = See’ eee er as ~ tees 
‘ ; See ee ae eo : oe ae oak 
2 : Seite, Teena ss renee. em 25," i 
. te ee ae PO ” 
: Bi ae nt at See ‘ 
. ’ Th = f= eae age gaat 2) 
‘ FL epee ere A te <a) eet =a ui 
‘4 eo a Se ee Me 
a > Uy ee 8 
me 
tra F 
: =H By 
+7 ae : 
ii eee nego TS 
: [ DENG ae 8 ES nie ey 
s= @ See , : sie 
: | = ; : 
f 
rg \ - 
ee q 
: pee rt jon pave Saba 5 
On ot ~ Bt at S 
7 Yer ~ - - » a : “i 
a! oy 
a ay 7 eae 
Pi it ~— = sf aaa 
— \ ss Dita ee 
[ a -_ by pa 
: Dal »” sia ae 
| ; 4 eh 
ia 
. | a & 4: uf 
a + Rae’ as 

, J if nit ep a5 

ot \ ee = eo 

os | nee ‘e 

* ’ te m 1 ae 

q Bastyr: ® oe 

s | ee aa 

‘ jee “ ight _ i 

7h: rats Mts ate Vee 
| | ee ‘ * wed : : ? 
' } ve ? " aa ee cs as 

(ote ; a Sa 
Sy | H sey LAVOR « ah x 
be: 4 om BO a: ee 
soe r s ae P oe ie 

5 | - . PACK OR BOX e 

mE | Pie: . 2a a) 

ri 13 ) Pye Go. m . . a4 ; a 

Be erat: i ] fie se 

hn Sra sete 5 

— in : 

v : 4 , 
ii 
fe * r pa y sen aah ts a 
7 y 5 : ee rs alt ay OS ee sie 
ak | Re tS 
= ¢ mak 
= me 
sy t Fie 
: bi he 
wi a 
owe 
, t Te 
) ae 
a \ f 
te 1 ae 
Poa oe 
eis i { TS 
oe | ae 
Psd : ag 
me My a 
Be, A uF “ 
Sine” ‘ Pies 
. 4 Bick 
if a 
: ee 
a ( oe 

tl 4 

ee . 

3 Se 
ie " = 
= “"g 
Ree ' , ‘ 

\\ ” 
* 1 soe as } ‘ 
tere ee ee ge pom ae 
Sis analog ae! a RE Tah te 
' Reese! e.g aa ea ee 
7 q a >>. as Bees ey indies sg a 
ye ae ye are ie 

i : eS Vat 

q e ‘¢ eka ten’ 
Oe Teas : 
A ne et ; 
ex ed ie i wii J ;: 
, / Saree ee 
Neo at aa viata ay ‘ 
| eC Pe AS Sigel Seams : 
: Fe a meg Tae er eee oe lg 
<i t Vas rl et i celia la nn ago ie a a ay 
a t\ Wigs ene wee De eee aera ine ai nts: 
ee re «7°? Sl a SG ane ee vias 
P i Sees ase hah 8 oT 
a \ _ ee ag me Pat 
he i 
a 4 i, ne 
a tie 
Bs er 
etme Uy, 
Bee? a 
We os 3 
iS (eee ; oe. ey 
bv NEL Raa ee, a eer est, ee PSG SU EN Te Seep ee Wee eon - eet: ae Gren, ase iee ei ens os ol sant Wess on 1 eM se — ss Sd Satay eee gotta ec. sae 
Sat op ee eee ee ties sy ae ety ee, Bp De Ae TAN Een A reat aN Aa SE 2 eo 5 a ei Pay on ae ‘ ee Mee | SS OSS eee ee a; ee be amas * ee es = RY iste So eee 6 SP ce nd Sey ae ie inlA tae BY Rees it 
pe eee en a eRe es Pe Sees ae ee Yk ey ete Me rae Peppy FR Mc i Se ee oe RN oe TG hos NS Baie a al Lala a a sO ee eee Say ee ne wee = Se ar Ree aha 
Shee. ORS ee YD RAE SS A CN eM eR R Dae 8S SACU ee, eee Sa ca 5 cae eS. laa I MM ah Nd A eI Be Te NMR ia sous 1 kee. 
EE Reg Bi i aa en a da, ae | ee | ee Ree ae Ri ea id Anan ae 
yoeeeee OR Spree tee a ena ‘| STE Sh ty nee kaed ay ey, ee care ay + ar es ae 7 ; 4 Fy BR e Beige ka Site ‘i rete 
ibe 7 ona tae ei aie le Morante a Pee eis vs, dud, We es eee . en PaaS ae 
Se ne tae Rete ate eee Lae eee - ET Mees oe ay a 
atte coe i ee icky Pee Na seh i Bester RS bik att Ne ae Poi | = 4 
CR Reet sa Fae A Cine Le Lett eee eS Ra rr Oe re, x ee ee ee NY ee | 
a se Se Ate a fe SS ee tL Ogee Ys es ee a rr ee wie re 3 


o 
oe 
Ae 


eae 


Gering Products Stock Sold | diversification move, has _ pur- 

Studebaker-Packard Corp., i chased 100% of the stock of Gering 
re aster cui —a o Products, Kenilworth, N. J., pro- 
| ducer of plastic compounds, poly- 


Special Discounts to Republicans 
Original Gimmicks and industrial hose. Gering Prod- 


Novel gimmicks make friends, influence | ucts will be operated as a separate 


salee—new stock itemne or ideas Geveloped |division of Studebaker-Packard 
© meet your special n s. For rect | ‘ 
mail, promotions, conventions, premiums, and will be managed by Larry 


etc. 1¢ to $1.00 or more. Gimmick direct| Gering and Herman Gering, who 
mail programs developed and handled. | }aye directed the activities of the 


Write for details. Ha Advertising, . 3 
510 Maine St., Quincy 2, Illinois. company since its inception. 
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WIN THIS AUTHENTIC 


MOTORLESS CARRIAGE 
(or the town of Ulcer Gulch, Arizona) 


Admen! Adwomen! Be the first (and the last) in your neighborhood 


to own this real live stagecoach. It’s the Second Prize in the free- | 


wheeling Saturday Evening Post “Ulcer Gulch” Contest! First 
Prize? It’s the town of Ulcer Gulch, Arizona, including an 11-room 
hotel! Third Prizes . . . 100 real western hats! And all you have to 
do is complete a Post jingle. If you're a resident of the U.S. or 
Canada and with an ad agency or the advertising, sales or market- 
ing department of any national advertiser, call the nearest Post 
sales office for entry blank. Contest closes July 18, 1959. 


The Saturday Fvening 


} » ps’ | Mw CONTEST 


|ethylene film and plastic garden | 


Advertising Age, June 8, 1959 


makes a conventional pitch for its BOAC since it has five origination 
| equipment and service. | points in the U.S. (New York, Chi- 
cago, San Francisco, Boston and 
® The “blank picture” ad will|Detroit)—more than any other 
make its bow in the June 13 New | foreign airline. 

Yorker, June 14 New York Times | BOAC is feeling pretty cocky 
|Magazine and June 15 Time. It | these days. In the first four months 
| will also run as a full page in the of this year, for the first time, it 
June 16 New York Herald Tribune 
|and New York Times. 

| Alan Greaves, North American | 
|}ad manager of BOAC, told ApvEr- | 
| TISING AGE that the new approach 
|is part of the changing picture in | 
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|A BLANK—Paint your own picture, 


campaign breaking June 13. 


Paint Your Own 


Image of Europe, 
Says BOAC Ad 


British Line Passes 
TWA, Is 2nd to Pan Am 
Among World Carriers 


New York, June 5—Offbeat air- 
line advertising gets a new convert 
next week in British Overseas Air- 
ways Corp., which will take full 
pages in magazines and newspa- 
pers to present a blank picture. 

Underneath a block of white 
space framed with rules will be an 
italicized line: “Place your own 
image of Europe here.’”’ The white 
space takes up more than half of 
the ad. 

“Cached away in some cranny of 
every imagination is a secret, in- 
timate picture of Europe,” the copy 
begins. “It may be clear and sharp 
as a mirrored image. It may be 
soft and hazy as a summer’s day. 
But it’s there. 

“Photographs never do it justice. 
| Paintings fall short of the mark. 
That is why we won't try to com- 
pete with your imagination but 
only suggest you go to this image. 
| You find this dream.” 

In the rest of the ad BOAC 


|says BOAC, in come-to-Europe | 


airline advertising. He pointed out | 
that airlines are trying to get away | 
from the conventional format of 
ads dominated by pictures of air- | 
planes or scenery. 

It was this desire to avoid the | 
trite that led BOAC to run ads this | 
spring featuring pictures of police- 
men around the world. “This was 
| just another way of selling desti- | 
nations,” Mr. Greaves explained. | 

The “blank picture” approach is | 
also based partially on the BOAC | 
assumption that those who travel Hs 
to Europe are generally of above- 
average education, have a pretty 
good idea of what they want to see 
and therefore do not need the stim- | 
ulation of pictures. 


Discover the excitement 
of Europe in the Fall! 


TRAVEL SOW FAD LATER. Yoru poy 
o> hi s vt weeny 


® BOAC has consistently directed ~ 
its advertising at this type of au- bm rae 
dience. With a budget of $1,000,- 


000-plus, it has concentrated its 
fire in newspapers and class maga- 
zines, keeping out of the mass cir- 
culation books, where it feels there 
is too much waste circulation. 
BOAC’s advertising has been 
stepped up sharply over the past 


| TACTICAL—Part of BOAC’s special 
situation advertising, this 400-line 
insertion promoting off-season 
travel to Europe will run this 
month in newspapers in Detroit, 
|Los Angeles, New York, Philadel- 


few years, beginning with the im- |phia, Oakland, San Francisco and 

portation of Mr. Greaves from Washington. 

England in 1957. Prior to that time, | 

the airline did not have an adver- | passed Trans World Airlines in the 

tising manager here. Mr. Greaves | Number of passengers carried over 

was formerly ad manager of Black | the Atlantic, thereby taking over 

& Decker’s British subsidiary. This|the runner-up spot behind Pan 

year, for the first time, BOAC has | American World Airways. 

been using color ads. | In part, this was undoubtedly 
Mr. Greaves said BOAC’s ad- due to BOAC’s equipment lead— 

vertising program is composed of | it has jets while TWA does not, as 

two parts: (1) Strategic—this is|yet—but Mr. Greaves said BOAC 

the basic platform, designed to | aims to hold this advantage and the 

register the fact that BOAC is a|campaign breaking next week is 

worldwide airline with exceptional | part of this plan. 

standards of service and (2) tac- 

tical—special situation advertis- # BOAC advertising is produced 

ing to cover such areas as specific | by Victor A. Bennett Co. Ford King 

destinations. |is the account executive. = 


# BOAC’s media use is broken St. Louis ‘Job Guide’ Available 
down 60% newspapers and 40%) Frank Block Associates, St. 
magazines. The airline is currently Louis agency, has available, free 
using 34 newspapers in 18 cities. on request, the revised annual 
Newspapers are important to “Job Guide.” The booklet lists 


more than 600 St. Louis companies 
and organizations which employ 
people in advertising, public rela- 
tions, publications, radio and tele- 


PANELS 


A NEW DIMENSION IN 
OUTDOOR 


ee aa) > ca 
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NOW AVAILABLE 


SEND FOR YOUR FREE 


SUNIOR PANEL 0. A.A. © “Gfrice 


1800 CITIES AND TOWNS 
OF “THE JUNIOR PANEL STORY” 


WESTERN 8600 EAST 77th St. 
KANSAS CITY, MO. 


ADVERTISING 
A. A. 
IN OVER 


copy 


EASTERN 
OFFICE 


130 UNION STREET e 
SPRINGFIELD, MASS. 


vision, journalism, and allied com- 
munications work. Key men to 
contact are listed with each com- 
pany’s address, phone, and its ma- 
|jor work in the communications 
| field. It is not a list of job open- 
ings. Booklets may be obtained by 
writing Miss Simmons, Frank 
Block Associates, Hotel Chase, St. 
Louis. 


Drop Forge Changes Agency 
| Drop Forge Assn., Cleveland, or- 
ganization of companies that pro- 
duce the major share of commer- 
|cial forgings in U. S. and Canada, 
|has appointed Meldrum & Few- 
| smith, Cleveland, to handle its ad- 
| vertising. The association has also 
| appointed a new advertising com- 
| mittee designed to develop a pro- 
/gram which will explain the ap- 
| plication and use of modern forg- 
ings in conveyances, structures and 
|machines. The account was pre- 
viously handled by Hickox-Don- 
|nelley, Cleveland division of Clark 
| & Bobertz. 
O'Day to Sutherland-Abbott 
George O’Day Associates, Fall 
River, Mass., has appointed Suth- 
erland-Abbott, Boston, to handle 
its advertising. O’Day Associates 
makes sailboats, marine equipment 
and power boats and operates the 
Marscot plastics division. 
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UNIQUE TV 
COMMERCIAL LIBRARY 
ESTABLISHED 


The U. S. Broadcast Checking Cor- 
poration has opened a TV com- 
mercial reference center at its 369 
Lexington Avenue offices. More 
than 6,500 different commercials 
have been produced, as broadcast, 
in photoprinted, TV-Tear-Sheet 
form. 

The collection was assembled 
during the past eight months and 
is being expanded at the rate of 
100 commercials daily as USBC 
conducts its round-the-clock TV 
monitoring. 

Economical TV-Tear-Sheets of 
back commercials can be pur- 
chased by researchers for ten dol- 
lars per commercial with volume 
discounts up to 20% being offered. 

The company also offers re- 
search package deals by product 
category. One such offer is a sur- 
vey of 100 liquid and powdered 
detergent commercials, over 200 
pages in length, containing ver- 
batim transcripts of all current 
commercials plus over 1,000 photos 
taken at four second intervals. 
This thousand dollar survey is 
available for $450. 

According to Mr. Allan B. Gold- 
enthal, President of USBC, “There 
is no such thing as ‘can’t do’ at 
U. S. Broadcast Checking. If it 
isn’t in our library, we’ll take it 
off the air for you.” 


IF IT’S . 

IN THE AIR 
WE'LL CATCH /\" | | 
IT 


USBC 
MONITORING 
BY AUTOMATION 


ADVERTISEMENT 


“BIG BROTHER” 
IS WATCHING 


“We've stumbled on a spy network 
with headquarters only a few 
blocks south of New York’s Grand 
Central Station. Actually, we must 
admit, it is really not a spy net- 
work. It’s a network spy. And we 
didn’t stumble on it. A PR man 
named Burt shoved us on the trail. 

“Anyway, we found a cloak and 
dagger operation and, even with 
the inside help, it took our best 
skills at cloak and daggering to 
ferret out the details at first. 

“The operation is the U. S. 
Broadcast Checking Corp., a new 
monitoring service which tunes in 
on television commercials and au- 
tomatically records the pictures 
and sound .. .” 


... TIDE Magazine 
November, 1958 


USBC’s electronic eyes and ears 
are recording TV and radio in six- 
teen major markets. The company 
also has mobile units available for 
monitoring anywhere in the United 
States or abroad. The problem of 
authenticiation and documentation 
has been solved once and for all 
time. To find out what was actu- 
ally said or shown on TY, call 
USBC. 


OPEN END SHOW 
A CHALLENGE 
TO MONITORING 


David Susskind’s award-winning 
show was one of the monitoring 
assignments given to USBC by 
Talent Associates. The impromptu 
program on WNTA-TV Sunday 
nights is completely unrehearsed 
and varies from two to three-and- 
one-half hours in length. The s- 
signment was to produce a ver- 
batim transcript of the show plus 
twenty copies for press release and 
reference within twelve hours; 
some scripts running as long as 
65 pages. 

The most difficult part of the 
task was to identify the voices of 
four to eight people engaged in 
hours of heated discussion. USBC 
solved the problem by identifying 
the voices electronically so that 
the transcriber need only press a 
button on his playback machine to 
hear the speaker identified. Thus, 
flawless, electronically edited 
transcripts are delivered to Talent 


Associates on time every Monday. 


USBC SALES UP 600% 


SINCE JANUARY 


Rapidly becoming recognized as 
“The Clearing House for All 
Broadcast Commercial Traffic,” 
U. S. Broadcast Checking Cor- 
poration has come a long way 
since its inception last September. 
Success of this monitoring service 
has been attributed the fact that it 
efficiently and economically fills a 
specific need in the industry. 

Product of the firm’s automatic 
monitoring of TV stations are “TV 
Tear Sheets,” available to clients 
for a maximum one-time price of 
$10 per minute of monitored sta- 
tion output. Records for a typical 
minute would come to 3 electron- 
ically produced pages, similar in 
form to a storyboard, showing 15 
frames of what appeared on TV, 
spaced at 4-second intervals, with 
the exact time of each frame’s ap- 
pearance noted beside it. 

Media men using these tear 
sheets, whether to check on triple 
spotting, determine whether their 
commercials ran in the scheduled 
time slot, or just to see how the 
competition is doing, can see them 
without waiting for the projection 
room to be available, can reroute 
them to colleagues (or order extra 
copies), scribble marginal notes 
beside frames, or compare seg- 
ments of several commercials at 
the same time, all at a price lower 
than that of kinescope. 

Tear sheets may also be used to 
check product protection, technical 
quality of transmission, or whether 
a complete show is run without 
cuts. To Lestoil, for example, with 


ADVERTISEMENT 


_ THIS IS A TV-TEAR- 


U. S. BROADCAST CHECKING CORP 
ufc 


MONITORING BY AUTOMATION 


TV-TEAR-SHEETS © 6.0.0.5, e010 


SHEET® 


169 LEXINGTON AVE 
wew YORK I? WY 
(Eaington 2.0345 


prooutt 7 SPONSOR oat 10/7/58 
me city - tot - 
"JOYCE BROTHERS _ ~ NEW YORK 1:17;00 PM 
twe ot) SERIES WO 6i2 MaHON Cy AD 
f ‘ Ti mMtneG a A 0 7. -idaedl 
te 
1:17:00 NOW YOU CAN ENJOY ALL THE 
= COFFEE YOU WANT AND PLAY... 
ie Sted BRR eee 
» 1:17:04 BETTER, WORK BETTER, SLEEP 
o- BETTER; FEEL WONDERFUL, 
ee 
1:17:08 DRINK CUP AFTER CUP, STRONG 
rie AS YOU LIKE, 
| 
1:17:12 YOU RELAX EASY, AT YOUR 
= BEST WITH... 
7 
of 1:17:16 DELICIOUS NEW DECAF, THE 
FEEL WONDERFUL COFFEE 


For additional information, for orde 
Lexington Avenue, New York 17, N. 


Pictured above is USBC's reproduced TV-Tear-Sheet. The average Tear 
Sheet is 3 pages long with electronically synchronized audio and about 15 
video pictures; page size is 8 x 10 inches. 


ring—call, 
1 2 


e average cost: $10. 


write or wire USBC, 369 
LExington 2-0345 


NEW P.O.P. 
TOOL DEVELOPED 


One of the merchandising prob- 
lems that confronts sponsors is 
finding ways to impress “captive” 
retailers and wholesalers with 
their TV ad campaigns, since these 
people are at work while so many 
of the commercials are being aired. 

Excellent results are being ob- 
tained by several major sponsors 
who have USBC reproduce their 
comercials in printed brochure 
form. The Tear Sheets are then 
distributed via direct mail to retail 
and wholesale levels as well as in- 
corporated in salesmen’s presenta- 
tion books. 


TOP AGENCIES 
AND SPONSORS 
USE USBC 


Among the two hundred accounts 
serviced by USBC are IBM, 
American Airlines, Ohrbach’s, Ed- 
ward Gottlieb Associates, News- 
week, Dodge News Bureau, Tex 
McCrary Inc., Allied Chemical 
Corporation, Pittsburgh Plate 
Glass Co., Lestoil Inc., BBD&O, 
SSC&B, Ted Bates Agency, Mc- 
Cann Erickson, Compton Adver- 
tising Agency, J. Walter Thomp- 
son, Block Drug Co., Chemstrand 
Corp., and Lambert & Feasley. 


FIRST 


different commercials for specific 
audiences, best reached during 
specific time slots, correct sched- 
uling of the right commercial is of 
special importance. 

Tear sheets are the output of 
machinery controlled by an elec- 
tronic brain, that can record seven 
channels automatically for eight 
hours without reloading. Staff en- 
gineer for USBC is Curt Stahl who 
formerly was employed by the 
Atomic Energy Commission, Otis 
Laboratories, Farrand Optical 
Company and worked on Univac. 
In actual operation, the sound re- 
corders and cameras rarely moni- 
tor continuously, but only during 
and immediately preceding or fol- 
lowing commercials. 

USBC also monitors radio and 
offers self-authenticated time 
tapes to clients who want only 
audio checks on radio, or even TV 
broadcasts. Playback of these 
tapes gives the commercial, and 
official government time signals, 
to confirm proper scheduling. 


APPOINTMENTS 


Newly appointed to account exec- 
utive positions at USBC are Mau- 
rice Alevy, formerly with Ray 
Beall Advertising; Sarajane Lu- 
bow, formerly sales representa- 
tive for Radio Reports; and Dan 
Schmidt III, previously worked 
for ZIV and Radio Advertising 


Bureau. 


TV-TEAR-SHEETS 
VERSUS KINESCOPES 


Kinescopes unquestionably fill a 
vital need in the television indus- 
try and, although they’ will 
eventually be replaced by video- 
tape, some type of moving photo 
and audible sound projection will 
always be required. 

There are only two drawbacks 
to the above photo-sound concept, 
inconvenience of use and expense. 
It is extremely bothersome and 
time consuming to go to a pro- 
jection room just to review one 
or two commercials. With TV- 
Tear-Sheets, you can have hun- 
dreds of commercials in your desk 
drawer and study one or ten com- 
mercials at a moment’s notice. In- 
expensive copies can also be made 
for inter-office reference. An ad- 
ditional advantage is the fact that 
several commercials can be laid 
out on a desk and compared. 

TV-Tear-Sheets are 20% to 60% 
cheaper than kinescopes, depend- 
ing upon the quantity ordered. 

Although we, at USBC, do not 
advocate the elimination of kine- 
scopes, we do feel that TV-Tear- 
Sheets make the ideal complement 
to kinnies and fill another need 
in the industry. 

Many major sponsors and ad- 
vertising agencies send their origi- 
nal film prints to USBC to be con- 
verted into TV-Tear-Sheet form 
for ready reference. 


AD AGENCY 
PENETRATION 


One of the basic motives for this 
full page of advertising by USBC 
is to attempt to penetrate to the 
“right man” concerned with TV 
and radio monitoring in your ad- 
vertising agency. 

We do not wish to bother non- 
concerned executives with our 
mail, phone calls, and visits while 
the “right man” remains in ig- 
norance of our service and wishes 
that someone like USBC existed. 

Furthermore, we are constantly 
running into cases where one indi- 
vidual in an agency is taking ad- 
vantage of our service while other 
departments are searching for a 
good monitoring service. 

If the “right man” will contact 
us, we will be pleased to supply 
him with material for inter-office 
memos explaining the merits and 
scope of our service. 


FOR PR MEN 


last week. 


Mike Wallace. 


Jean Shepherd. 


lights of the News 


Creative Cookery (tv). 


U. Ss. 


ONLY... 


ARE YOUR PLUGS NOT RUNNING? 


ARE YOUR GIVEAWAYS BEING THROWN AWAY? 
OR WORSE STILL... 


ARE YOU GETTING MORE MENTIONS THAN YOU 
KNOW ABOUT? 


Don't fret, call ‘‘big brother'’ today. Chances are that USBC has recorded the results of all those releases you sent 


Among other things, we arbitrarily monitor the following television and radio ‘talk shows"’: 


NEW YORK AND NETWORK SHOWS 


TV: Arthur Godfrey, Top Dollar, Big Payoff, Today, Hi Mom, Treasure Hunt, Price is Right, Concentration, Truth or 
Consequences, Haggis Baggis, Queen for a Day, County Fair, Jack Paar, Peter Lind Hayes, Play Your Hunch, Beat 
the Clock, Who Do You Trust, Richard Willis, Perry Como, Hy Gardner, Right Now, Times Youth Forum, Open Mind, 
Open Hearing, Meet The Press, Small World, Steve Allen, Ed Sullivan, Open End, What's My Line, Capital Closeup, 
Henry Morgan, Sandy Becker, Name That Tune, To Tell the Truth, Red Skelton, Garry Moore, Keep Talking, I've Got 
a Secret, This Is Your Life, Alex in Wonderland, Laugh Line, Groucho Marx, Masquerade Party, Person to Person, 


RADIO: Jack Sterling, Godfrey, Galen Drake, Westbrook Van Voorhis, Bill Leonard, Financial News, Business News, 
Edward Murrow, Eric Severeid, World Tonight, Emily Kimbrough, Pulse, Guest of Honor, Ken Banghart, Morgan Beatty, 
Monitor, Ray Heatherton, Dorothy & Dick, Martha Deane, McCanns at Home, Fitzgeralds, Carleton Fredericks, Radio 
New York, Lyle Van, John Wingate, Fulton Lewis Jr., Gabriel Heatter, This is New York, Leading Question, Alma 
Dettinger, Barry Gray, John Daly, Let's Travel, Around New York, Betty Granger, Drew Pearson, Long John, 


Plus all new shows and ‘‘specials."’ 
OUT OF TOWN 


GRAND RAPIDS: Feminine Fancies (tv); DENVER: Pete Smithe (tv); CINCINNATI: Ruth Lyons (tv); Magazine of the 
Air (radio); CLEVELAND: Paige Palmer (tv); Gal on the Go (radio), Hal Morgan's Business News (radio), High- 
(radio); BUFFALO: Helen Neville (tv), Meet the Millers 
Women (tv), Quaker Question Mike (radio), Hi Neighbor (radio), Frank Brookhauser (radio), Hot Point Hot 
Seat (radio); ST. LOUIS: Shopping with Charlotte (tv), Charlotte Peters (tv); BOSTON: Lovise Morgan (tv), For 
Women Only (tv); DETROIT: Mary Morgan (tv), Myrtle Labbit 
& Country (tv); PITTSBURGH: Woman's Angle (tv), Luncheon at the Ones (radio), Farm Home & Garden (tv); 
SAN FRANCISCO: Frank Hemingway (tv); LOS ANGELES: Berke Present Hochlien (tv), Dorothy Gardiner (tv), June 
Levant (tv), Lookin at Cookin (tv), Cal Tinney (tv); CHICAGO: Morning Miss Lee (tv), Shopping with Miss Lee (tv), 


NEW SHOWS BEING ADDED DAILY 
BROADCAST CHECKING CORPORATION 


369 Lexington Avenue, New York 17, N. Y. 


(tv); 


MINNEAPOLIS: Around 


(tv); PHILADELPHIA: Features for 


the Town (tv), Town 


LExington 2-0345 
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Hugh Anderson 


Sune Anderson Fish Ryan Samuelson 
TALKING ABOUT BETTY—Subject of conversation with this admen’s 
group is Betty Crocker—her role as a home service authority and 
as a brand. Topics came up at annual ad and merchandising recom- 
mendations session given for General Mills by E. W. Reynolds Ltd., 
Toronto, Conversationalists include (from General Mills) James S. 
Fish, vp and advertising director of the parent company in the U.S.; 
Hugh J. Anderson, ad manager in Canada; Gordon W. Ryan, vp and 
general manager; Cliff S. Samuelson, assistant ad director in the 
U.S., and (from Reynolds) G. Sune L. Anderson, account supervisor. 


Freeman Ritter 


Wilson Emelin 


DRUG ADMEN—In a panel discussion at annual pro- 
motion clinic of the Pharmaceutical Advertising 
Club of New York were three agency men—Robert 
E. Wilson, Robert E. Wilson Inc.; Dr. Arthur M. 
Sackler, William Douglas McAdams Inc., and 


Jordon 


Sackler 
Pratt 


Charles Jordan, Jordan, Sieber & Corbett—and three 
company ad directors—William Pratt, Abbott Lab- 
oratories; G. M. Freeman, A. H. Robins Co., and Phil 
Ritter, Wm. S. Merrell Co. Moderator was Arthur 
Emelin, president of Wallerstein Co. (AA, June 1). 


2 ee: 


= 


=. 
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Milligan Hallock 
Hayes 

JAZZY ELECTION—The gentlemen below may be smil- 
ing at that jazz combo above during the annual 
election at the Advertising Club of Des Moines. Or 
they may be smiling because they are the new offi- 
cers: Alva Hayes, Pioneer Hi-Bred Seed Corn Co., 
president; James Rasley, Iowa-Des Moines National 
Bank, secretary-treasurer; David Milligan, E. A. 
Milligan & Son, vp in charge of programs; Charles 
Wheeler, vp in charge of publicity; Claire Grant, 
general manager, KCBC, vigilance; Arthur Hender- 


Rasley Wheeler 
Grant Henderson 


son, Stoner-McCray System, membership; Ron Hal- 
lock, Des Moines Savings & Loan Assn., house. Sit- 
ting in on the all-member jazz band were Ed La- 
Grave Jr. (tenor sax) and Russ Truppe (drums), 
both of Truppe, LaGrave & Reynolds; James An- 
sorge, Pioneer Hi-Bred (piano); Charles Wheeler, 
J. H. Hickerson Inc. (bass); James Dowell, KIOA 
(clarinet); Ted Sloma, Polk County Tuberculosis & 
Health Assn. (trumpet on left), and Ralph Zarnow, 
Zarnow Entertainment Service (trumpet). 


Bu uaffmanship- 


An historical, patie xs and ben anes to the joys of quaffing the finest of beers 


NEW WOR D— 
Carlsberg Copen- 
hagen beer has 
coined a new 
word — Quaff- 
=| manship—to use 
| in a campaign 
launched with a 
page ad in the 
New York Times 
on June 4. Wex- 
ton Advertising 
| Agency handles 
advertising for 
Carlsberg Agen- 
cy, U.S. distrib- 
utor of the Dan- 
ish beer. 


Johnson Kron Cohen 


INTERNATIONALISTS—On hand to attend the organizing meeting for 
the New York chapter of the International Advertising Assn. were 
three members elected to serve as the chapter’s first officers—Ar- 
thur Kron (Gotham-Vladimir), chairman; Monte Johnson (Robert 
Otto), secretary, and Charles Cohen (Celanese), treasurer. 


GOLDEN 


NEW SYMBOL—Pilsener Brewing Co., Cleveland, is introducing its new 

corporate symbol, the Golden Girl, in its new campaign for P.O.C. 

beer, sold in northern Ohio, with the theme: “Better taste is your 
golden dividend in P.O.C.” North Advertising is the agency. 
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THE SPARK: The first fire-bringer, SR says the romanticist, was Prometheus. The 
first fire-bringer, says the historian, was “@# a lightning bolt. But the first hre-bringer, says the 
man with the practical mind, was the one who found the sparks that were hidden in stone, for he 
could start a blaze at will. In today’s world of advertising, there’s a challenging parallel: to start 
with stone-cold facts and then find the spark that can suddenly light a fire. Not just occasionally, 
but on demand. Call it insight, call it exploration, call it the search for hidden possibilities—but 
when the perception is sufficiently luminous, the results can be incandescent. Sometimes it helps 
an advertiser set the world on fire. At all times it provides... The Competitive Edge. 


WARWICK & LEGLER, INC., ADVERTISING, 875 PARK AVENUE, NEW YORK 22, NEW YORK 
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Advertising Age, June 8, 1959 


The Top 100 National Advertisers of 1958 


Dollar Expenditures in Major Media, Compiled by Advertising Age 


Sources: Bureau of Advertising, ANPA; Publishers Information Bureau; Farm Publication Reports; Associated 
Business Publications; Television Bureau of Advertising; Radio Advertising Bureau; Outdoor Advertising Inc. 


General Farm Business Network Spot Spot 
Company Total Newspapers Magazines Magazines Publications Television Television* Radio Outdoor 
1. Procter & Gamble .................... ken coe $98,592,297 $ 6,972,897 $ 6,693,743 $ 15,650 $ 438,300 $50,638,647 $33,833,060 $ ———_- $ — 
2. General Motors Corp. ... shimaeieladadsiadiciad 97,886,506 34,603,336 22,111,817 1,630,801 2,890,000 20,593,366 1,758,740 5,400,000 8,898,446 
Ba II ons occutstnnsitsndbenvonbecsnionvinds 58,895,168 20,000,024 11,097,005 1,565,603 277,500 12,561,121 1,772,300 5,000,000 6,621,615 
gy Me I oi cic cn csnnasesengsecsdnacnacebincoens ’ 52,817,674 9,220,071 2,739,596 122,774 a5 21,958,373 16,578,860 2,000,000 198,000 
5. Colgate-Palmolive Co. ......cccsscssercreeeeesersees 46,911,250 8,276,947 3,562,470 141,556 302,000 22,857,497 11,020,780 750,000 ———— 
Be I CIE pocposctcscccscess ei 43,348,773 16,049,691 7,844,399 444,463 999,100 14,341,471 635,460 2,300,000 734,189 
Beg I ID CIID, scsccovernscossesoserecossescoce 42,720,430 14,193,039 5,681,282 156,989 279,400 20,733,118 1,020,780 —_———— 655,822 
8. American Home Products Corp. ................ 39,584,741 4,638,493 4,913,718 334,167 990,000 20,507,683 7,275,680 925,000 ———--- 
Dy IID GB crecssescscoscecctcccovessees 36,624,520 8,757,784 7,586,980 225,288 —_— 11,252,180 3,018,150 4,600,000 1,184,146 
i ET EVEN, « scincenssosnscevensoqssevabesnenasé 28,861,722 5,679,067 8,113,020 336,491 242,200 10,790,118 2,986,970 650,000 63,855 
ia TIS peisessnsstencsisassoncencecoscesees ? 26,433,475 1,255,596 4,376,978 58,769 123,800 16,072,802 2,845,530 1,700,000 = 
12. Distillers Corp.-Seagrams Ltd. ................ 25,830,824 12,099,291 9,561,308 5,505 590,500 876,022 583,770 — 2,114,428 
I os sachs oagpsnensoasencnas 25,601,934 7,004,632 9,077,465 376,481 3,284,700 5,295,996 500,500 —_——_ 62,160 
ee ME, -gusessasssasssassncccncsie ee 24,930,720 5,924,520 1,171,413 ——_—_—- — 9,791,226 6,717,450 1,200,000 126,111 
15. R&R. J. Reynolds Tobacco Co. ....... ” 23,191,938 5,215,711 4,438,628 401,126 —_——- 6,002,213 2,434,260 4,700,000  #——— 
16. National Dairy Products Corp. .. ; 21,557,068 6,029,557 6,389,317 156,561 220,200 6,709,514 1,118,980 —_— 932,939 
17. Brown & Williamson Tobacco Co. ; 21,415,081 1,034,509 2,694,971 21,600 ———_—-_ * 8,250,471 9,413,530 ———_ ———_ 
ESSE Ce ’ ; 21,188,046 2,249,120 806,456 —- —_—_—— 16,132,360 2,000,110 —_— —_—_——- 
19. Liggett & Myers Tobacco Co. ..... aecaees 20,308,827 1,983,298 2,898,916 10,800 —_—— 10,849,983 1,865,830 2,700,000 ———— 
. 20. Sterling Drug Inc. ...........06 Ae eR 19,957,981 2,329,208 2,114,474 44,220 305,000 9,919,859 3,645,220 1,600,000 ————— 
} 21. American Telephone & Telegraph Co. 19,919,231 4,880,608 7,544,546 488,798 471,000 1,190,176 4,710,800 — 633,303 
22. Philip Morris Inc. soesunigctarnes 19,147,558 5,572,421 2,084,078 —— —_—_ 4,967,012 4,066,710 — 2,457,337 
23. Standard Brands Inc. ...........006. . 19,140,291 2,768,516 2,724,747 327,016 531,100 6,144,983 4,368,290 1,900,000 375,639 
24. Kellogg Co. ..... aia sial Ceaniea Nab ndinens 17,573,034 2,413,700 2,120,631 66,378 132,000 10,290,885 2,549,440 -— —_—- 
25. Warner-Lambert Pharmaceutical Co. 16,730,232 1,635,213 2,805,418 29,805 534,200 2,892,606 8,832,990 — a 
26. Campbell Soup Co. ............... 16,371,719 4,588,350 6,180,115 163,347 -- == 4,233,743 272,520 840,000 93,644 
27. {Corn Products Refining Co. ....... 15,733,084 3,044,049 2,895,627 29,353 285,600 4,927,240 3,191,790 1,109,000 259,425 
28. Miles Laboratories Inc. .................. = 15,465,570 775,377 463,450 ~<a 445,400 4,785,393 7,895,950 1,100,000 os 
29. Continental Baking Co. ..........: 14,639,738 1,732,120 ——— —— —_— 740,261 9,223,910 1,600,000 1,343,447 
30. €E. 1. du Pont de Nemours & Co. ; 14,591,006 1,872,567 6,081,370 222,701 2,846,000 2,671,026 645,290 — 252,052 
Bs, ME MIDS cas srsceusesndennssedssevescsessiesce 14,363,973 3,889,910 2,494,734 177,610 400,800 4,693,728 1,679,690 1,000,000 27,501 
32. National Distillers Chemical Corp. ........ 14,070,158 6,702,284 4,935,819 _- 350,000 — — a 2,082,055 
33. Schenley Industries INC. .........ccccceeeeee 13,823,304 8,896,019 3,058,038 —_————- 590,000 _————_. 85,880 —__— 1,283,367 
A, ia ss cans inindunsscnaneticnd - 12,741,136 2,465,433 1,491,608 204,913 325,000 2,672 3,323,630 1,700,000 3,227,880 
I IN SAD cacusncncssactuvedecnesesouescose 12,706,540 872,952 4,138,707 -_ 1,500,000 5,937,361 257,520 —_ — 
ls) IN GO cc csececnncesensecesnene : . 12,559,317 4,023,772 1,551,377 —_—_——_— 63,300 = 3,699,270 ——— 3,221,598 
37. Adell Chemical Co. ............... a arunivanbecnae 12,374,882 35,792 a —$—<—<—S aoa —__—— 12,339,090 —_—- a 
38. National Biscuit Co. EE SR ee ee 12,238,565 2,982,993 946,974 ——- 237,800 3,596,818 4,022,960 ———_— 451,020 
39. Anheuser-Busch Inc. .................. gk 12,063,530 1,479,731 1,462,906 —-— 116,700 — 3,058,690 1,800,000 4,145,503 
40. Westinghouse Electric Corp. ..........0000. 12,034,649 3,061,347 2,155,856 116,535 1,930,500 4,639,231 131,180 ——_—-- -——_ 
, 41. Pharmaceuticals Inc. ............... saa 11,235,394 733,284 126,113 ————_ _ 10,173,557 202,440 ——_—— 
er ae 42. Radio Corp. of America ...........00. hes 11,100,484 1,123,108 2,608,673 76,217 410,500 6,458,126 423,860 —_——_——_ 
43. Goodyear Tire & Rubber Co. ................ " 11,004,399 2,665,044 4,973,727 614,683 895,000 1,779,195 76,780 a — 
Bi I UII, a sscauabecessvesensanviesztsneirasosevense ; 10,891,689 2,953,690 1,978,863 90,206 89,600 5,205,578 525,160 - 48,592 
oat a oa ce asrcpdtcasmciesdenesivcosevasneeve 10,815,068 1,070,000 1,801,681 —_—_— — 6,309,037 847,850 750,000 36,500 
NE : 10,508,129 2,225,387 2,648,145 247,553 1,035,500 3,532,737 738,350 —_— 80,457 
47. Standard Oil Co. (New Jersey) .............. 10,498,465 3,305,724 1,062,369 42,090 371,500 —_—— 3,102,550 1,200,000 1,414,232 
48. Standard Oil Co. (Indiana) ................. ; 10,242,217 3,231,748 41,016 266,940 440,000 585,326 2,424,710 — 3,252,477 
a as vsnssanetonessies 9,552,978 656,463 1,927,524 304,355 592,400 200,621 1,660,400 2,600,000 1,611,215 
50. Pepsi-Cola Co. ...... 9,229,874 3,818,818 1,536,151 73,332 97,900 ———— 3,163,040 a 540,633 
aio sadavaghuabsbinehaepoieonaccetes 9,050,403 2,854,696 1,511,463 88,448 344,300 549,012 2,031,280 1,000,000 671,204 
52. Jes. Schlitz Brewing Ce. ....cesccsssorcrssscersssee 8,893,172 665,793 860,375 —__—- —_—— 2,724,378 2,030,160 900,000 1,712,466 
ii haat coca diceesinapevabedtestonned 8,732,150 2,524,935 2,045,633 237,725 192,600 2,661,752 729,860 ——- 339,645 
Bes Ws ee SOON SG Gen UNE.. ccccscscvseresonescssesoeees 8,681,106 601,999 966,870 a 56,400 5,242,277 1,813,560 ————— — 
a I cn sseriscesinesersenentes 8,570,443 461,429 2,034,253 301,911 2,685,900 3,086,950 —_—— ——- 
Be I I RS sacs snscssccsersnvesseebnonvexseses 8,153,737 326,642 284,700 —— — 2,340,095 5,202,300 a a 
57. Hiram Walker-Gooderham & Worts Ltd. 8,066,360 3,172,957 4,030,815 ———— 77,500 ee ae a 785,088 
Ee ahs sc eukeneh vutsnnsssiexepieenseiedevenees 7,830,139 2,093,207 1,884,944 42,860 —————- 1,860,634 1,750,940 —— -- 197,554 
59. Joh & Joh Liens thabidcapuvenines debvevens 7,563,684 1,127,698 3,615,455 158,845 43,000 2,461,026 157,660 ——— —— 
I is as ccnecebeudanitoveninissoonsoeenien 7,387,508 2,097,736 815,601 118,488 92,900 2,953,650 1,209,590 a -- 99,543 
a aise cs ccscsnshintvennensers scuapuae 7,266,218 998,174 1,035,910 12,910 —— 3,537,424 1,681,800 ee — 
62. Kimberly-Clark Ine. o......0.0006 ssfaiivessantoubd i 7,143,883 1,563,981 2,113,418 — 310,000 2,966,771 139,050 ee 50,663 
63. Wm. Wrigley Jr. Co. ......... 6,960,523 1,982,706 533,602 - 79,200 a 2,071,990 —— 2,293,025 
64, Chesebrough-Pond’s Inc. ............. esVevennesal 6,883,171 657,907 1,444,116 —— 58,000 3,098,078 1,625,070 — —_——— 
ee. IE POOEREE COIR. isscecccsninescesscevssescesere 6,797,011 995,358 123,143 ——_——_—— —_——— ——— 5,678,510 onechetentencenan seastintesiniensay 
EG 5 cs sesedieanesposnesssconssescnsté 6,505,807 893,119 1,137,322 en 200,000 3,418,096 488,270 -— 369,000 
67. Prudential Insurance Co. of America ........ 6,375,845 2,348,539 102,350 24,000 52,000 3,826,756 22,200 os ——-— 
68. Firestone Tire & Rubber Co. «0.0.0... 6,333,013 1,278,607 2,744,742 425,313 247,200 1,597,171 39,980 a —_—_—_—_ a 
69. Helene Curtis Industries .............0000006 6,319,600 1,427,171 1,101,814 ——_——- 99,900 2,938,475 752,240 a — 1 
Be IE GD GI, cccccncccseccsseszesvocecnensesses 6,263,363 2,836,019 1,184,760 260,346 100,000 1,709,593 38,200 a 134,445 
71. American Motors Corp. ..... a 6,115,475 4,295,899 1,370,486 ——_ 366,900 es 82,190 —_— —_—_—_. 
Br I NINE TID. « csccsvensceccssesvsesersessoseesee 6,013,670 237,341 —_—_— ae a 969,879 2,356,450 720,000 1,730,000 
73. Beech-Nut Life Savers Ine. ..........00000005 5,990,497 1,809,087 591,880 —- 113,800 2,476,177 121,760 715,000 162,793 
74. Aluminum Co. of America .................0005 5,823,616 980,553 1,748,805 67,391 1,100,000 1,531,362 345,910 a 49,595 
75. General Telephone & Electronics} .............. 5,801,501 267,217 2,299,510 ee 422,100 2,597,008 83,940 wa 131,826 
I, oc cscsnsneustoecnsennesse 5,683,471 449,470 142,928 714,472 46,000 3,376,044 377,510 a 577,047 
) A Se Ae oe FBoaE ntvebavcn¥cimesieen 5,674,564 2,292,355 1,261,041 a 118,600 795,518 1,207,050 —-— — 
78. American Airlines... caanecoal 5,625,557 2,964,339 1,476,466 ——— 115,000 ——— —— 1,000,000 69,752 
79. Armstrong Cork Co. .. stele oe 5,554,121 810,559 1,585,054 44,056 350,000 2,764,452 (a ee —_—_—_ 
80. Union Carbide Co. ........c000 cena 5,515,869 897,636 784,226 61,931 1,583,100 1,305,373 40,970 800,000 42,633 
81. Wesson Oil & Snowdrift Co. ........ came 5,431,346 2,807,230 1,665,831 —_———. 117,000 a 778,740 a 62,545 
B2. Pabst Brewing Co. ....sccccssssssssssssessesssssssneee 5,427,392 129,215 389,297 comenpierees stinneaiiniain einen 3,684,390 sababiaiauies 1,223,490 
83. Sperry Rand Corp. 0... Beas 5,368,359 153,809 1,512,098 333,302 480,500 2,802,210 85,940 —_—_——_ aemeeweeaene } 
I 5,359,891 1,723,817 2,200,860 — 131,900 ee 1,129,070 oe 174,244 
85. Liebmann Breweries Inc. 0.0.0... 5,332,063 2,548,483 236,897 a —_—_ —_—_—_ 488,470 780,000 1,278,213 
86. Pan American World Airways Inc. ............ 5,326,923 2,386,489 1,735,464 ——- 123,800 1,002,600 78,570 —— ee 
8 SE 7 5,324,665 a — — 2,969,625 2,355,040 ———_— es $ 
88. American Cyanamid Co. oo... 5,308,963 131,824 1,038,519 988,110 2,950,000 TT 200,510 
I MN ooo cacssisckesecssonccsascunnvons 5,203,719 1,987,670 1,495,082 202,177 1,219,200 228,860 70,730 —_—— a 
2 | (a 5,060,260 2,232,172 —_—- —_—_——_ 230,000 cscnenescemmsaionne 1,769,580 730,000 98,508 
NN oak dacs edecnvanngusveséncivjoussebescassseses 5,052,023 288,992 1,864,733 89,250 87,680 1,368,282 602,110 —— 751,056 
92. Norwich Pharmacal Co. ..............cccccceeceeee 5,042,639 1,323,673 1,084,604 156,672 600,000 a 1,877,690 ——- <anileiniaamiie 
SN I ose savsnesiecenevceeensevstvecesuvnes 4,936,648 796,748 1,551,717 45,27) 625,000 1,372,000 475,780 —_——_—_— 70,132 
IIE CM. «css cehevnesscainnsienesdseocncenis 4,916,491 610,658 1,002,443 300,759 136,000 510,621 2,280,210 —_ 75,800 
95. United Merchants & Manufacturing Co. .... 4,876,552 ——— 157,702 —— a nn 3,993,850 725,000 
Se Se 4,750,820 1,376,254 1,057,089 52,400 a 1,322,987 942,090 niin 
ws vansiasvonseione 4,739,995 1,264,883 3,475,112 Pee es Bis = NR be alae 
98. Canadian Breweries Ltd. 4,726,893 242,973 679,827 ——_—- En 286,749 1,556,620 1,800,000 160,724 
GD. Vomine Chomleats Ine. .......0.0:0cscssrrcrcssosesseees 4,704,170 —— ——_ —_——_— a ———— 4,704,170 
100. Theo. Hamm Brewing Co... 4,688,642 184,982 ——— —_——- commen 366,480 1,690,180 650,000 1,797,000 


*In some instances spot tv figures include both parent company and dealer or distributor expenditures. {Corn Products Refining Co. ad expenditures also include expenditures of Best Foods Co., which Corn Products 
purchased in 1958. [General Telephone & Electronics ad expenditures also include expenditures of Sylvania Electric Products Inc., which General Telephone purchased in 1958. 
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Dimensions 


... plural... are needed to evaluate media. Everyone is say- 


ing so! Not only Breadth but Depth. In Chicago and suburbs 
the Sindlinger & Co. newspaper readership study offers an- 


swers to the fundamental questions of coverage® . . . ex- 
posure®) . .. environment.® 


ADULT READERS MEDIAN ADULT 


DAILY PAPER PER COPY(!) READING TIME(2) 
CHICAGO DAILY NEWS 2.51 37.2 Minutes 
PAPER B 2.13 21.2 Minutes 
PAPER C 2.07 27.4 Minutes 


PAPER D 1.91 


USE THE POWER OF THE CHICAGO DAILY NEWS 
READ AT HOME® BY 92.5% OF ITS ADULT READERS 


26.0 Minutes 
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STORY 
BOARD 


WTRF-TV 


A couple of New York 
counterfeiters made a mis 
take in a batch of new bills 
and they came out as eight 
een dollar denominations 
rather than twenty-dollar ones. Said one, 
“We've got so much tied up in these that 
we can't afford to throw them away. What 
can we do?” 

The other suggested that the bills be 
taken down in the West Virginia hills for 
disposition. They loaded their car with the 
phony currency and headed south to the 
Mountain State. Arriving at a likely spot, 
one entered a crossroads store and asked 
the old mountaineer proprietor: “Can you 
give me change for this $18 bill?"’ 

The old man shifted his chew, spat, and 
answered, ‘Yep, | think so. How do you 
want it, three sixes or two nines?” 

@ folks down this woy are purty smart, espe 
cially when it comes to TV entertainment 
They ve made WTRF.TV the looked ot station 
in @ 39-county area where 2 million people 


hove a spendable income of $2'/) billion 


annually which mokes WITRF-TV a good 

buy for you. Ask the George P. Hollingbery 

people 

CHANNEL WHEELING, 
SEVEN WEST VIRGINIA 


Ludden Succeeds Hansen 

Allen E. Ludden, program direc- 
tor of WCBS, New York, has been 
named to succeed Carroll V. Han- 
sen as director of program services 
for CBS radio stations, with 
York headquarters. Mr. Hansen 
and Jack Sterling, an entertainer, 
have bought KMYC, Marysville, 
Cal., subject to approval by the 
Federal Communications Commis- 
sion, 


‘This Week’ Names Hogue 
Joseph V. Hogue, of the New 
York sales office of This Week 
Magazine, has been named man- 
ager of the publication’s San Fran- 


cisco office. This Week also has 
named Willard T. Wadelton, for- 
merly with McCall's, to its New 


York sales staff. 


New | 


Boost Sales for Utica Club Brewery 


Schultz & Dooley... 


Couple of Mugs Yearning for Old Days 


Utica, June 2—Although just a 
couple of mugs, the Utica Club 
boys—tv puppets Schultz & Dooley 
—are making quite a name for 
themselves in upstate New York. 

The agency responsible for 
creation of these fast-talking beer 
mugs is Doyle Dane Bernbach 
Inc., New York, which has found 
them an effective means of tying 
in advertising with point of sale 
merchandising. 

DDB is creating an easily recog- 


Newman to Chock Full O’ Nuts 


Richard J. Newman, formerly 


with Benton & Bowles, has joined | 
New | 


Chock Full 
York, 
new post. 


O’ Nuts 


assistant ad 


Corp., 


as manager, a 


WAYS 


I'm 134% years old... 


Sell the market where 


NO. 


1 OF A SERIES 


TEXAS AND OKLAHOMA COUNTIES 


THE 


NUMBER OF 
COUNTIES 
IN WHICH 
PUBLICA- 
TIONS HAVE 
OVER 75% 
COVERAGE 
OF FARMS... 


WY 


TM THAN . 
OL ER gO DHINK 


and of course I use lipstick (1 have 
for 2 years). Like the other 2,161,000 “young lady” 
of AMERICAN GIRL, aged 10 through 16, I keep my dress- 
ing table well stocked with cosmetics. 


buying begins. 
delivers your sales message first (median age 


AMERICAN GIRL MAGAZINE 


Published by the Girl Scouts of the U.S.A 
830 Third Avenue, New York 22, N.Y. 


readers 


AMERICAN GIRL 
13.8). 


| been 


Besesesececesesesesesssess econ 


nizable image for Utica Brewing 
Co.’s Utica Club beer in the form 
a 


—~ 


THE LIGHT BREW—This lamp is used 
by Utica Club beer to call attention 
to its current campaign at the point 
sale. The beer mug characters 
for the tv, print 

and 


of 
work brewer in 


outdoor. 


of Schultz & Dooley in tv com- 
mercials and in newspaper and 
outdoor advertising. Supermarkets, 
grocery stores and taverns have 
supplied with a variety of 
merchandising aids. 

One which has met with particu- 
lar favor by store owners is a 


the | 


refrigerator thermometer in the 
shape of Dooley’s round head, with 
his sensitive proboscis pointing to 


| the temperature. Storekeepers like 


it because it suggests that shoppers 
should “Please close the door to 
keep the Utica Club cold!” 

Before long Schultz & Dooley 
beer mugs will go on sale in tav- 
erns and grocery stores and as 
mail order items. 


Other point of sale aids include 


murals for taverns, bottle collars, 


shelf talkers, window posters, wall 
calendars and bar lamps. 
s The company reports a 15% in- 


crease in sales since the pair made 
their tv debut March 2. In one 
market, sales jumped 68%. 

This campaign is built around 
the theme that Utica Club still 
takes the trouble to age beer the 
natural way. There are 12 tv com- 
mercials in use (minute and 20- 
second spots) and six more will 
soon be released. They all find 
Schultz, an old-fashioned German 
type, and Dooley, a warm-hearted 


Irish gentleman, bemoaning the 
changes going on about them. 
They all end on the same high 
note: One thing hasn’t changed 


since the old days, and that’s Utica 
Club beer. 

Schultz and Dooley were created 
at DDB by William Bernbach, 
president, Bill Taubin, art director, 
and Dave Reider, writer. ‘The beer 
mugs were first created on paper,” 
John F. McManus, account execu- 
tive for Utica Club, told ApvEeRTIS- 
ING AGE, “and we faced quite a 
problem in trying to animate these 
characters for television.” Finally, 
the agency had Lou Bunin make 
Schultz & Dooley puppets, with 
e moving lids. Farkas Films 
produced the commercials. 


8 A lady mug, who speaks with a 
Hungarian accent, joins the Utica 
Club commercial cast in some of 


~ GREATEST COVERAGE 


a ot. 


190 COUNTIES WITH OVER 30,000 HEAD EACH 
contain 78% of all Beef Cattle in Texas and Oklahoma 


FARMER-STOCKMAN 
100 


FARM & RANCH 


pe 


PROGRESSIVE FARMER 


FARM JOURNAL 


Send for similor data on other livestock, crops, irrigation and farm income. 


Where Livestock Counts Most! ... 


TEXAS AND OKLAHOMA comprise 


190 


161 


the greatest area for livestock in the 
nation! Texas alone has nearly 50% 
more cattle and calves 
the second state in rank. Texas and 
Oklahoma combined have more than 
Iowa and Nebraska, 
states, combined. 


THE FARMER-STOCKMAN gives 
the best possible farm coverage in 


than Iowa, 


the next best 


Texas and Oklahoma. 


x HK 


The only farm publication edited sep- 


arately for Texas ... 


and edited 


separately for Oklahoma ... 


—armer.s 


‘i a 


436,476 


paid subscribers, 


The Farmer-Stockman 


OKLAHOMA CITY °® 


DALLAS 


400 N. Michigan Avenue 
Chicago 11, SUperior 7.6145 


J. H. Hunter, 


4321 N. Central Expressway 
Dallas 5, LAkeside 1-312) 


420 Lexington Avenue 
New York 17, MUrray Hill 4-3340 


Advertising Director 


500 N. Broadway 
Oklahoma City od 


CEntral .2-3311 


Advertising Age, June 8, 1959 


the more recent spots. When she 
first appears on the scene, Schultz 
| moans: “A lady beer mug! What’s 
happening to the world?” 

DDB, which took over the ac- 
count in January, ran a _ teaser 
outdoor poster in mid-February, 
showing the two mugs, but not 
identifying them. On March 2, a 
second poster replaced the first, 
this one identifying Dooley & 
Schultz as the Utica Club mugs. 


IN-STORE REMINDER—This calendar in 

grocery stores and taverns serves 

as a point of sale reminder of Utica 

Club’s tv advertising. It features a 

replica of the tv puppets Schultz 
and Dooley. 


Under the present schedule, the 
posters are changed once a month. 

The tv schedule started March 2. 
About 70% of the budget is now 
alloted to this medium. Utica Club 
is sponsoring several syndicated 
film shows, including “Rescue 8” 
in seven cities, “Sea Hunt” in two 
cities, “State Trooper” in one city, 
with two other cities soon to be 
added to the schedule, and “Decoy” 
and “Official Detective” in one 
city each. The schedule of spot 
announcements, with about 12 
spots weekly per market, in- 
cludes the following markets: In 
New York—Albany, Binghamton, 
Plattsburgh, Schenectady, Syra- 
cuse and Utica; in Pennsylvania— 
Lock Haven, Scranton and Wilkes- 
Barre. 

Utica Club will start advertising 
jon radio this month, using much 
| the same type of spots as are now 
lrunning on television. Page ads 
|featuring Schultz and Dooley are 
being run on an average of about 
one per month per newspaper in 
upstate New York, Pennsylvania, 
Connecticut, Rhode Island, Massa- 
chusetts and in the New York 
Times. Color page ads are sched- 
uled for several summer issues of 
Look, # 


Cleworth Appoints Stoddard 

Cleworth Publishing Co., Cos 
Cob, Conn., has appointed Charles 
R. Stoddard Jr. advertising sales 
| representative for three of its six 
publications, Plastics World, In- 
| dustrial Woodworking and Modern 
Patternmaking. Mr. Stoddard, for- 
merly a district sales manager of 
— Publishing Corp., will 
{make his headquarters in New 
| York and will cover New York 
City and New Jersey. 


Reisman Joins GallenKamp 

Emil Reisman, formerly a prin- 
cipal in  Benton/Reisman/Mar- 
quist, Los Angeles, has been named 
ad and promotion supervisor of 
GallenKamp Stores Co., Los An- 
geles retail shoe chain. From 1955 
through 1957 Mr. Reisman served 
the GallenKamp account as an ac- 
count executive with Richard N. 
Meltzer Advertising, which still 
handles the account. 


“Boston Globe’ Adds ‘Parade’ 

The Boston Globe, effective July 
|5, will start distribution of Parade, 
| bringing the supplement’s distrib- 
uting newspapers to 63. 
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There’s buying action aplenty...in 


r ad 


THE MAGNIFICENT 
MARKET OF 


Suburbia Toda 


| THE MAGAZINE OF PLEASANT PLACES TM. 


' At the barbecue . . . the cocktail hour . . . or across 
neatly trimmed hedges—there’s always occasion for a neighborly drink 
in The Magnificent Market of susuRBIA TODAY. What are 

2 the beverages . . . the brands? You can bet they are 
the ones best known for quality. Here’s why: 


The 450 suburban communities covered in depth by 
\ SUBURBIA TODAY are selected for their concentration of high-income, 
by home-owning, multi-car families who enjoy suburban living 
| to the fullest. They live in the suburbs. 
| They shop in the suburbs. 
¢ They entertain at home. 


Your brand can become the label of quality 
whenever they buy, wherever they buy, when your advertising is in 
| SUBURBIA TODAY. It is the fine colorgravure magazine of 
¥ 178* local suburban newspapers read by 1,213,221 families. It offers 
an unprecedented opportunity to concentrate on 
today’s best market for quality products including 


| wines, beers, and liquors. Get the full story of 
fi this hand-picked market from your SUBURBIA TODAY representative. 
} Call him soon. 


*SUBURBIA TODAY accepts liquor advertising 
in 157 of its 178 markets. 


“Suburbia Today 


ee — 2m SUbUrbia Today 


The Magazine of Pleasant Places 


Leonard S. Davidow, Publisher 
Patrick E. O'Rourke, Advertising Director * John M. Badger, Western Advertising Manager 


153 North Michigan Avenue, Chicago 1, ANdover 3-1270 


James L. Thompson, Advertising Manager 
NEW YORK 22: 405 Park Avenue, Plaza 5-7900 


DETROIT 2: 3-223 General Motors Bldg., TRinity 1-5262 
CLEVELAND 15: 604 Hanna Bidg., PRospect 1-4677 


LOS ANGELES 5: Blanchard-Nichols Assoc., 633 S. Westmoreland Ave., 
DUnkirk 8-6134 


SAN FRANCISCO 7: Blanchard-Nichols Assoc., 900 Third Street, YUkon 6-6341 
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| Versatile | Gene Bolles has formed a new | Fla. KFBA was formerly repre- 
| . ae . , 
Sait. efeil aoueel cai _|sented by Richard O'Connell. 
| | radio station representative com had had no rep. 


F for ART + PRINTING pany, Gene Bolles Co., at 510 Mad- | 
LtHO + Sin scaeen tes. | 180 Ave., New York. Miss Bolles, | prowe Elected Chapter Head 
H. J. Howe, advertising manager, 


NEERING |who was formerly with Richard | 

Send for Cotelog P |O’Connell Inc., radio-tv station tapes 
3 AGEN -eCl PRODUCTS CO.| | representative, has announced the : 
DEALERS: Choice Territories Open | NEW Company's appointment as) Ainany N. Y., chapter of National 


~ $485 ond as | 
- |representative for KPBA, Pine 


THIS IS THE JINGLE MILL RECORD inescsis inca sen 
$5 g PER JINGLE wv General Electric Co., treas- 


ee COMPLETELY CUSTOM MADE MCA-TV Issues Rating Chart 


United States Only 


OVER 700 STATIONS SOLD MCA-TV, New York, has issued a 
|chart which compares the rating 


o6% OF ATIONS HAVE REORD methods used by Nielsen, Ameri- 

OVER 10,000 JINGLES ORDERED AND WRITTEN can Research Bureau, Pulse, Tren- 

dex and Videodex. Titled “How 

PUT THIS RECORD TO WORK FOR YOU ioe Mees Shia As tone Namen ene th 

10,000 tv executives. Copies are 

a en ane centage — a JINGLE MILL also available upon request from 
a4 ints and s reaks— he : ee pe 

A mo apen ends end we inert. 201 West 49th St., New York City | the MCA-TV advertising depart- 


ment, 598 Madison Ave. 


Which of the following words 
describes each of these radio stations: 
Friendly? Unfriendly? 


The special qualitative survey below, prepared by PULSE, is 
mighty revealing. A rousing majority of Washington, D. C. area 
residents found us friendly —scored us far higher than any other 
radio station in the market. And far fewer respondents had no 
reaction at all to WWDC. Q.E.D.—we’re known and liked. 
Q.E.D.—this friendliness will rub off on your product! 


Sta. A | Sta. B | Sta. C| Sta. D| Sta. E | Sta. F| Sta:G 


Friendly 63.1 | 33.2 | 50.5 | 30.0 | 36.3 | 49.8 | 59.9 


Unfriendly 2.4 | 2.2 1.0 8/ 3.4] 1.2] 1.0 


Don’t Know 34.5 | 64.6 | 48.5 | 69.2 | 60.3 | 49.0 | 39.1 


All figures indicate percentages 


Radio Washington 


REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 


i eS ne Oe TD saclay Ce asi iy eorigice a nk a heen OV ae Pips: 
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|Gene Bolles Starts Rep Co. | Bluff, Ark., and WKKO, Cocoa, | 


Behr-Manning Co., Troy, | 
|has been named president of the | 


Industrial Advertisers Assn. G. M. | 


ae | Robertson, General Electric Co., | 
| Schenectady, has been named vp; | 


The film syndication division of | 


Lehman Cummings 


DUNCAN HINES DINNER—Looking over the menu at the annual Duncan 

Hines Institute family dinner are Alan H. Cummings, president, and 

James H. Black, exec vp, of College Inn Food Products Corp., Chi- 

cago, and Ivan Hill, exec vp in charge of the Chicago office of Cun- 

ningham & Walsh, and Jesse Lehman, C&W account executive on 
College Inn. 


Mercury Records 
Invests $250,000 
in Coupon Campaign 


CHIcAGo, June 2—Mercury Rec- 
ord Corp. is spending $250,000 on 
the discount coupon print cam- 
paign it launched today in news- 
papers across the country (AA, 
June 1). 

Color and b&w ads offer con- | 
sumers three coupons worth a to- | 
tal of $9.27. A $5 coupon is ap-| 
plicable to the price of a second 
Mercury stereo hi-fi album after 
the purchaser pays the full $11.90 
on a first album. A $3.48 coupon 
is applicable to a second $7.96 
Mercury monaural hi-fi album and | 
a 79¢ coupon applies to the price! 
of a second 45 rpm single Mercury 
record regularly selling for $1.96. 
The coupons are good until June 
30. 


® Page ads containing these cou- | 
|}pons are appearing in 27 major| 
newspapers—five in b&w and 22 
in color. They also appeared in ads 


in today’s Wall Street Journal and | * 


as part of a four-color four-page 
\insert in the June 1 Billboard. 


More coupons will be distributed 


via a color page in the June 15 ~ 


Life. 

In addition, Mercury plans to 
make reprints of the newspaper 
ads available in quantity to deal- 
/ers. All told, Mercury expects to 
| distribute 1,000,000 coupons in the 
/early part of this month. 
| About $60,000 of the campaign 
|fund is earmarked for co-op ad- 
| vertising and store displays in the | 
areas to be covered. The campaign 
|is to cover 60 markets. 

John W. Shaw Advertising, Chi- | 
cago, handles the account. + 


_ Armour Offers Cold Cuts 
in Pacific Northwest Push 

Armour & Co. currently is of- 

fering free packages of its cold 
cut meat products in the Pacific 
| Northwest. Consumers may get 
their money refunded by mailing 
| labels from the products to Arm- 
our. 

Page ads are being used in daily 
/newspapers in Portland, Seattle 
/and Spokane to promote the offer. 
|The deal may be made in other 
selected markets in the future. 
N. W. Ayer & Son, Chicago, is the 
agency. 


Peters, Griffin Names Piano 
Vincent C. Piano, formerly di- 
rector of sales development and 
promotion of Meeker Co., has been 
named director of radio promotion 
and research of Peters, Griffin, 
| Woodward, New York, radio-tv 
| station representative, succeeding 
'Frank Woodruff, who resigned. 
Peters, Griffin also has been 
named to represent WCBM, Bal- 
timore. Bolling Co. formerly rep- 


resented the station, 


Black Hill 
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Both U S British , ing invited from private companies ; tion by mid-fall. The refrigerator 
a willing to provide the service in/|is a 11-foot type with automatic 
i TV Plans to Be Used | association with the FBC. lice cube maker. Norge will also 


| 


The FBC, which last month in- | introduce a combination gas wash- 


105 


in Rhodesia, Nyasa | troduced commercial radio on its|er-dryer in the fall. 


| English transmissions, will extend | 
SALISBURY, RHODESIA, June 2—| it now to its African service. | Official Films Names Two 
Commercial television will be) | Herb Pearson, formerly assist- 


started soon in the Federation of | = Plans are also being made to! ant to the president of Guild Films, 


— Se ee 


Rhodesia & Nyasaland, and both 
American and British commer- 


inaugurate a full-scale English 


| has been named to the new post of | 


|commercial service by the end of | director of sales of Official Films, 


cial television organizations are al- | 
ready negotiating for rights with | 


the government and the Federal 
Broadcasting Corp. 

The tv service—first in Central 
Africa—will be run on similar 
lines to that in Britain, with the 
FBC exercising control similar to 


that wielded by the Independent | 


Television Authority. 
There will be only one program 


dios, arrange program schedules 
and deal with advertisers. The FBC 
would own and maintain the trans- 


next year on a separate channel. At | New york, tv film distributor. Of- 
the moment, only one channel a | ficial Films also has named Arnold 


used for the English service, an 
spot advertising is confined to cer- 
tain periods a day. Spots would be 
transferred to the new channel, 
and the way would be open for 
programs sponsored by advertis- 
ers. + 


Norge to Test New Gas Unit 


contractor; it will provide the stu- | 


mitters. Applications are now be- | 


Norge division of Borg-Warner 
Corp., Chicago, will start testing 
a new gas refrigerator with util- 
ities this month and, if all goes 
well, plans to be in mass produc- 


'Fetbrod, formerly coordinator of 


syndicated sales of Screen Gems, 
manager of its syndicated sales de- 
partment. 


Uropa Names Wechsler A.M. 


Robert Wechsler, former adver- 


'tising and sales promotion manag- 


er of American Geloso Electronics 
Inc., has been appointed advertis- 


ling and sales director of Uropa 


International Inc., New York, im- 
porter-distributor of appliances, 
electronic and office products. 


Che Convier-Zournal 
‘THE LOUISVILLE TIMES 


A Major Midwestern Industrial Market in the 
Ohio River Valley—the Ruhr of America— 
where one Daily Newspaper Combination 


reaches 9 out of every 10 families 
SELL LOUISVILLE FOR ALL IT'S WORTH! 


392,839 DAILY COMBINATION «+ 311,073 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


SAN DIEGO CALIFORNIA 
—nn 


P 


A MARKET ON THE GO! 


To sell San Diego, at lowest cost per sale, you can rely on the market's two 
metropolitan dailies: The San Diego Union and Evening Tribune. These news- 
papers offer you penetrating coverage, with a combined daily circulation of 
more than 200,000. Readership — according to Facts Consolidated surveys — 
is 84.4%, unduplicated. 


1958 gasoline service station sales totaled $104,656,000 in the fast moving, 
fast growing San Diego market. 


Today, San Diego is the third largest market in the 11 western states — and 
it’s growing faster than any other major metropolitan area in the nation. 


The San Diego Union | FVENING TRIBUNE 


SALES ESTIMATE COPYRIGHT 1959 SALES MANAGEMENT SURVEY OF BUYING POWER 


“The Ring E@ of Truth” 
COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California—Northern Illinois — Springfield, 
IIlinois — and Greater Los Angeles — Served by the COPLEY Washington Bureau and the 
COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Publishers Wait C 


Guarantee Fund for Overseas Ad Pay 


(Continued from Page 3) 
M. Bers, chief of USIA’s media 
guarantee division, $21,400,600 
(54%) of the media guarantee 
payments through June 30, 1958, 
were made to book publishers. 
Approximately $8,900,000 (22%) 
went to motion picture producers; 
$7,600,000 (19%) to periodical 
publishers and $2,000,000 (5% ) to 
publishers of maps, teaching aids, 
musical scores and recordings. 


s The program is available only 
in countries with restrictions on 
conversion of their currencies. Of 
the 18 countries where the USS. 
has operated the program, it has 
been terminated in six—Austria, 
France, Norway, Germany, Italy 
and the Netherlands—where im- 
proved exchange regulations now 
enable business men to operate 
without assistance from our gov- 
ernment. On the other hand, new 
programs are getting under way 
in Poland and Yugoslavia. 

With currency conversion con- 
tracts to back them up, publishers 
and other media people have been 
able to operate aggressively in 
remote parts of the world in 
competition with subsidized Com- 
munist publishers. 

While the media guarantee 
program is not a subsidy in the 
sense that the government assists 
or underwrites the export 
gram, it assures the publisher that 
if he is successful in making sales 
abroad, he will be able to bring 
the proceeds back in usable dol- 
lars. 


s For each country in which he 
expects to operate, the publisher 
enters into a contract with the 
guarantee program indicating the 
maximum volume of sales he ex- 
pects to make. He pays a premi- 
um equal to 1% of the value of 
the “contract,” and the govern- 
ment agrees to convert to dollars 
all proceeds up to the amount spec- 
ified in the contract. New con- 
tracts are made each year for each 
country. 

Among publishers, the most ac- 
tive participants in the program 
have been Reader's Digest, with 
108 contracts covering 12 countries, 
and Time Inc., with 79 contracts 
for 14 countries. Under these con- 
tracts Reader’s Digest has obtained 
$1,788,596 in exchange for blocked 
currency and Time Inc. has ob- 
tained $1,328,825. Curtis Publish- 
ing Co., with 42 contracts in 14 
countries, has redeemed blocked 
currency for $767,395. 


s McGraw-Hill Publishing Co., 


which has brought the guarantee | 


program's story forcefully to the 
public’s attention in 
ads recently, has been able to op- 
erate an effective export program 
for technical publications and 
books as a result of the “lift” 
which is available through the 


pro- | 


newspaper | 


ongress Action on 


Reader's Digest Assn. .... 
Time Inc. 
Curtis Publishing Co. .....-....0000+ ene 
McGraw-Hill Publishing Co... 
Moore-Cottrell 
Subscription Sale Agencies Inc. ............ 
American News Co. «0.0000 
Crowell-Collier Publishing Co. .. 
Dell Publishing Co. ......ccccccseeseeeeee 
New York Herald-Tribune 


| program. McGraw-Hill, under the 
guarantee program, has been able 
|to operate in 14 of the 18 IMG 
countries, and to earn blocked cur- 
rency which was exchanged for 
$707,395. In addition, McGraw-Hill 
Book Co. Inc. has shipped into 17 
|}of the 18 countries, and has re- 


Advertising Age, June 8, 1959 


. ss = . 
Major Participants in Guarantee Program 
No. Amount Fawcett Publications Inc. ........-.csereseeree 29 142,761 
Contracts Received Hearst Corp. ......eccceceeeees 20 100,737 
108 $1,788,596 Curtis Circulation Co. ......cccccseeeeeseeenees 12 87,897 
79 1,328,025 Weekly Publications Inc. (Newsweek) ...... 39 85,555 
42 767,395 Pines Publications INC. .......c.cccccececesereeeeee 20 58,691 
46 707,193 Popular Mechanics Co. .......cccceseseeneeneree 2 23,078 
Hillman Periodicals Ime. .........ccccceeeeeeee 13 22,635 
’ 566,959 New York Times one 10 11,974 
12 365,214 Reinhold Publishing Corp. ..........0essee 3 6,146 
51 299,214 *This table lists all publisher and subscription companies which 
35 173,047. redeemed more than $5,000 in blocked currency under guar- 
20 159,202 antee contracts. 


|deemed blocked currency for $1,- 
470,547. 

Subscription agencies also are 
| operating effectively in promoting 
| overseas sales of U.S. periodicals, 
|via the program. Moore-Cottrell 
|Subscription Sales has earned 
$566,959, with sales under 19 con- 
tracts, and American News Co., 
$365,214, under 12 contracts. 

Dell, Fawcett, Hearst, Newsweek 
| and Pines Publishing Co. also ap-| Albert D. Ross, of West-Holliday 
pear on the list of publishers!Co., president of the club, in- 
, which have redeemed more than! formed Dan Bell, manager of the 
$50,000 in blocked currency.|Denver Better Business Bureau, 
Among newspapers the list 
|cludes only the New York Herald| with the veto by Gov. Steve Mc- 
| Tribune, with $159,202 in redemp- | Nichols of the controversial senate 
tions under 20 contracts, and the) bill that would have prohibited use 
New York Times, with $11,974! of prices in optometric advertising. 
}under 10 contracts. # “We do not believe that control- 


Diversifying Media May Cut Actual Number 
‘of Prospects Reached, Agency Panelists Say 


| New York, June 3—That eter-! individual, for instance. As long 

| nal question of the advertising as the measurement unit is house- 

| business—reach vs. coverage, or | holds, no measure of reach to peo- 

“How much, how often?”—was the | ple is possible. Frequency is a 

| topic of the New York Advertising | strength of broadcasting, partially 

Media Planners Assn. last night. | because broadcasters have forced 

A panel consisting of W. E.| buyers to buy media with enough 

Matthews, Young & Rubicam; | frequency to do the job. 

John deWolf, G. M. Basford Co.;| Habits, availabilities, units of 
Paul Gerhold, Foote, Cone & Beld-| sale and the discount structure all 
ing, and William Weilbacher,| work in favor of frequency, and 
Dancer-Fitzgerald-Sample, pre-|make it harder to buy broadcast 
sented various views of the prob- | media badly. 
lem. Under the group’s rules, no) 
speaker may be quoted directly. Im general, as to media combi- 
Here are some of the highlights "tions: : 
of the discussion: | Prospects are more important 

than people in terms of coverage, 

e In print: | and it’s wasteful to extend cover- 

There is a circulation question | age if the prospect can be defined. 

in business papers, where it may | Before diversifying media, it’s im- 
be that circulation and exposure) portant to be sure you will gain 
are different. In general, the sec-| efficiency. A barrier to diversifi- 
ond book isn’t as effective as the | cation is that frequently continuity 
first, and the extended coverage and frequency discounts build a 
'is somewhat less effective than difficult case to overcome for 
|primary coverage. It is important sticking to present media setups. 
to spend dollars where the returns! There is the possibility of cross- 
are greatest, and it’s wise to spend pollinating by media diversifica- 
| your money in the best book, us- | tion, reaching different people, but 
ing the No. 1 book thoroughly. If | real frequency may suffer. 

}you are reaching a prospect 50! The question was raised as 
times or less, repetition in the best | to whether frequency is somewhat 
single book is very important. | misleading if there is a fairly high 

| However, where books are fairly | concentration of repeated exposure 

even, don't fight for a book at this! among a fairly small portion of 
level of frequency. the possible audience. There was 

e In broadcasting: agreement that this is an aspect 

Since print is basically permis- |°f frequency exposure seldom in- 


at 
pos 


ing Club of Denver has urged con- 
trols to guarantee truthfulness in 
optometric advertising without 
prohibiting the use of price in the 
advertising. 


sive, and broadcasting is basically | vestigated or considered. 
controlled, broadcasting permits 

some measurements print does not. D-F-S, Guild Wines Part 

| However, there is a good deal | Dancer-Fitzgerald-Sample, San 
| about broadcast measurement Francisco, has resigned the Guild 
| Which isn’t known—how to assess| wine Co. account, a client since 


the reach of commercials to the| 1953. The winery, located at Lodi, 


— |Cal., produces a complete line of 


7 —— Guild wines and brandy. The com- 
Network TV Gross Time Billings pany, known for many years as 
Wine Growers Guild, has changed 
P its name to Guild Wine Co. Its 1958 
Source: TvB figures from Leading National Advertisers and silane anamunied ta @elonh ckaas. 
Broadcast Advertisers Reports ly in outdoor advertising. No rea- 
sons were disclosed for the resig- 
NETWORK TELEVISION nation, and the company said it 
will not name a new agency until 
April % January-April % |after Aug. 1. 
1958 1959 Change 1958 1959 Change 
ee en $ 8,739,456 $10,193,663 +166 $ 35,752,460 $ 42,430,232 +18.7 
| ae 20,628,511 22,093,785 + 7.1 83,344,337 88,255,638 + 59|/ ire Publication Renamed 
ee 18,283,379 19,753,172 + 8.0 72,287,402 77,835,168 + 7.7, Modern Tire Dealer became the 
Total .... $47,651,346 $52,040,620 + 9.2 $191,384,199 $208,521,038 + 9.0 new name of Tires-TBA Mer- 
chandising, New York, with its 
MONTH BY MONTH—1953 June issue. John Hartman, presi- 
dent of Bill Bros. Publishing Co., 
ABC CBS NBC Total | New York, said the name change 
RAE scdicesiseabestinn $10,647,078 $22,129,248 $19,299,853 $52,076,179 |of the 40-year-old magazine is 
February ..ccsee 10,024,460 20,806,220 18,053,828 48,884,508| part of a continuing policy to 
Se 11,565,031 23,226,385 20,728,315 55,519,731 | keep the publication abreast of the 
Soa 10,193,663 22,093,785 19,753,172 52,040,620 | industry it serves. 


in- | that his organization was “pleased” | 


Law to Force Truth in Optometry Ads—Not 
Ban on Price Ads—Urged by Denver Adclub 


Denver, June 3—The Advertis- | ling the advertising is the answer,” and its predecessors since 1915, and 


| Mr. Ross said. 


|@ When questioned in an inter- 


vp of the construction news and 
statistics division, has been elected 
president to succeed Mr. Barringer. 
Mr. Hadsell has been with Dodge 


| became head of the construction 
' news division in 1928. 


| view, Mr. Ross said his club was|™ Exec vps have been appointed 


on record as advocating “absolute 
truthfulness in ads’ and believed 
in “strict minimum requirements” 
for the quality of the merchandise 
advertised. 

He said that there were mini- 
{mum quality and_ educational 
|standards in effect now in the 
state, and even more rigid stand- 
ards in Denver. 

“We still do not want prices left 
out of ads,” he said, “because 
|members of the optometric indus- 
| try base their sales on the prices 
in ads, and they are in competition 
with each other.” 

Mr. Ross indicated that perhaps 


|the Denver club might be agree- | 


| able to raising requirements and 
|enforcing them “even if the money 
has to be appropriated by the leg- 
islature so that any unethical prac- 
tices can be halted.” 
# Mr. Ross suggested that some 
presently functioning state agency 
could perhaps provide for policing 
the controversial optometry field 
should laws be enacted to that ef- 
fect. 

He urged that such laws, should 
they be enacted, should define in 


constitutes misleading advertising. 
Policing might consist of checking 
advertising and sending in state 
buyers to shop for the merchandise 
to check the authenticity of the 
products advertised. 


nance such a program could come 
conceivably from added state li- 
cense fees “which would mean they 
[the optometry industry] would 
pay for their own inspection super- 
vised by the state.” = 


F. W. Dodge Shifts 
Top Exec Lineup; 
Abbott Is Chairman 


NEw YorRK, June 4—The retire- 

ment and replacement of three top 
officers and the election of five 
|new exec vps and three new vps 
| have taken place at F. W. Dodge 
|Corp., construction news and mar- 
keting organization. 


unmistakable language that which | 


Mr. Ross said that money to fi- | 


| ton, 


to head all four divisions of the 
corporation. These men will con- 
stitute the management committee. 
They are: 


e Howard M. Thompson, former- 
ly vp and treasurer, to exec vp and 
treasurer in charge of financial di- 
vision. 

e Oliver O. Paulsell, formerly a 
vp of the construction news and 
statistics division will replace Mr. 
Hadsell as exec vp in charge of 
that division. 


|e J. T. Little, formerly vp of the 
catalog division, will replace Mr. 
Williams as exec vp of that divi- 
sion. 


e Robert F. Marshall, formerly a 
| vp of the magazine and book divi- 
|sion, has been named exec vp in 
| charge of that division. 


|e T. Oliver Morgan, formerly a 
|vp of the construction news and 
| statistics division, has been named 
|exec vp to assist Mr. Hadsell, the 
|new president. 


is All of the above are members 
of the board of directors. 

Three new vps named and elect- 
ed to the board are: 


e Richard H. Ray, formerly mid- 
western regional vp in Chicago, 
has been named vp of the con- 
struction news and statistics divi- 
sion. 


e William H. Hatch Jr., formerly 
eastern regional vp in New York, 
has been named vp of the catalog 
division. 
e Robert M. Cunningham Jr., for- 
merly vp of Modern Hospital 
Publishing Co., a Dodge subsidiary, 
and editor of Modern Hospital, 
Chicago, has been named vp of the 
magazine and book division. 
With the exception of Mr. Stock- 
and with the addition of 


| Messrs. Ray, Hatch, Cunningham 


and Brittain, membership of the 


| board of directors is unchanged. 
|Members of the board, other than 


James McVickers Breed, board | 


chairman since 1931, Howard Bar- 
ringer, president since 1953, and 
Sanford D. Stockton Jr., secretary 


|of the corporation since 1922, have | 
| 


retired. 

Both Messrs. Breed and Barring- 
er, however, will continue to serve 
as voting trustees and as members 
of the executive committee and the 
board of directors. Mr. Breed has 
been made honorary board chair- 
man. Mr. Stockton has been suc- 


ner in the law firm of Breed, Ab- 
bott & Morgan. 


® Paul Abbott, associated with the 


those mentioned, include William 
C. Breed Jr., and H. Judd Payne, 
vp of the magazine and book divi- 
sion, and George Cline Smith, vp 
and economist. = 


Connecticut Restricts Outdoor 
on Federally Aided Roads 


The Connecticut legislature has 


| passed a bill which generally bans 
|the use of billboards within 660’ 


banking firm of Glore, Forgan & | 


Co., and Dodge _ vice-chairman 
since 1931, has been elected chair- 
man of the board. Chauncey L. 
| Williams, formerly exec vp in 
| charge of the catalog division, has 
been elected vice-chairman. 
Irving W. Hadsell, formerly exec 


of right of way of federally aided 
interstate highways or limited ac- 
cess roads. Passage of the bill 
makes Connecticut eligible for an 
additional % of 1% federal road 


ceeded as secretary and a board | 2/4. The bill provides certain ex- 


|/member by John S. Brittain, part- | 


emptions and permits signs along 
such highways running through 
industrial and business zones. It 
also allows signs on property to be 
sold or leased. 


Johnson Joins Jack Scott 

Elliott H. Johnson, formerly an 
account executive in the Chicago 
office of Advertising Research Bu- 
reau, has joined R. Jack Scott Inc., 
Chicago agency, as media direc- 
tor. 
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Rudsten 


The Giant Value Coupon Savings Jamboree will com- 
bine coupon mailings to 3.6 million families with free 
full page newspaper ads for participating marketers, 
promotional ads, displays, TV and radio promotion, 
dealer mailings, sales kits, and other devices to bring 
consumers into markets such as this one. During the 
Jamboree in Boston last February over 136,000 shop- 
pers during a six-week period mailed in their ’Round- 


ADVERTISEMENT 


to Follow Boston Success With 30-Million- 
Coupon Mailing in Philly, Chicago, New England. 
Coupons to be Mailed to 3.6 Million Families. 


The-World trip entry blanks, an all-time high re- 


sponse for a local or regional promotion. High traffic 
and volume sales caused dealers to describe the pro- 
motion as “one of the most successful promotions 
ever staged in the Boston market.” Marketers inter- 
ested in participating in the Jamborees in October 
can contact Oscar E. Rudsten, at Oscar E. Rudsten 
& Associates, 262 Washington Street, Boston 8, Mass., 
telephone Capitol 7-2146. 


Coupon mailing to be aimed at the 


top buying potential of 3 markets 


An average of 1,200,000 fami- 
lies will be reached in each mar- 
ket by the Giant Value Coupon 
Savings Jamboree. It is esti- 
mated that this represents about 
80 to 85% of the potential buy- 
ing power in the three areas. 

Both market selection and 
mailing will be handled by O. E. 
McIntyre, the large and progres- 
sive mail marketing firm that 
maintains a national market list 
of 36,000,000 families for use by 
its roster of major clients. 


McIntyre will apply its knowl- 
edge of coupon mailing methods 
for this project, and utilize the 
facilities of its plant at West- 
bury, L. L, N. Y., the largest 
and most modern in the U. S. 

Thus the Jamboree will have 
the additional value of reaching 
families selected by McIntyre 
as the best for market coverage 
and redemption. 

The preliminary selection 
shows the Jamboree will cover 
the marketing areas of 2,193 
major chain outlets. 


The Boston Jamboree, which 
had as participants Beacon Wax, 
Snider’s Hotter Catsup, Hood 
Orange Juice, Hood Soured 
Cream, Kraft Miracle Marga- 
rine, Hood Ice Cream, My-T- 
Fine Puddings, and Hudson 
Toilet Tissue, was not only a 
successful promotion for parti- 
cipants, consumers, and dealers, 
but it showed on a large scale 
how the promotion could be de- 
veloped and further improved 
for use in this second stage. 


Free full page for exclusive use of each product 


participant in Philadelphia Inquirer, Chicago 


American, Boston Sunday Globe Roto, Boston 


Sunday Herald Roto, Boston Record-American. 


Program to be promoted with double page ads 


in Philadelphia Inquirer, Chicago Tribune, 


Chicago American, Boston Globe, Boston 


Herald-Traveler, Boston Record-American. 


Intensive radio, television campaign in all 


markets, plus free window streamers, 


promotion kits, mats. Cost only $12.50 per 


thousand, includes all promotion — everything. 


A powerful cooperative cou- 
pon and merchandising drive 
aimed at 3.6 million families in 
three major markets is an- 
nounced by Oscar E. Rudsten, 
of Oscar E. Rudsten & Associ- 
ates, Boston, Mass. 

“This is the second stage of 
the Giant Value Coupon Savings 
Jamboree idea. The first Jam- 
boree in the Boston market in 
February was described in the 
Yankee Grocer, leading New 
England food trade journal, as 
one of the most successful ever 
staged there,” according to Mr. 
Rudsten. “We are offering par- 
ticipations in our new Jamboree 
to non-competitive marketers at 
$12.50 per thousand net. I con- 
sider this one of the most excit- 
ing and soundest values ever 
offered for couponing and mer- 
chandising in major markets.” 


The Markets 


The three markets are Greater 
Philadelphia, Greater Chicago, 
and Key City New England. 
Philadelphia will start the week 
of October 4th, the New Eng- 
land cities October 18th, and 
Chicago the week of October 
24th. The program for each 
market is as follows: 


1. Cooperative coupon mailing 
to 1,200,000 selected families. 


2. Double-page ads to appear 
two or three times in such 
newspapers as the Boston 
Globe, Herald-Traveler, Rec- 
ord American, Chicago Trib- 
une, Philadelphia Inquirer, 
Chicago American; plus full 
page ads in the Providence 
Bulletin Journal, Worcester 
Gazette, Springfield Union 
News, and Hartford Times. 


3. Intensive Radio & TV promo- 
tion in all markets. 


= World Air Trip 


4. Prize of 30-day trip around 
the world for two to holder 
of lucky entry blank from 
coupon mailing. 


5. Award of $1,000 bond to 
store manager whose cus- 
tomer wins trip. 


6. Dealer mailings. 


7. Dealer calls on key chain 
supermarkets and independ- 
ents. 


8. Promotional kits for sales- 
men of participating firms. 


9. Displays, streamers, mats. 


10. Trade and customer pub- 
licity. 


11, Full pages free to market 
participants for exclusive 
use to advertise each product 
in Chicago American, Bos- 
ton Sunday Globe Roto, Bos- 
ton Sunday Herald Roto, and 
Boston Record-American; 
and full page 4-color in 
Philadelphia Inquirer. 


Tested Program 


“We're giving our partici- 
pants a program based on tested 
marketing methods. It’s com- 
plete. It works. It’s exciting. It 
produces,” Mr. Rudsten states. 
“Since exclusiveness of product 
is guaranteed, and since we must 
honor first orders, interested 
marketers should contact me 
soon, 


“Call meat Oscar E. Rudsten 
& Associates, 262 Washing- 
ton Street, Boston 8, Mass., 
telephone CApitol 7-2146.” 
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New Connecticut Law 

Regulates Stamp Companies 
A bill requiring stamp companies 

in Connecticut to print the cash 


Need Source Material 
For a Campaign? 


Press Clippings can provide you with 
the necessary source material for a sales 
or advertising campaign based on actual 
events can enable you to use real 
news rather than fictional situations to 
substantiate your claims and to convince 
your prospective customers. Invaluable 
for agency new business presentations 
interested in learning how we can 
serve you? ; 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y 
Phone BArclay 7-5371 
2136 P St. NW, Washington 7, 0.C.- ADams 2-5308 
Magee Bidg., Pittsburgh 22, Pa COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, II|.-WA 2-5371 
1456 N. Crescent Heights Bivd.. Los Angeles 46, 
Calif.—Phone Oldfield 6.0304 
One Operations Office (Livingston, N. J 


NEWSPAPERS + MAGAZINES + TRADE PAPERS & 


value on each stamp and post 
bonds to guarantee payment of 
premiums has been passed by the 
state legislature. The bill, effective 
Oct. 1, will allow any saver of 
trading stamps to redeem them for 
cash in any amount exceeding 25¢. 

No trading stamp company— 
nine presently are operating in the 
state—will be permitted to go out 
of business under any circum- 
stances without 90 days’ notice to 
the public, during which time all 
outstanding stamps will be re- 
deemable. 


Mobile Video Tape Co. Formed 
Bob Craver and Ted Le Van have John L. McQuigg 

formed a new company, Mobile 

Video Tape Productions, 40 E. 


49th St., New York, to provide mo- JWT Shifts McQuigg 

bile tape facilities. The company | ° H 

makes a basic rental charge of to N. Y.; Laurie to 
Head Detroit Office 


$500 per day, which includes the tv 

tape recorder, truck and driver. 
Mr. Craver, prior to a stint in the|, DETROIT, June — 
U.S. Army, was director of opera- |top-echelon positions 
tions at WLWA, Atlanta, and Mr. 
Le Van was formerly a tape en-| 


gineer at NBC |vertising have been 


3—Changes in 
among J. 
Walter Thompson Co. officers as- 
sociated with Ford Motor Co. ad- 
announced. 


Metropolitan Area. 


- 


aS 


DED Ra 


Poputation 38100 


panded. New 
U.S. Bureau of 
the Budget des- 
ignation. 


Tulsa Metropoliten Area . 


oY 
++ @x- Now Creek County, whose main 
city, Sopulpa, is only 12 miles from 
Tulsa, is logically added to Tulsa's 
Metropolitan Area. This new defi- 
nition of the TRUE Tulsa Metro- 


politan markets means more sales! 


CREEK : ; 

COUNTY Remember, You're Not in Okla- 
es homa unless you're “in” Tulsa. 
Sates, 81,000 Use the Oil Capital Newspapers... 
population. 


*From 1959 SM. Survey of Buying Power 


> TULSA WORLD 


i st pet a ii tal pa 
Sl ail aI ceil 


TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY 


Represented Nationally by The Branham Co., Offices in Principal U.S.A. Cities 


er Nee ob, tee 


Wm. D. Laurie Jr. 


| John L. MceQuigg, Thompson di- 
rector, vp and manager of the 
| Detroit office, will be transferred 
| to a new post in New York July 15. 

His duties in Detroit will be tak- 
en over by William D. Laurie Jr., 
also a Thompson vp and presently 
supervisor of account operations in 
the Detroit office. 

Mr. McQuigg will become chair- 
| man of the Ford account review 
board and management supervisor 
of the Detroit office in his new 
post in New York, according to 
Norman H. Strouse, Thompson 
president. He will handle other ex- 
ecutive responsibilities as well. He 
| has been in charge of the Detroit 
office since 1955 and has been with 
Thompson since 1936, except for a 
period of service in the Air Force 
during World War II. 

Most of his JWT service has been 
in Detroit. 


|@ Mr. Laurie has been’ with 
| Thompson for three years, first as 
| director of planning, before taking 
over his present post. Prior to that 
he was with Maxon Inc., Detroit, 
|for 23 years, except for a period 
of service in the Navy in World 
War II. At Maxon he had been both 
account executive and account cre- 
ative chief. 

Thompson handles both the Ford 
| division and international division 
of Ford Motor Co. Its Detroit ac- 
|counts also include Champion 
Spark Plug Co., international di- 
vision of Burroughs Corp., and 
| Evans Products Co. # 


| 

| Wyoming Opens Fifth Annual 
Campaign to Attract Visitors 

| The Wyoming Travel Commis- 
{sion has launched a four-month 
|campaign to attract Colorado and 
| Oregon centennial visitors to Wy- 
|oming. This promotion marks the 
fifth annual summer campaign for 
the state. Willard Murfin, execu- 
tive director of the commission, 
| said that this year Wyoming would 
| be pitching hard at Colorado visi- 
‘tors and that the state anticipates 
| almost equal benefit from the Or- 
egon celebration. 

| Ineluded in the _ advertising 
|schedule are the Denver Post, 
| Rocky Mountain News, Salt Lake 
|City Tribune, Dallas News, Ft. 
|Worth Star-Telegram and Life. 
| Norman Udevitz Advertising, 
| Cheyenne, is handling the cam- 
paign. 


Nemarow Adds 3 Accounts 

Nemarow Advertising Agency, 
Vineland, N. J., has acquired three 
new accounts. They are McCand- 
less Brand Food Products, for its 
asparagus and pumpkins, to be ad- 
vertised in newspapers and tv; 
Guaranteed Contact Lens, which 
will use business publications and 
direct mail, and Eastwood Village, 
|a development for retired people, 
to be featured in tv spots. 


Two Join Chemstrand 

Lester A. Swenson and John E. 
Condon have joined Chemstrand 
Corp., New York. Mr. Swenson, 
who formerly was with Kenyon & 
Eckhardt, has been named manag- 
er of Acrilan Advertising. Mr. 
Condon, formerly with Phillips- 
Van Heusen Corp., has joined as a 
promotion specialist. 


Advertising Age, June 8, 1959 


== | Diller Moves to N. Y. 


Kendrick W. Diller, formerly 
serving on special assignments in 
the Chicago office of Criterion Ad- 
vertising Co., three-sheet poster 
advertising company, has been 
moved to the company’s national 
sales staff in New York. He will 
be succeeded in Chicago by Robert 
| Peterson. 


Myron Kirk to Lennen & Newell 
| Myron P. Kirk has joined Len- 
nen & Newell, New York, as senior 
vp and management account su- 
| pervisor. Mr. Kirk was with Kud- 
ner Agency for 17 years and was 
senior vp and second largest stock- 
holder when he sold out his inter- 
ests in 1956 and left the agency the 
following year. 


Brown-Forman Boosts Ballard 

C. R. Ballard, formerly media 
assistant in the advertising de- 
partment, has been named assistant 
merchandising manager, southern 
sales region, of Brown-Forman 
Distillers Corp., Louisville. He will 
be succeeded as media assistant by 
John L. Smart. 


RAB Opens Second N. Y. Office 

Radio Advertising Bureau has 
opened a second office in New 
York, at 120 E. 56 St., which will 
house the national sales depart- 
ment. Robert Alter, manager of 
sales administration, will supervise 
the new office. RAB’s main office 
remains at 460 Park Ave. 


Announcing 
4th 

Annual 
Circulation 
Seminar 
for 
Business 
Publications 


August 12-13, 1959 
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FIRST WOMAN PRESIDENT—Roy V. Whisnand (left), vp and general man- 
ager, WCOP, Boston, and outgoing president of the Broadcasting 
Executives Club of New England, presents the gavel to the new 
president, Kay Chille, Nona Kirby Co., radio representative, first 
woman president of any broadcasting club in the U. S. 


Doll, formerly with Erwin Wasey, 
| Ruthrauff & Ryan; Stuart Edwards 
and Sam Landers, formerly with 
|Lennen & Newell; Conrad Ennis, 
formerly with Doherty, Clifford, 


Steers & Shenfield; Sal Cusimano, | 


| formerly with G. M. Basford Go.; 
|Cliff Wilmot, formerly with J. 
| Walter Thompson and Ed Koehler, 
| formerly with Buchanan & Co. # 


Canepa Picks Lilienfeld 
John B. Canepa Co., Chicago, 
manufacturer of Red Cross maca- 
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|roni and spaghetti products, has, 
| appointed Lilienfeld & Co., Chica- 
|go, to handle its advertising. Ed- | 
| ward H. Weiss & Co., Chicago, is 
| the former agency. 


Flower Grower, 


The Home Garden Magazine, is 
bought, read and loved by 400,000 


Morse Names Two VPs families in suburbs and small towns. 


J. Allen Mitchell and Jack Skol- 
nick have been appointed vps of 
Morse International, New York. 
Mr. Mitchell is head of the agency’s 
copy department, and Mr. Skolnik 
| heads the art department. 


John R. Whiting, Publisher 
Robert G. Miner, Advertising Director 


2049 Grand Central Terminal 
New York, N.Y. 


riend s is being tested in ° 


PORTLAND 


MAINE .. . because 


BBDO Adds Nine 
Buyers in Revamp 
of Media Department 


New York, June 3—Batten, Bar- 
ton, Durstine & Osborn has added 
nine buyers to its media depart- 
ment as part of a departmental 
streamlining and realignment. 

In about a week, the agency re- 


whom will be under the supervi- | 
sion of Fred Barrett, vp and media | 
director. The agency says road 
will be no departures from the me- 
dia department as a result of the 
realignment. 

Michael Donovan, formerly vp 


jand associate media director of 


Benton & Bowles, is the latest to 
join the department. Eight others 
have been appointed within the 
past two months. They are Robert 


Sales Management 


TOMATO 5 


... BEEF 
Ty avg 
“SS = 


PRESS HERALD °* 


FIRST in the SIXTH in the SECOND of 

United States United States all testing 

among cities among ideal cities in New 

under 150,- testing cities England re- 

000 popula- regardless of gardless of 
Seuren tHOR population. size. 


PORTLAND MAINE NEWSPAPERS 


EVENING EXPRESS * SUNDAY TELEGRAM 


ports, it will announce titles and Hamilton, formerly with C. L. 
duties for the new additions, all of Miller and Ellington & Co.; Bruce | 


Two-day seminar, August 12-13, helps 


94% coverage of ABC retail zone 
represented by Julius Mathews Special Agency 


100% coverage of city zone 


latest, most effective BUSINESS PAPER CIRCULATION TECHNIQUES AND METHODS 


The Seminar is the only national circulation meeting for business papers. 


It is a once-a-year opportunity for your circulation director and his key 
assistants to get together with circulation people from all over the country 
—to compare notes, to exchange ideas, to observe the latest systems and 
methods of fulfillment, direct mail promotion, circulation management. 


Seminar classes are headed by experienced circulation men and geared 
to everyday activities—a practical, down-to-earth, two-day session. 


A few typical subjects to be discussed: 


What Records Do You Provide Management? How do you keep manage- 
ment posted on your circulation department activities? What special rec- 
ords do you keep for yourself? 


Building and Maintaining Your Lists . . . there’s no perfect way to do it, 
but there’s probably a better way than you are doing it now. Listen to case 
histories of other circulation managers and then discuss your problems. 


Systems and Procedures of Subscription Order Fulfillment . . . a round-up 
of several different systems used by business paper publishers. 


How To Save Money On Your Direct Mail Promotion . . . a discussion of 
special techniques and little tricks that often end up in big savings. 


A Review Of Classification And Verification Methods . . . always a prob- 
lem to any audited publication . . . here are the methods used by aggressive 
circulation managers to get the needed information. 


How To Test Direct Mail . . . What are the pitfalls that make many tests 
inaccurate ... what are the things a circulation manager should watch for 
in making tests? 


The Art Of Writing Direct Mail Promotion . . . a discussion of the prin- 
ciples and finer points of writing effective business paper subscription 
promotion. 


SPONSORED BY 


ADVERTISING PUBLICATIONS, INC., publishers of Advertising Age, Industrial 
Marketing and Advertising Requirements, in cooperation with: CHICAGO 
CIRCULATION ROUND TABLE + CHICAGO BUSINESS PUBLICATION 
ASS'N * MAIL ADVERTISING CLUB OF CHICAGO + AUDIT BUREAU OF 
CIRCULATIONS * THE ASSOCIATED BUSINESS PUBLICATIONS + 
NESS PUBLICATIONS AUDIT OF CIRCULATIONS «* PUBLICATIONS MAN- 
AGEMENT MAGAZINE * DIRECT MAIL ADVERTISING ASSOCIATION « 
NATIONAL BUSINESS PUBLICATIONS, INC. * NATIONAL CIRCULATION 
ROUND TABLE « SUBSCRIPTION FULFILLMENT MANAGERS ASS'N. 


4th Annual Circulation Seminar Officials 

Chairman—Myron A. Hartenfeld, Circulation Director, Advertising Publications, Inc., Chicago « 
Program Chairman—Stanley C. Roy, Circulation Director, The Office Appliance Co., Chicago « 
Program Committee Members—Myron A. Hartenfeld, Circulation Director, Advertising Publica- 
tions, Inc., Chicago; Walter Nohstadt, Circulation Manager, The Modern Hospital Publication Co., 
Chicago; John H. Reardon, President, Publisher's Circulation Serwice, Chicago; Mel Sorenson, 
Business Manager, Christian Life, Chicago ¢ Commercial Exhibits Chairman ¢ William Howat, 
Circulation Director, The Haywood Publishing Co., Chicago « Program Arrangements Chairman, 
John H. Reardon, President, Publishers Circulation Service, Chicago. 
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Fulfillment Equipment—What’s Available?—a round-up of every prac- 
tical type of equipment now available, or on the drawing boards, which 
can be used to address subscription lists and provide circulation statistics. 


United States Post Office Consultation Center—an informal table staffed 
by postal experts . . . ask specific questions about your mailing problems 
—and get the right answers! 


Audit Bureau Of Circulations Consultation Center—top staff men from 
the ABC will be on hand for two full days to answer your questions. 


Business Publications Audit Of Circulations Consultation Center—ex- 
perts from the BPA will be available constantly to discuss with you BPA 
procedures or policies. 


Verified Audit Circulation Company Consultation Center—another two- 
day informal center of information about VAC auditing methods and 
policies. 


Gallery Of Tested Business Paper Circulation Promotion—browse through 
this display of mailing pieces, letters, cards, envelopes, forms, etc. to get 
ideas for your operation. 


Chicago Circulation Round Table Consultation Center—expert circulation 
directors will head this informal table throughout the Seminar to discuss 
your specific problems. 


Commercial Exhibits—a complete display of the latest types of equip- 
ment and services for efficient use by business papers. 


Free Field Trips After Seminar—conducted by members of the Chicago 
Circulation Round Table to see various subscription fulfillment systems. 
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em ee ee oe MAllL YOUR RESERVATIONS TODAY == om om om oe oe oe oe og 
CIRCULATION SEMINAR FOR BUSINESS PUBLICATIONS | 2 
200 East Illinois Street, Chicago 11, Ilinois i é 
ie 
Here's our check for $ : covering — reservations (list attached) at $20 § . 
BUSI- per person for the Fourth Annual Circulation Seminar for Business Publications to be held i - 
at the Pick-Congress Hotel in Chicago on August 12 and 13, 1959. “4 
S 
The $20 per person charge covers all Seminar Sessions, the Two-Day Consultation Centers, ' 3 
Promotion Gallery, Products on Display, two Luncheon and Cocktails. 
My Nome ideas —_ Title t 
Company z 7 oe = 7. ee | 
Street - : 
City Tone State ns | 
Make check payable to: Circulation Seminar. If your plans change, your money wil be ' 
refunded. y 
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WATCH THE WOMEN GO BUY 


WATCH THE WOMEN GO Buy 
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WATCH THE WOMEN GO BUY 


WATCH THE WOMEN GO BUY 


Pots, 


The man who watches the wo- 
men go buy every day is the 
retailer. And in Portland, the 
retailer puts the bulk of his ad- 
verusing budget into the one 


medium that's big as all Oregon 

The Oregonian. In food ad- 
vertising and total retail, The | 
Oregonian is the leader because 
it reaches and influences more 
women. 


How big is the Oregon retail | 
market? Almost $2'2 billion an- 
nually, That's double Boston and 
triple Kansas City! 


Largest Circulation Newpaper in the Northwest 
242,035 DAILY; 306,014 SUNDAY 


The 
Oregonian 


Portland, Oregon 
Leads in Retail 
Grocery Advertising 
Sources: 
Sales Management Survey of 
Buying Power, May 10, 1958; 
Publishers’ Statement for the 
6 months ending March 31, 1959, 
as submitted to A.B.C. 


MEMBER OF &@ Represented Nationally by 
Moloney, Regan & Schmitt, Inc, 


= 


Freeman Littleford Fairchild 
ABP OFFICERS—Elected as officers of the Associated Business Publica- 
tions for fiscal 1959-60 were Philip D. Allen, president, Maclean- 
Hunter Publishing Corp. of the U. S., chairman; W. D. Littleford, pres- 
ident, Billboard Publishing Co., 1st vp; William B. Freeman, president, 
Miller Freeman Publications, 2nd vp; Alan S. Cole, president, Breskin 


ae | 


a 


Rabins Marchaterre Isaacs 

NINETEENTH HOLE—Just finishing a round of golf during the ABP tour- 
nament at Skytop, Pa., were David Rabins, circulation manager, 
and Albert L. Isaacs, assistant business manager, both of Chain 
Store Age, and George H. Gurley, president, and Robert J. Marcha- 


terre, eastern manager, both of Packer Publishing Co. 


Gurley 


John McGraw 


Gerardi 
FORE—Enjoying a little relaxation 


during the golf tournament at the 


Associated Business Publications 
convention in Skytop, Pa., last 
week were John L. McGraw (Gold 
Cup winner), assistant comptroller, | 
Donald McGraw Sr., president, and 
Joseph Gerardi, exec vp, all of Mc- 
Graw-Hill, and Alan Cole, presi- 
dent and publisher, Breskin Publi- | 
cations. 


HAS YOUR ACCOUNTANT 
OR LAWYER TOLD YOU? 


The nation’s leading publishers, 
book and record clubs, business 
and financial advisory services, 
gift houses and mail order firms 
—are constantly seeking new 
mailing lists. 

Examine your files! Do you have 
coupons from advertising, sample 
or premium requests, contest en- 
tries, sales leads, customer lists, 
inquiries or prospects? These 
names are veel e! Over 4,000 
companies receive royalty checks 
from renting their lists. Your com- 
pany, too, can enjoy this extra 
income. 


Geryk Joins ‘Missile Design’ 

Joseph Geryk, formerly New 
York area district manager of Gas 
and Butane-Propane News, Chil- 


EXECUTIVE PLANNING 
CALENDAR 


If you have more than 15,000 
names, may we send you a bro- 
chure describing the income po- 
tential from renting your lists? 
With our compliments you will 
also receive a spiral-bound 9x12 
calendar with spaces for nota- 
tions and at-a-glance planning 
features. This unique desk-aid is 
invaluable in scheduling appoint- 
ments. 

Please request on your company 
letterhead. State quantity of 
names available, how acquired 
and the form in which your list 


is maintained. 
Jack Thayer, former general 


LEWIS KLEID, ING. ‘manager of WDGY, Minneapolis- 
|St. Paul, has been named vp and 
25 West 45 © New York 36 pocteer manager of KFRC, San 


York, as manager of western op- 
erations. Correspondence to him 
|should be addressed to P.O. Box | 
| 2026, Ocean Park, Cal. | 


| Feldman Named Schenley VP | 

Howard S. Feldman, formerly | 
operations and _ merchandising | 
manager of the Weinkles chain of | 
| liquor stores in Florida, has joined | 
'Schenley Import Co., New York, 
|a unit of Schenley Industries Inc., 
°° vp and assistant sales manager. 


Jack Thayer Joins KFRC 


| 
| 
| 


| 


Soe aw bids a a ll ae 
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| Francisco radio station. 


Allen Cole Whitney 
Publications, eastern vp; Edgar W. B. Fairchild, vp and treasurer, 
Fairchild Publications, secretary; and Charles E. Whitney, president, 
Whitney Publications, treasurer. Not in the photo are Edward L. Hen- 
derson, president, Business News Publishing Co., midwestern vp, and 
C. W. Leihy, publisher, Electrical West, western vp. 


Baltimore Agency Changes 


Name to Rogers & Collins 

Charles R. Collins Jr., formerly 
exec vp of Welch, Collins & Mira- 
bile, Baltimore, has joined James 
B. Rogers Associates, Baltimore, as 
partner. The name of the Rogers 
agency has been changed to Rogers 
& Collins. The new agency will 
enlarge the present Rogers of- 
fice at 2317 Maryland Ave., Balti- 
more. 

Mr. Collins reportedly will take 
nine former WC&M accounts with 
him to augment the new agency’s 
23 accounts taken over from the 
former Rogers agency. They are: 
Ashworth Bros., Winchester, Va.;! 
Battersby Corp., Philadelphia; 
Geroter-May Corp., Cockeysville, 
Md.; Hampshire Corp. and Master- 


Is Editorial Opinion 


Favorable? 


Press Clippings can keep you informed 
of popular misconceptions that need to 
be corrected or can help you ride 
a wave of popular support. You can invest 
your public relations and institutional 
advertising dollars effectively and intelli- 
gently when you know what the editors 
of the nation are thinking and saying. 
Interested in learning how we can 
serve you? 


Phone BArclay 7-5371 


Magee Bidg., Pittsburgh 22, Pa. 


Calif.—Phone Oldfield 6-0304 


Chemical Industries, Portland, Me.; 
One Operations Office (Livingston, N. J.) 


Uniformly Yours, Baltimore; In-| 


timex Co. and Teletray Corp., Sil-| NEWSPAPERS + MAGAZINES + TRADE PAPERS 


ver Springs, Md. 


_ THINK BIG, PARDNERS! 
Matai deccioonentvee, ~=WEN REAL WESTERN HATS! 


(or the town of Ulcer Gulch, Arizona) 


4 Est. 1888 
PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
2136 P St. NW, Washington 7, D.C.—ADams 2-5308 
COurt 1-5371 


~ fap 3 | 14 E. Jackson Bivd., Chicago 4, IIi.—WA 2-5371 
Craft Corp., Baltimore; Northern) 1456 N. Crescent Heights Bivd., Los Angeles 46, 


Gather round, ad buckaroos! Third Prizes in The Saturday Evening 
Post “Ulcer Gulch” Contest are 100 genuine ranchers’ hats! And 
while you’re Thinking Big, consider the First Prize — the town of 
Ulcer Gulch, Arizona! And the Second Prize—a reai iive stagecoach! 
All you have to do is complete a Post jingle! If you’re a resident 
of the U.S. or Canada and with an ad agency or the advertising, 
sales or marketing department of any national advertiser, call the 
nearest Post sales office for entry blank. Contest closes July 18, 1959. 


The Saturday Evening 


POST 


' 


; art 4 5 oe Pen 5 ee aE ae ae 4 seat ye Say , P “Sag os ae = : . 7 
% * is J 5 . - 3 = oo a 
segs : = ' 

| | Advertising Age, June 8, 1959 p 
"nh ee ti Brae 1 P® - 8 (pai he ; 
BR ABS oi bs Uy vere a 
a 4 7 [4 ; a ‘ 
- | Wy j 
hr * Le ; a 
- : ? * * - ° 
Bee ee ; | ray 7 
" 7 % oe - a ; . a 5 4 z c j 
3 - : is } \ f : $ mae * a ‘ 
; | is ’ ; ¥ yr J " F | 
fe i a Z 
i Pr mi mi | , pe F ra — “é a 
S. : . He 14a eo hp acl 4 7 - ‘i a Pa 
SL ; : ’ % Ip ' rn 3 | ll ie. > mde é f ; 
‘ ’ Sig E eee La yy glia ae : P 
; ; oc: aot ra ¥ ¢ i id * \ 
: ee ee 
ih J 
(0) | 
es. ‘“Z ~ : » ‘ 1s i $8, ne F 
aaa Wi , : : ‘4 ) , . 
; ivf -~ ey | eho pO | 
’ j : - i eA Bisa ; viene : 
es “4 : ye . 2 ge o le | pe Ge oe 
a a en -, «= glgtaaoer . 
CN Ga | sj : 
\ : Pi AAA ; P 
: a 2 baeats seed wie? . 
7 ++4+44ditr * e 
‘ P % - +4EIIT: e° f . J 
: | eR ee : 
: denetia man rT: 4 : 
‘i ———— a eeeds Be j bd { 
, ae sli4ee ‘ J . 
: ‘ot saga s %* e 
oi aie! Hi y - | Weis 2 fe ; Bey pest 
‘ > >t ~ ‘ p a4 
ae . Os 7 } 
7 f ; 
my, | 
> , ‘ 
t . ; 
~ ae | ‘ 
7 ll. | 
: a 3 . | —— 
A : ir Yaa - f a — 
. via , pees es tees Meola i ae ems al incoherent 
ees ee Fg 5 ae oa Y | 
ii! ~ his ig a ao hee eS } 7 Were Gres 9 a) ey . ey! a } 
3 oo soma oa yes "ay 4 “pe : 1 aid 
rer | ‘a 
- o’ ‘ | | 
. | c e 
mi re i] it, : P 
; wes) amen . tendo! ‘ ere ? E = Fa ' 
; ey me Bloom Into Spit” , 4 “ aie " : er a 
: eet Penner nat : —- 2 , et 
- Hood Rive ie 4 " Ma P ‘ ,! | 
% se sh deoeir ats ; a > bom —— @ a | 
i ot f ye Pars A "i. 4 
q ‘ a See, * | Cole Donald McGraw 
ead & ¥ : } oy ; : —_ ——E 7 | 
— : € : 9 # tte : . - , www rrr rr rrr rrr rrr } 
i 4 <a oan 4 »” - PO 
ae 
re 
i ? 
oe ] 
“ah } 
aan ‘ 
bate , . 
fi 4 | 
en ) rf 
Biers ; : 
ho \ 
hee | § 
2 | 
BK ) 
« ] 
én 4 
Cae 5 
= ? 
oes \ 
nah 
ates 4 
ey. ) 
aes 4 
Se ve 4 
Parke 4 
arts. { 
fare 5 
eee ) 
$34. 4p ‘ 
ee. ? 
es | 
pe 
eS | 
2 ee TODAY! 
he: a r 
5 
ee ke 
seem 
gh a eae goa SSO a ee EE oe 91 Oe cea eee aa aR SRR RE SR OMS RI ge eee ae nae a 2 eld ilar Se Pere Pie 
ee Re Pa ks (ER SMB es ye ees RESA TTR ghar te eb Le a a 7 7" 7 a See : ae lau a 
eS fo Od NS EER cae ae 
ae ll “a _ eee |: 
eee de Sr a Ge W. 
eae “Ee ite a eee 


, 


PHOTOGRAPHED IN THE GOOD HOUSEKEEPING CHILDREN’S CENTER 


When one plus one equals three 


In the happy arithmetic of wedlock, man plus wife often equals 
child. 

We know of no more delightful way of creating new customers, 
and here in the Good Housekeeping Children’s Center this ever- 
expanding market is under constant study. 

Here are displayed the child-oriented products that we have 
investigated and found good. No food may be shown unless our 
nutrition experts have accepted it. All of the layettes and pretty 
dresses on view will launder well. Our Textile Lab has found the 
boys’ and girls’ play-clothes sturdy enough to win our approval, And 


Good Housekeeping 


MAGAZINE AND IN STITV TT & 


A HEARST MAGAZINE 


our Engineers are sure the toys and equipment we show are safe, 
as well as fun to own. 

Because of our authority, hundreds of women visit us each year, 
seeking advice on child care. Thousands more write to us. We 
answer every question and letter, suggesting the brands we know 
to be satisfactory. 

Like a growing family, our influence multiplies. Today 
40.930,000* women have confidence in our Guaranty Seal. Which 
is why, when you marry your good product to our good magazine, 


you rejoice in the birth of a boom, *Crossley, S-D Surveys, Inc. 


quel or REFUND o7 


Guaranteed by 
Good Housekeeping 
a Nor wy 
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sented by the enclosed proofs, 
which are a very few of our ad- 
| vertisements during the past year. 
We spend approximately 3% of | 


Agency Finds It Pays 
to Advertise Advertising 

To the Editor: Your tabulation 
(AA, May 4) on percentage of 
sales invested in advertising seems 
to be both complete and very | 
helpful. 

It is particularly interesting that 
service businesses involved in ad- | 
vertising spend 0.54 as a percent- 
age of sales for their own adver- 
tising. 

Perhaps if people in advertising 
would spend 2% to 3% for adver- 
tising, we would be able to con- 
vince more people that the per- 
centages in your tables should be 
increased, from the profit stand- 
point of the advertiser involved. 

Evidence of the fact that adver- 
tising can sell advertising is repre- 


How An 
Agency Makes 
MONEY... 


The things we do directly 
influence the sales curve, 
the gross and the net 
(the dividend) of every 


RANDOLPH 
ASSOCIATES 
é Adver “ONO GF 


572 WASHINGTON STREET 
WELLESLEY 861, MASS. 


BRIEF 
YOURSELF WITH 
ACB REPORTS 


If you plan to invade an unfa- 


gross income for our own advertis- 
ing, and for every dollar we spend, 
we get at least two back. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


if the people in advertising used 
more advertising, they might sell 
more advertising. 

I thought you might be inter- 
ested in these observations, in 


|view of the very dim amount of 


money spent by “advertising peo- 
ple” for advertising. 
Your life depends on the way 
you drive... 
W. F. Randolph, 
Randolph Associates, Welles- 
ley, Mass. 


Comments on Cervi's Comment 
on ‘Charming Con Men’ 

To the Editor: Your friend Gene 
Cervi of Denver (AA, May 11) 
should know that a confidence man 
who deserves the confidence is not 
a bad thing to be, and that those 


H client we serve. who are of this sort will continue to 
taking We're going to make more support the advertising business 
eemestthiinn | money because our clients are long after the spooks are for- 
' going to make more money. gotten who will say anything to| 
' new to \ Rass rer attract superficial attention. Or, for 
' market yq : “spooks,” read conspicuous no- 
eee ween confidence men. 

? ; WELLESLEY 5-6500 H. B. Rorke, 

; - Keyes, Madden & Jones, Ad- 

' } - ‘ vertising, Chicago. 

{ ~ 

‘ | 


Questions Use of ‘Scout’ 
Likeness in Ad 

To the Editor: As I have always 
been interested in your column il- 
lustrating advertising that hurts 
our profession, I think the attached 
ad will be of interest to you, and 
perhaps suitable for this column. 

The ad depicts a figure similar 


|for hard of hearing”’—‘First Aid 
for Sick Hearing Aids.’ This use 
lof a figure similar to a Boy Scout 
would tend to mislead the public 
as to the possible connection of 
the Boy Scout movement and good 
will with a commercial product. I 
am aware that the Boy Scouts of 
America have a policy of planning 
| 
! 
money 
the sumple day-lodey upkeep 


| Thas mrormative new of your Nearing ad You It arn 


FREE BOOKLET 

for hard of hearing 
FIRST AID 

FOR 

SICK HEARING AIDS 


Wetter in smple language, it 
lls what pradlems may come 
up and what you can do te cor. 


booklet for hearing aid how lo make immedate unple 
waere tells «hot you can ‘adjustments, with household 
thems, Whe a penc:! eraser. You 


AND IT'S GETTING BIGGER ALL THE TIME! 


do at once i{ your 


hearing aid fess to conten of 2 shes hag ; 
operate properly Wd techatcten is requir ton anette hac 
74 et ements res FEE cay, fn egies wenn 

| hemes 15 ue St. em ay. 

1 Gerrmmage, Pinned rome tae Mit, “Pow Aad ; 

| | om 1 

| | weene 1 ' 

| (a... J |i 


> StICON 
TOUR GOLOEM CIRCLE OF SOURD 


9525 149th Street, Jamaica 35. Mew York 


many articles of equipment for its ' 
membership. I feel strongly that | 
only official Boy Scout goods, ~ WITH } 
should be advertised as such; and WBC RADIO'S of 


know that the Federal Trade Com- 95-DAY | 
mission has prohibited unauthor- SPECTACU | 
ized representations. I understand A RECORD SUM : 
advertisers are prohibited from 1S 1M THE 
using any emblem or symbol BAG! / 
adapted and used by the Boy , 


| Scouts of America to designate or ======= - rs 
|symbolize that organization or ac- : 
ltivities of its members. 

R. M. Van Brundt, 
Advertising Manager, Zenith 
Radio Corp., Chicago. 

. + . 


NBC RADIO NETWORK 


News; the NBC ad in the April 20 
issue. Our ad also runs in ADVER- 


| 


miliar market with a consumer 
product, there are certain things 
you must know: Who are your 
competitors? What are their 
prices? Who are the dealers? 
How much advertising is 
needed? What season is best for 
the product? Is time payment 
selling customary? 

ACB Research Reports will 
answer these and other ques- 
tions by giving a clear picture 
of dealer activity on products 
in the same category. They will 
tell you the story for the entire 
country —or for any city or 
region you want to investigate. 

ACB reads and analyzes 
every ad in every daily and Sun- 
day newspaper in the United 
States. In so doing, they have 
available to them vast amounts 
of quantitative and qualitative 
information on the what, when, 
and how of retail selling. This 
is information unobtainable 
from other sources. Write for 
ACB “Unfamiliar Market” 
folder. 

For a description of ACB’s 
14 Newspaper Research Report 
Services that help you do a bet- 
ter marketing and advertising 
job for present products, ask 
for ACB’s free 48-page catalog. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


353 Fourth Ave. * New York 10 
18S. Michigan Ave. ¢- Chicago 3 
20 South Third Si. * Columbus 15 
161 Jefferson Ave * Memphis 3 
51 First St. . San Francisco § 


The 


This may sound somewhat phleg- 
tic, but it does occur to me that | panying headline, 


ma 


to a Boy Scout with the accom- 
Booklet 


“Free 


Ask the man who Jets atoup , 


ee 


a, 


best buys in 
television... 
anywhere! 


WDBJ-TV covers 53 coun- 
ties . . . where there are over 
400,000 television homes, 
$2 billion in retail sales. You 
can buy into this rich market 
economically and effectively, 
for WDBJ-TV furnishes highly 
rated shows at comparatively 
low cost to you. 

For example, Anne Howard's 
PANORAMA, most popular 
women’s show in the area, has 
an average daily rating of 14.7, 
and delivers viewers for only 
82 cents per M on a 10 Plan; 
$1.05 on a 5 Plan.* Powerful 
sales-producing merchandising 
support provided, too! 


It will pay you to take a 
closer look at PANORAMA 
and other “best buys’’ offered 
by WDBJ-TV. 


‘all epms based on March, 1959 NSI 


ASK YOUR PGW COLONEL 


~ tinea Ol 
WDBJ is one of the 
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FOR CURRENT AVAILABILITIES 


WOby TV 


CHANNEL 


e7 


ADVERTISING 
CHECKING BUREAU Maximum Power « Maximum Height 
Inc. ROANOKE, VIRGINIA 


Newspapers ‘On the House’ 
To the Editor: Here’s a switch 
on stuffers inside newspapers. No 
one paid for his newspaper this 
morning at the Westport station of 
the New Haven (except the local 
Westport sheet). All papers were 


BE OUR GUEST! 


with our 


Enjoy your pap 


Pp 


WE'VE GOT BIG NEWS FOR YOU — BUT THIS 
1S THE ONLY WAY WE COULD BE SURE OF 
GETTING IT ON PAGE ONE! 


Here’s our news: 
Ed Mitchell now has the first COMPLETE 
selection of men’s fine summer suits ir 
Westport. 


Tropical Worsted. Dacron and Worsteds Cords 


by America’s finest manufacturers at W estport’s fairest prices 


Longs Regulars Shorts 37 to 46 


Drop in to see them 


ED MITCHELL 


Post Road at Compo 


Open Daily 9 to 6 


on the house—the house being Ed 
Mitchell, whose circular was sta- 


pled to the front page of every | 


newspaper. I enclose a copy. 

I am not so sure that this is a 
good thing, and personally, I'd 
hate to see it become prevalent. I 
wonder how publication ad mana- 
gers would like this. 


Fridoys ‘nit | 


TISING AGE. 

Of course, the similarity really 
is coincidence but I thought you’d 
be interested because there is such 
a similarity, not only in the ads, 
but in the media used. 

Arthur M. Hettich, 

Promotion Director, Family 

Circle, New York. 

. * e 
‘Think’ 

To the Editor: Readers of your 
letters column might squeeze one 
last chuckle from this ‘‘Pastoral” 


TERRA-GRO 
LIQUID FERTILIZER 
Has Proved Itself! 


Place Your Orders Now 


THOSE WHO KNOW USE TERRA - GRO 


“A Thinking 5 ye od 


JEWELL CHEMICAL Corp. 


LYNCH, MARYLAND ~~ ..-.5. PHONE CHESTERTOWN 1250 


variation on a theme by Viceroy. 
Ad appeared in several Eastern 


Shore weeklies. Attached is from 


At all events it was of interest the Cecil Whig. 


to me, and I thought you’d like to 
know about it. 
Joel Lifflander, 
The Powerad Co., New York. 
s r 


All in a Package 


W. B. Peirce, 
Georgetown, Md. 


Cites Another Ad “We 
Can Do Without...” 


To the Editor: Here is another 


To the Editor: Funny coinci-| item for your “Advertising We Can 


| dence department. See attached 
You'll note that the Family Cir- 


cle ad ran in April 13 Supermarket poor advertising psychology and 


Pre rsteS ce 


Do Without” department. 


This is certainly an example of 
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what really surprises me is that a 
magazine like TV Guide would | 
lower itself to take this type of ad. 
Fred G. Ronai, 
Graduate School of Business, 


Columbia University, New | 


York. 


DOES A GOOD MOMMY 
SUBSTITUTE OILY 
MARGARINE FOR 


‘ HOTEL 
BAR 83 
BUTTER 


e 2 e 
What's a Few Million? 

To the Editor: What ad do you 
believe? Both of the attached ads 
appeared in Boston newspapers o::. 
the same day—on adjoining pages, 
as a matter of fact. Avco calls its 
new research center a $16,000,000 


ee ee, a rd 
nace wih priate 


secowp aann {89 stave srnctt 
Trast Company 
CRD OFFER OAL GIMEET BOSTON 6 Waser aris 
Cones Tees tog towne men Tete Gpetet oe rs remem 
project, while the Second Bank 


State St. Trust Co. describes it as 
a $23,000,000 plant. Maybe Avco 
hopes to get a lower tax assess- 
ment by using the lower figure. 
Who knows? 
Martin Sheridan, 

Director of Information and 

Publications, The New Eng- 
land Council, Boston. 


Pemberton Booklet 
Will Get Your Five Guineas 

To the Editor: Some ten years 
ago, this agency produced on the 

1. He wants to be let alone. He occasion of an extensive tour of its 
wants you to stop screaming at him |Cairman, Alfred Pemberton, to 
and beating him over the head | America, a booklet in which it 
with that bladder full of hot air. |made the most of its spiritual con- 

2. Same issue, Page 104: On the | nection with the previous inhabi- 
Merchandising Front. Surely E. B.|tant of its office building at 93 
Weiss knows, but has forgotten, the |Park Lane, London—Benjamin 
difference between a “bucket- | Disraeli, Lord Beaconsfield. 
shop” and a “boiler-shop.” A 
bucket-shop is a brokerage house 
that accepts orders to buy and sell 
but does not execute them. They 
are put “in the bucket” on the the- 
ory that the customers will be 
wrong more often than they are 
right. (Bookies do it, too.) 

A room containing a battery of 
telephones manned by fast-talking 
pitchmen is called a_ boiler-shop | 
because when they all get to talk- 
ing at once that’s what it sounds 
like. 


Consumer Speaks Up 

To the Editor: Charles G. Morti- 
mer (AA, May 18): “Learn Con- 
sumer Wants.” Well, I’ll tell you 
what this consumer wants: 


The booklet was extremely well 


|commented on by the press. 


It was, in fact, so popular that 
every single copy was distributed 
and none left in our own files, and 
we want one rather badly. 

We should be happy to pay five 
guineas to whoever could let us 
have a copy of that brochure. 


Rene Elvin, 


Head of Public Relations, Al- 
fred Pemberton Ltd., London, 
England. 


John Evans, 
Editorial Services, Chicago. 


Here, your ad is doing what you pay money to have 
itdo.. . whetting the appetite of the family food 
buyer. 

In a moment she’ll turn the page . . . and time will 
start working against you. A lot of other thoughts will 
crowd into her mind before she goes shopping — some- 
time tomorrow. 

Your ad, of course, can’t follow the housewife to her 
super market, and point out your brand among the 
thousands of others on the shelves. But this is the time 
and place for selling. 

That’s why it’s a good idea to balance your marketing 
program . . . by doing a selling job on all the key head- 
quarters executives and super market operators. They 


{1 and will go 


|received at the time and favorably 


“BUY ME” it urges 
.. Dut she can’t buy NOW! 
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ministrator of all Schenley ad- 


Hesse Resigns from Schenley 
vertising and promotion budgets. 


Seymour D. Hesse, vp and a di- 
rector of Schenley Industries Inc.., | 
New York, has resigned as of July 
into business for 
himself as a marketing and adver- 
tising consultant. He will contin- 
ue to serve Schenley as a con-|¢ gieains; teeemell sree, Wie S 
sultant. Mr. Hesse joined the dis- | FREDERICK E. GYMER os 


tilling company in 1934. Until re-| @ 2121 £. 9th St., Cleveland 15, 0. ® 
cently he was coordinator and ad- eeeseeeeeeeseseesecee® 


MAKE 'EM LAUGH! § 
Friendly prospects buy quicker. Make 
‘ours laugh with the ‘Let's Have Better 
ottces’’ monthiy mailings. Unusual— 


Put it where They'll See it 
BUT set it so They'll Read it 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


are the men who can “sell” your brand in the store with 
things like good shelf position, adequate shelf facings, 
special displays and features. 

One sure (and very economical) way to get these im- 
portant men behind your product or program is sound 
advertising. The same method that gets Mrs. Consumer’s 
acceptance — can also win their active cooperation. 

Progressive Grocer gets your story to key executives 
in every chain and wholesale organization in the country 
... every super market . . . the stores where 4 out of 5 
Americans shop. 

These super market men have an important place in 
your marketing program. They can do a selling job for 
you where it counts . . . when Mrs, Consumer shops. 


Progressive Grocer 


The Magazine of Super Marketing 


Gets to every chain, co-op and voluntary headquarters. . 
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Vines 


every super market. . 


the stores where 4 out of 5 Americans shop. 
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Awards—Chicago, Dayton, Seattle Clubs; Insurance Ads 


Chicago Federated 
Advertising Club 


GENERAL CONSUMER MAGAZINES 

Product/service campaign—color: Kraft 
Foods Co., Needham, Louis & Brorby 
Honorable mention: Kellogg Co., Leo 
Burnett Co., and Northern Paper Mills, 
Young & Rubicam. 

Product/service campaign—b&aw: Harm- 
mond Organ Co., Young & Rubicam 


Honorable mention: Motorola, Burnett, 
and Zenith Radio Corp., Foote, Cone & 
Belding. 

Product/service single ad—ba&w: All- 
state Insurance Co., Burnett 

Corporate image single ad—color: 


Campbell Soup Co., Burnett. 
Corporate image campaign—ba&w: Hall- 
mark Cards, FC&B. 


INDUSTRIAL AND 

BUSINESS MAGAZINES 
Products/service campaign—color: Reyn- 
olds Metals Co., Clinton E. Frank Inc 
Honorable mention: Electromotive divi- 
sion, General Motors Corp., Marsteller, 

Rickard, Gebhardt & Reed 
Product/service campaign—b&w: First 


inspired 
layouts 
... for 
running the 
art 
department 


uick, precise, illustrated 
jek nay this remarkably dif- 
ferent book covers both the 
creative and directorial 
aspects of developing a 
graphic advertising idea and 
seeing it through to pro- 
duction. It emphasizes get- 
ting the right story across 
to the consumer without 
sacrificing good design. Brisk 
descriptions explain each 
step you follow Hundreds 
of specially selected illus- 
trations demonstrate each 
point. 


Techniques for making 
layouts and TV storyboards 
The book shows you, with 
sample after sample, what 
you get with various art 
tools, how to use them, 
what makes a composition 
*‘good,"’ how to choose type 
for readability, how to get 
the ad noticed—and read, 
how to apply your knowl- 
edge of production crea- 

tively, and much more. 


The art director's job 
... is explained along with 
techniques for working with 
the copy staff, the account 
executives, and the clients. 
You see how to keep your 
creative spirit alive ... how 
to get your money's worth 
when you buy art. . . how 
to run the department to 
et the work out and still 

eep the staff enthusiastic, 
and so on. 


JUST PUBLISHED in the 
McGraw-Hill Series in 
Marketing and Advertising 


324 pages 8, «x 11 $13.50 
ALMOST 1,000 ILLUSTRATIONS 


Written and designed by 
STEPHEN BAKER, Senior 
Art Director and Group Head 
at Cunningham & Walsh— 
well known in the field for 
his unusual 
creative 

talent. 


) 10 DAYS’ 
FREE 
TRIAL 


Mail 
coupon 
below _ 


ka 


NOWLIIUIG LUV ONV LNOAVT ONISILYFACY 


McGraw-Hill Book Co., Dept. AGE-6-8 j 


327 W. 41st St., New York 36 

Send me Baker's Advertising Layout | 
and Art Direction for 10 days’ free | 
examination on papeove In 10 days 
I will remit $13.50, plus few cents | 
delivery costs or return book postpaid. 
(We pay delivery costs if remittance 
accompanies coupon; same return l 
rivilege.) 

Name ND erccstimes 
Add 
City 
Company 
Position____ an 
For price and terms USA, write | 
McGraw Hill Int'l., N.¥.C AGE.6-8 | 


len em exam emven es am om am exe a am om am al 


ress____ 


Zone State 


outside 


National Bank of Chicago, FC&B. Hon- 
orable mention: Cast Iron Pipe Research 
Assn., the Buchen Co. and Edward Hines 
Lumber Co., Cunningham & Walsh 

Product/service single ad—color: West- 
wood Pharmaceuticals, Jordan, Sieber & 
Corbett. Honorable mention: Motorola, 
Kolb & Abraham. 

Corporate image campaign—color: Chi- 
cago Sun-Times, promotion staff 

Corporate image campaign—ba&w: (hon- 
orable mention only) Superior Engraving 


Co., Waldie & Briggs. 
One-column or less campaign: Roura 
Iron Works, Marsteller. 
FARM PUBLICATIONS 
Product/service campaign—color: Mas- 


sey-Ferguson, Needham, Louis & Brorby 
Honorable mention: Murphy Products 
Co., Aubrey, Finlay, Marley & Hodgson 
Product/service campaign—b&w: Inter- 
national Harvester Co., 
division, Aubrey, Finlay 
Product/service single ad——color: 
national Harvester, farm 
vision, Aubrey, Finlay 
Product/service single ad—b&w: Crows 
Hybrid Corn Co., Marsteller 
Corporate image campaign—b&w: Moor- 
man Mfg. Co., Marsteller 


equipment di- 


DIRECT MAIL 
Single announcement: Steiner Co., 
Marsteller 
| Catalog: (Tie) Brunswick-Balke-Col- 
lender Co., Garfield-Linn & Co., and St. 
Charles Mfg. Co., Norm Ulrich Studios 
Booklets & brochures: Hammond Or- 
|}gan Co., Young & Rubicam. Honorable 
|}mention: Automatic Electric & Meta- 
chrome, NL&B, and Dot Engravers and 
}its creative staff 
| Annual reports: 
advertising staff 
Mail campaign: Green Giant Co., 
nett, 
House magazine: National Concrete Ma- 
|}sonry Assn., Roche, Rickerd & Cleary 


United Air Lines, its 


Bur- 


NEWSPAPERS 

National or regional, product/service— 
|eolor: Borden Chicago milk, Y&R 

Local retail advertising—color: Carson 
Pirie Scott & Co., its advertising staff 

National or regional, product/service 
campaign (over 400 lines): (Tie) First 
|National Bank of Chicago, FC&B, and 
| State Farm Insurance companies, NL&B. 


National or regional, product/service 
campaign (400 lines or less): First Na- 
tional Bank & Trust Co., FC&B 


Local retail advertising, ‘‘sale’’ or ‘“bar- 
gain” single item ad: The Peoples Gas 
Light & Coke Co., NL&B 

Local retail advertising, item ad omni- 
bus page unit: Kroger Co., St. Louis 
division, Campbell-Mithun. 

Local retail advertising, product/serv- 
ice single item ad: United States Gypsum 
Co., Fulton, Morrissey Co. 

Local retail advertising, seasonal pro- 
motion: Jose Escalante & Co., Edward H. 
Weiss & Co 

Local retail advertising, product/service 
campaign: Kroger Co., Cincinnati divi- 
sion, Campbell-Mithun. 


OUTDOOR AND TRANSPORTATION 
24-sheet poster campaign: Harris Trust 
& Savings Bank, Burnett. Honorable men- 


tion: Holsum Unified Bakers, W E 
Long Co. 

POINT OF PURCHASE 
Temporary window displays: Hiram 


Walker, Consolidated Lithographing Corp 
Honorable Mention: Abbott Laboratories, 
Magill-Weinsheimer Co. 

Light & motion counter displays: 
gin National Watch Co., its 
staff. 

Light & motion counter displays: 
ter Hand Brewery Co., Batten, Barton, 
Durstine & Osborn. 

Signs & wall displays: Alligator 
W. L. Stensgaard & Associates 

Temporary floor & island = displays, 
merchandisers: Kimberly-Clark Corp., 
Chicago Show Printing Co. 

Light & motion floor & island displays, 
merchandisers: Kellogg Co., Zipprodt Inc 


El- 


Co., 


HUB OF AN 
TRI-STATE 


Qualifies as a Major Midwest Test Ma 
ONE OF AMERICA’S FINEST 1-STOP SHOP 


Tri-State Market. Write for details. 


Inter- | 


advertising | 


Pe- 


ISOLATED 
MARKET 


CENTERS OPENS IN QUINCY. Quincy's biggest 
market news is the 29-unit, multi-million dollar, 
Casto Shopping Center recently opened—a big 
plus when you buy the rich 333,000 Quincy 


RADIO COMMERCIALS termital Chemicals Inc., Kemper. 
0-second product/service: Gingiss Class 15—Magazine, trade, dealer (small- 
Brothers, Olian & Bronner. Honorable |er than page): Monarch Marking System | 


mention: W. F. McLaughlin & Co., Earle |Co., Wagenseil. 


Ludgin & Co., and Reynolds Metals Co. 

and Clinton E. Frank. 
2%-second product/service: 

Laughlin, 


Drewry’s Ltd., 


W. F. Mc- 
Ludgin. Honorable mention: 
MacFarland-Aveyard & 


| Class 16—Magazine, trade, 


| (insert): (1, 2 & 3) Howard Paper Mills, | Restaurants, Bridges-Sharp; 


Kircher, Helton. 


Class 17—Magazine, trade, 


industrial | 
(page or larger in color): (1) Diamond- | terior only): (1) Dayton Power, Wagen- 


Studios; ‘honorable mention) United Air- 
craft, Dayton Tech Art Co. 
Class 36—Miscellaneous, outdoor adver- 


tising (including company trucks and 
industrial buses): (1) Dayton Power; (2) Parkmoor 
(3) Dayton 


Power. 
Class 37—Miscellaneous, car cards (in- 


Co,, and Reuben H. Donnelley Corp.,| Gardner Corp., Kircher, Helton; (2) Rob- | Seil; (2) WLW-D. 


Ludgin. 


TELEVISION COMMERCIALS 


| bins & Myers; Weber, Geiger; (3) United | 


| Aircraft Products, Weber, Geiger. 


| Class 18—Magazine, trade, industrial Merchandise 


Grand award for product/service and | page or larger b&w): (1) Price Bros., 
|corporate image: Elgin National Watch Yeck & Yeck; (2) Standard Register Co., 
> -" ee | aoe = ; “e |Kemper; (3) Inland Mfg., Geyer. 
roduct/service—cosmetics, ete.: 5S. . Class 19—M ine, trade, 
Johnson & Son, FC&B. Honorable men- oe r oe 


tion: Procter & Gamble Co., Burnett, 
|}and Purex Corp. and Edward H. Weiss. 

| Product/service—tood, ete.: Philip Mor- 
ris, Burnett. Honorable mention: Pills- 


farm equipment} bury Co., Burnett, and Durkee’s Famous | 


| Foods, Fred Niles Productions. 

Product/service—equipment, 
National Watch, JWT. 
tion: Paper Mate Co., FC&B, 
vere Camera Co. and Fred Niles 

20-second product/service: Hekman 
Biscuit Co., George H. Hartman Co. Hon- 
orable mention: Hertz Corp. Campbell- 
Ewald. 

10-second product/service: 


ete. Elgin 


and Re- 


Peoples Gas 


Light & Coke Co., NL&B, Honorable 
| mention: Englander Co., North Advertis- 
ing 


Kinescope product/service: 
mention only) Hallmark Co., FC&B. 


Dayton Advertising Club 
‘Client and agency) 

Class 1—Newspaper—retail, service 
& Light Co.; (2 & 3) Rike-Kumler Co.; 
(honorable mention) Dayton Power, Hugo 
Wagenseil & Associates. 

Class %—Newspapers, retail, service 
('™% page or smaller): (1) People’s Bank 
& Trust Co., Yeck & Yeck; (2) King Cole 
Restaurant, Advertising & Merchandising; 
(3) Third National Bank & Trust Co., 
Wagenseil 

Class 3—Newspaper, retail, goods (larg- 


er than '% page): (1) Dayton Power & 
Light; (2) Town & Country Furniture, 
Wagenseil; (3) Dayton Power, Wagenseil; 
(honorable mention) Parkmoor Restau- 


rants, Bridges-Sharp & Associates. 

Class 4—Newspaper, retail, goods ('4 
page or smaller): (1) Yoder of Middle- 
town, Kircher, Helton & Collett; (2) Day- 


ton Journal-Herald; (3) Roth's Office 
Equipment, Kircher, Helton. 
Class 5—Newspaper, retail, service or 


(Black and one or more color): 
(2) Pennington Bros., 


goods 
(1) Rike-Kumler; 
Bridges-Sharp. 

Class 6—Magazines, consumer (page or 
larger in color): (1) Yoder, Kircher, Hel- 
ton; (2) Planters Nut & Chocolate Co., 
Don Kemper Co.; (3) Frigidaire, Kircher, 
Helton; (honorable mention) Airtemp di- 
vision, Chrysler Corp 

Class 7—Magazine, consumer (page or 
larger, b&w): MacGregor Co., Wagenseil. 

Class 8—Magazine, consumer 


Yeck; (2) MacGregor, Wagenseil; (3) 
Lowe Bros., Kircher, Helton, 
Class 9—Magazines, business (page or 


larger in color): (1) Dayton Rubber Co 
Geyer, Morey, Madden & Ballard; (2) 
| E. F. MacDonald Co., Kemper; (3) Reyn- 
lolds & Reynolds, Weber, Geiger & Kalat. 
Class 10—Magazines, business (page or 


larger b&w): (1) Ebco Mfg. Co., Geyer; 
| (honorable mention) WHIO, Kircher, 
| Helton. 

Class 11—Magazines, business (smaller 


|than page): Frigidaire, Kircher, Helton. 

Class 12—Magazine, trade, dealer, in- 
sert: No awards given. 

Class 13—Magazine, trade, dealer (page 
or larger in color): (1) Frigidaire, Kirch- 
er, Helton; (2) Quick Mfg. Co., Kemper; 
(3) Hobart Mfg. Co.; (honorable mention) 
Inland Homes Corp., Geyer. 


Class 14—Magazine, trade, dealer (page | 


(1 & 2) Frigidaire, 


(3) Ex- 


or larger b&w): 
Dancer, Fitzgerald 


& Sample; 


ILLINOIS 


r 
QUINCY 


rket 
PING 


ONE NEWSPAPER WIDE 


THE QUINCY HERALD-WHIG 


HAL CULP, Advertising Manager + Phone BA 3-5100 


Represented by The John Budd Company 


Honorable men- 


(Honorable 


(larger than ‘4 page): (1) Dayton Power | 


(smaller | 
than page): (1) Huffman Mfg. Co., Yeck & | 


(smaller than one page): (1, 2 & 3) Crys- 
tal Tissue Co., Kircher, Helton. 


Class 20—Direct mail, individual mail- 
ing, consumer: (1) Third National, Wag- 
jenseil; (2) Mead Corp.; (3) MacGregor 


Co., Wagenseil; (honorable mention) Gov- 
ernor’s Hill, Murphy & Lang. 
Class 21—Direct mail, individual mail- 


| 


ing, dealer or salesmen: (1) Univis Lens 
Co., Kircher, Helton; (2) Siebenthaler 
Co., Wagenseil; (3) Frigidaire. 

Class 22—Direct mail, individual mail- 
jing, industrial: (1) Dayton Rubber Co., 
| Graphic Service; (2) Price Bros., Yeck 
& Yeck; (3) Wayne Colorplate Co. of 
Ohio; (honorable mentions) Black Claw- 
son Co., Parker Advertising, and Ebco 
Mfg., Geyer 

Class 23—Direct mail, complete cam- 


paigns: (1) Huffman Mfg., Yeck & Yeck; 
| (2) National Tag Co., Yeck & Yeck: (3) 
| Reynolds & Reynolds; ‘honorable men- 
| tions) Dayton Rubber Agricultural, 
|Graphic Service, and International 
culation Managers Associates, Parker Ad- 
vertising 

Class 24—Sales promotion, dealer news- 
| paper ads prepared by manufacturers: 
| (1) Knipco Inc., Yeck & Yeck; (2) Get- 
Up Bottling Co., Advertising & Merchan- 


dising; (3) Frigidaire, Kircher, Helton: 
(honorable mention) Frigidaire, Kircher, 
Helton. 

Class 25—Sales promotion; booklets, 
folders, stuffers, consumer: (1) Mead 
Corp.; (2) MacGregor, Wagenseil: (3) 


NCR Credit Union, Graphic Service; (hon- 
orable mentions) National Cash Register: 
NCR Credit, Graphic Service; and Cole- 
Layer-Trumble Co., H & H Art Studios 

Class 26—Sales promotion; booklets, 
folders, stuffers; dealer or salesmen: (1) 
Howard Paper Mills, Kircher, Helton: (2) 
Quick Mfg. Co., Kemper. 


Class 27—Sales promotion; booklets, 
folders, stuffers; industrial: (1) Dayton 
Rubber, H & H; (2) Yoder, Kircher, Hel- 
ton; (3) Dayton Malleable Iron Co., 
Kircher, Helton. 

Class 2%—Sales promotion, external 
| house organs: (1) Dayton Power; (2) Na- 
tional Management Assn.; (3) Huber 
| Homes, Alex Kaye & Associates; (hon- 


orable mention) Geo. A. Pflaum Publish- 
ers. 

Class 29—Sales promotion, sales presen- 
tation books: (1) Planters, Kemper; (2) 
National Cash Register; (3) Lowe Bros., 
| Kircher, Helton. 

Class 30—Sales promotion, catalog, con- 
sumer: (1) Spring Hill Nurseries, Kemper; 
(2) Frigidaire. 

Class %1—Sales promotion, catalogs, 
dealer or industrial: (1) MacGregor, Wag- 
enseil; (2) Univis Lens; (3) Standard Reg- 
ister Co.; (honorable mention) Vaughan’'s 
Seed Co., Kemper. 
| Class 32—Sales promotion, point of sale 


material: (1) Knipco, Yeck & Yeck; (2) 
Lowe Bros., Kircher, Helton; (3) Dr. 
Locke Shoes, Geyer. 

Class 33A—Radio, live commercials (20 


seconds or longer): (1) Gem City Savings 


| Assn., Kircher, Helton; (2) Ohio Yellow 
Cab Co., Wagenseil; (3) Dayton Power, 
Wagenseil. 


Class 33B—Radio, transcribed commer- 
| cials (20 seconds or longer): (1, 2 & 3) 
|Airtemp division, Chrysler Corp.; (hon- 
orable mentions) Son Development, 
Kircher Helton, and WING. 

Class 33C—Radio, live and transcribed 
|}commercials (8 seconds or ID): Cantrell 
& Guy, Murphy & Lang. 

Class 383D—Radio and tv jingles: Bonded 


~~ | Oil, Wagenseil. 


| Class 344A—Tv, straight film commer- 
cials (20 seconds or longer): (honorable 
|mentions only) Planters, Kemper, and 
Spring Hill, Kemper. 

Class 34B—Tv, slide and/or drop card 
|commercials (20 seconds or longer): No 
| awards. 
| Class 34C—Tv, slide and/or drop card 
commercials (8 seconds): (1) Sucher’s 
Packing Co., Bridges-Sharp & Associates; 
| (honorable mention) Ohio Kitchens, Mur- 


phy & Lang. 

| Class 34D—Tv, live commercials: (1) 
Planters, Kemper; (2) Sucher’s Packing, 
Bridges-Sharp; (3) Dayton Power, Wag- 
enseil. 


| Class 35—Miscellaneous, annual reports: 
/ (1) Mead Corp.; (2) Standard Register, 
Kemper; (3) Armco Steel Corp., H & H 


149 Advertising 
Agencies Placed 


167 National Accounts 
in Last 16 Issues of 
THE WESTERN HORSEMAN 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS. COLORADO 


Cir- | 


Class 38A—Miscellaneous, show and ex- 
| hibit: (1) Frigidaire, (2) Delco Products, 
Display Inc.; (3) Delco- 
Remy, Merchandise Display. 

Class 38B—Miscellaneous, owners’ man- 
uals: Frigidaire. 


Class 38C—Miscellaneous, labels and 
tags: (1) Univis Lens; (2) MacGregor, 
Wagenseil; (3) Quick Mfg., Kemper. 

Class 38D—Miscellaneous, store identi- 
fication: No awards. 

Class 38E—Miscellaneous, packaging: 
| MacGregor, Wagenseil. 

Class 38F—Miscellaneous, unclassified: 


(1) Univis Lens; (2) Dayton Adclub, Yeck 
& Yeck; (3) National Tag, Yeck & Yeck; 
‘honorable mention) Mead Corp. 


| 


| 


| Seattle Art Directors 
Seattle Advertising & 
Sales Club 


(Awards name art director, artist, 
and agent in that order.) 
SPECIAL MERIT 


client 


Design, newspaper advertising: Wynn 
Jamison, Ruth Pande, the Bon Marche 
Design, newspaper advertising: Jim 
Peck, Harry Bonath & Associates, West 


Coast Airlines, Miller, Mackay, Hoeck & 


Hartung. 
Design, institutional: Les Shaw and 
Mits Katayama, Mits Katayama-Graphic 


Studies, Farwest Printing & Lithograph- 
ing Co. 

Illustration, newspaper advertising art: 
Bob Todd, Ted Rand-Graphic Studios, 
Brock Adams, Miller, Mackay 


MERIT AWARDS 
Design, newspaper advertising: Myron 
Graybill, Ted Rand, Frederick & Nelson 


Design, booklets and folders: George 
Gulacsik (artist and director), Boeing 
Airplane Co., for sales presentation, 


transport division. 

Design, point of sale: Geoff Relf, Mits 
Katayama-Graphic, Western Charcoal Co., 
Honig-Cooper, Harrington & Miner. 

Design, point of sale: Douglas Hansen, 
Mits Katayama-Graphic, Caravan Inn of 
Western Hotels, Cole & Weber. 

Design, institutional: Fredrick Walsh 
(artist and director), Blue Flame Dis- 
tributors; Cone Co. 


Illustration, magazine advertising: 
Mary Ann Levesque, Ted Rand-Graphic 
Studios, Pendleton Woolen Mills, Bots- 
ford, Constantine & Gardner. 


Illustration, newspaper advertising: Jim 
Peck, Art Hupy and Robert Morgan, 
Sicks’ Seattle Brewing Co., Miller, Mac- 
Kay. 

Illustration, newspaper advertising: 
Myron Graybill, Ted Rand—Graphic Stu- 
dios, Frederick & Nelson. 

Illustration, newspaper advertising: 
Geoff Relf, Ray’ Gerring—Studio Art, Pa- 
cific National Bank, Honig-Cooper. 

Illustration, trade 
ing: Joe Hamanaka, 
Graphic, Northwestern 
Co., Grant Advertising. 

Illustration, booklet, direct mail: Perry 
Acker; Charles Swanberg, George Ton- 
agi, Harry Bonath & Associates; Ameri- 
can Printing & Lithograph Co. 

Illustration, booklet, direct mail; John 
Lee (artist and client). 

Illustration, editorial; Charles R. Pear- 
son (artist), House & Home. 


Illustration, institutional, Mits Kataya- 
ma—Graphic; (director and artist), 
Graphic Studios. 

Television, commercial, animated: Mar- 
lowe Hartung, Ray Patin, Seattle Pack- 
ing Co., Miller, Mackay. 

Television, commercial, live action: 
Marv Weinstein, Canyon Films, Sicks’ Se- 
attle Brewing Co., Miller, Mackay. 

Experimental: artist, Douglas R. Sand- 
land. 


magazine advertis- 
Mits Katayama- 
Life Insurance 


Insurance Advertising 
Conference Awards 


(To agents and brokers) 


Division 4 (over $250,000 annually): 
Oscar award—Mitchell-Vincent Co., Bry- 
an, Tex.; Newspaper—Wimbish Insurance 


| Agency, Greensboro, N. C.; Direct mail— 


Lance & Co., Medina, O.; Radio-tv—Tuc- 


}son Realty & Trust Co., Tucson, Ariz. 


Division 3% ($100,000 to $250,000 annu- 
ally): Oscar award—Justus Mulert Co., 
Pittsburgh; Newspaper—Byse Agency, La- 
conia, N. H.; Direct mail—Arthur WwW. 
Ruff Insurance Agency, Chicago; Radio- 
tv—Bacon Insurance, El Dorado, Kan. 

Division 2 ($50,000 to $100,000 annu- 
ally): Oscar award—Tom Bartlett Insur- 
ance Agency, North Baltimore, O.; Direct 
mail—Cutshall Agency, Allentown, Pa.; 
Radio-tv—Douglas Insurance Agency, Ma- 
son City, la. 

Division 1 (under $50,000 annually): 
Oscar award—Wilson A. Roberts, Wil- 
liamstown, Mass. 
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at businessmen’s club, factory cafeteria, bridge party, anywhere. At the start, the 
talk may center on inflation, Khrushchev, bargain sales, fallout or mothers-in-law— 
but three to one it will get around to television. Television is important to most 
Americans. And it is the only beat of TV Guipe magazine. TV GuibE covers it broadly, 
entertainingly, objectively, colorfully and with showmanship. The terrific interest 
in its subject is why the magazine reaches the homes of more than 7 million families 
weekly... why every day some 15 million people read it. And this terrific interest 
spawns dramatic advertising results. Which explains the explosive upturn in 
TV Guibe advertising volume. 
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Jelly Bean Frozen Treats 
Introduced in Spot TV 


acturer of flavor concentrates, will 
introduce its new product line, Jel- 
ly Bean Frozen Treats, in a spot tv 
campaign which will include two 
live announcements per week on 
“Romper Room,” WNEW-TYV, and 
three spots per week on “Johnny 
Jellybean,” WABC-TV, both in 
New York. The spot schedule is 
expected to fan out into 60 major 
markets for the ice cream, sherbet 
and milk confections mixed with 
multi-colored candies. The prod- 
ucts will also be featured in page 
ads in Ice Cream Field and Ice 
Cream Trade Journal, 

The products are being offered 
to dealers on a franchise basis 
Flavor Saver offers to pay for tv 
spots in each dealer’s exclusive 
territory. In the New York area, 
franchise agreements have been 
signed with Dairycrest, Blue Dell 
and R&G Milk Products. Joseph S 
Gould Associates handles public 
relations and advertising for Fla- 
vor Saver. 


t.f. Club Elects Bassinette 
The Eastern t.f. Club, a group 


of business paper space salesmen, | 


has elected Robert L. Bassinette of 
Progressive Architecture president. 
Hugh Robinson of Purchasing and 
James L, Ozanne of Foundry were 
elected Ist and 2nd vps. Halsey 

Darrow of Industrial Marketing | 


and Willis S. Drake of Mechaniz a- | 


tion were reelected secretary and | 
treasurer, 


Need to Analyze 


Your Public Relations? 


Press Clippings can keep you fully 
informed on the results of your public 
relations program, You can see how many 
of your releases are published . . . what 
coverage is given to events you stage . 
what the editors of the nation are think- 
ing. This knowledge will heip you plan 
and develop more effective public rela- 
tions programs. interested in learning 
how we can serve you? 


Est. 1888 
PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y 
Phone BArclay 7-5371 
2136 P St. NW, Washington 7, 0.C.—ADams 2-5308 
Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Blvd hicago 4, ill.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operatioris Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 


$1,000,000 Ad Budget (and No Salesmen) 
Flavor Saver, New York, manu- Keeps Murine’s Big Lead in Eyewash Field 


(Continued from Page 2) 
$50,000. Newspapers and maga- 


zines were the first national me- 
dia used. 
Murine started using network 


radio in the early 1930s and has 
been a heavy radio advertiser 
since. The company’s first 
gram was the “Burlington Liar’s 
Club,” one of the Mutual Radio 
Network's first shows. 


# Murine has invested an aver- 
age of $1,000,000 yearly in adver- 


James B. Braun 


tising for the past five years. In 
| 1958, about 65% of the ad dollars 
went into magazines and news- 
|paper supplements (80% 
|total to magazines, the 


rest to! 


supplements), and the rest of the| 


was invested in radio 
in 45 selected markets. 

Among the magazines used by 
Murine last year 
Housekeeping, Ladies’ Home Jour- | 
nal, Life, Look, McCall’s, Modern 
Romances, Sunset Magazine, The | 
| Saturday Evening Post, and True | 
Story. Also on the print schedule 
| were First Three Markets, Parade 
‘and This Week Magazine and Farm | 


| money 
shows 


Journal and several other farm | 
| publications. 

“We have always received no- 
ticeable results from our radio} 
jadvertising,” James B. Braun, 
| president and treasurer of the 
|company, told ApbvVERTISING AGE. 


| 6 


We like to sponsor top radio per- 
sonalities in selected cities, but 


pro-| Us 


of this| 


were Good | dle 


we usually limit our sponsorship | 


|of their shows to 13 weeks. As a 
jrule, they wear themselves out 
|after 13 weeks, although we found 
[that Arthur Godfrey was an ex- 


CAROLINA | 


CALLS FOR THE 


A BIG HELPING 
FOR FOOD ADVERTISERS 


(1) With the byline of graduate 
home economist Beth Tartan, 
and others, the Journal and 
Sentinel pages carry more 
than 4200 lines of lively food 
news every week. 

(2) As a source for food buying 
information the Journal and 
Sentinel deliver 73% pene- 
tration in an 1l-county mar- 
ket with retail food sales of 
$113,792,000. 

(3) From the Journal and 
Sentinel research department 

comes a continuous monthly 

grocery inventory with sales 
and distribution progress re- 
ported on more than 450 food 
brands and sizes in the 
Winston-Salem Metropolitan 
Area. 


in WINSTON-SALEM 


JOURNA 


IN FACT, you can’t cover 
North Carolina without the 
Journal and Sentinel 
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CIRCULATION NOW 
105,147 
(Sunday 75,963) 


Statement ending March 31, 
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REP. KELLY-SMITH COMPANY 
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| Stockholm 


| ception.” 

The Murine president, who 
makes all of the company’s ad- 
| vertising and marketing decisions, 
said Murine tried television but 
obtained no results. “Tv is too 
costly, and it didn’t do the job for 
’ he said. “We haven't used it 
| since 1956.” 


® Overseas, Murine uses primar- 
ily newspapers and magazines, al- 
though in Australia, only radio is 
employed. Murine products are 
sold in 70 foreign countries (Rus- 
sia not included) on five conti- 
nents. A hefty 10% of Murine’s 
total ad budget goes into foreign 
advertising, which also is placed 
by J. Waiter Thompson Co. 

Murine commands a 60% share 
of the eyewash market, and sells 
more eyewash than all of its com- 
petitors combined. There are more 
than 100 competitive eyewash 
products. Murine estimated that 
its strongest competitor has a 6% 
share of market. 

The company markets only one 
product—Murine eyewash—in two 
sizes. The standard size (4 drams) 
bottle sells for 59¢ and the large 
size (12 drams) for 98¢. Retailers 


make a 35% mark-up on _ the 
products. 
s “Advertising has done a fine 


|job for us,” Mr. Braun said. “It 
has proved that it can build up 
and maintain consumer demand 
for a product.” 

Merchandising activities for 
| Murine, which formerly were han- 
d primarily by company sales- 
men, now are in the hands of rack 
jobbers and druggists. Murine has 
lcontracts with these companies 
| and individuals for such things and 
building displays and putting up 


point of sale material in retail 
outlets. 

Murine Co.—a pioneer in the 
eyewash field—was founded in 


11897 by two Chicago ophthalmolo- 
gists—Dr. James 
and his brother, 
| McFatrich—and 
Spokane, Wash., banker. 

The doctors treated Mr. Hall 
for an ulcer of his eye which was 
|caused when he was hit in the 
face by his horse’s tail. Mr. Otis 
was so impressed by the eyewash 
solution developed by the McFat- 
rich brothers that he worked for 
seven years to convince the doc- 
|tors that they should go into busi-| 
ness to sell the solution to the 


Dr. George W. 
Otis F Hall, a 


| general public. + 
Four Join ARF 

Advertising Research Founda- 
tion, New York, has added four 


Dow Chemical Co., 

Hugh C. MacLean 
Publications Ltd., Don Mills, Ont.; 
department of journalism, Univer- 
sity of Michigan, Ann Arbor, and 
School of Economics, 
Stockholm, Sweden. 


new members: 
Midland, Mich.; 


B. McFatrich, | 
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MURINE TESTIMONIALS—T hese ads are typical of a testimonial campaign 


being run in magazines this year 


by Murine Co., Chicago. J. Walter 


Thompson Co., Chicago, is the agency. 


NIAA Dues Boost 
Plan Faces Stiff 
Debate at June Parley 


CuHicaGco, June 2—Stiff, but not 
decisive, resistance has built up 
to the increased dues proposal to 
be voted on at the June 15 San 
|Francisco meeting of the National 
Industrial Advertisers Assn. 
| The June Industrial Marketing 
| reports that at least five of NIAA’s 


|30 chapters will definitely vote 
against the dues boost recom- 
mended by NIAA’s organization 


and development committee (AA, 
May 4). 

IM surveyed the chapters, got 
answers from 15 and learned that 
eight chapter presidents feel a 
| dues boost would cut memberships; 
the other seven said it wouldn’t 
make much difference. Five presi- 
dents told IM their members 
weren’t satisfied with the national 
NIAA, and seven said their mem- 


In Montreal... 


The direct route to sales results 


in the English market is through 


The Star—the “must” 


elans E scape 


Pan Ares Sale 


newspaper 


on your Montreal schedules. 


Ask for The Star's latest Market book. 


bers were satisfied “only to a lim- 
ited extent.” Only two said their 
members were generally satisfied. 
| Two chapters, Chicago, and 
Rockford, Ill., meanwhile, have 
told ADVERTISING AGE of their vot- 
ing plans. Chicago will vote for 
a dues increase “if our delegates 
can see tangible results accruing 
to the Chicago chapter” and will 
vote in favor of both the sustain- 
ing membership and the advisory 
committee provisions. It will vote 
against dropping “National” from 
the NIAA name to accomodate the 
Canadian members. 

Rockford will vote against both 
the dues increase and sustaining 
membership provisions. It hasn’t 
decided on the name change issue, 
but is inclined to favor the change. 

Rockford chapter president Rog- 
er Peterson of Barber-Colman Co., 
Rockford, sent a letter to all chap- 
ter presidents announcing his 
chapter’s dissatisfaction with the 
dues and sustaining membership 
| proposals—and the national NIAA 
‘in general. + 


General Insurance Signs 
for ‘Monitor’ Sports Shows 
General Insurance Co. of Amer- 
| ica, Seattle, has signed to sponsor 
segments of NBC Radio’s “Moni- 
tor,” the contract calling for 13 
five-minute sports programs each 
weekend Aug. 29 through Nov. 22 
‘this year and April 2 through June 
|25 next year. This sponsorship is 
| part of a more than $1,000,000 ef- 
fort which will include space in 
The Saturday Evening Post, Sunset 
Magazine and Time, starting in the 
fall. 
| The campaign will support Safe- 
co auto insurance and General’s 
| all-in-one home owners’ policies 
and commercial insurance. Co-op 
advertising in newspapers, radio, 
tv, outdoor and direct mail also 
will be used. Cole & Weber, Seat- 
‘tle, is the agency. 
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In the New York market 


0,210,000 ADULTS 
BUY GROCERIES 


within a single week 


—and 42% of these grocery buyers are 

Daily News readers...total more than all other 
New York City morning papers combined, 

or all evening papers combined! 


Source: Profile of the Millions—2nd Edition, 
a comprehensive study of the New York Market. 
(lor a presentation, call any News office.) 


In The News alone you reach 8,490,000 adult food 
buyers in any week—market enough to clear 
supermarket racks, move trainload orders, ring cash 
registers all over the metropolitan area, The fact that 
grocery store advertisers for more than two decades 
have spent more in The News than in any other New 


York newspaper is evidence that it gets results. 


And The News can sell caviar as well as cornflakes, 
supermarket deals or suburban developments, any 
major purchase item—because it delivers more than 


pore 


— mere numbers! More middle and high incomes, more 
families with children, more home and car owners, 
more quality buying power; as well as a better reception 
for advertising, and better response. No other medium 


delivers so much sell for the money. 
If you aren't realizing the volume you should have 
in America’s first market, you owe it to yourself 


to take a new look at The News. Any News office can 


vive you the details, 


THE [al NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily and Sunday, of any newspaper in America, 


News Building, 220 Kast 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11-155 Montgomery St., San Francisco 4 
—3460 Wilshire Boulevard, Los Angeles 5—Penobscot Building, Detroit 26-27 Cockspur St., London 8.W. 1, England 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


TRADING STAMPS 
REVISITED 


Add to the fisherman who used stamps 
for bait, and the holdup man who 
wore a sheet of stamps for a mask 
—the guy who paid a $100.00 fine in 
court—and asked the judge if he was 
entitled to trading stamps on the fine. 
Think about it, friends. If such a 
thing ever came into being, folks 
might be inclined to limit all their 
those com- 


law-breaking to just 


munities that give stamps. 


| Bua the, Lou 


in Lewisville... | 


WE GIVE TRADING STAMPS! 


Before someone suggests that BUR- 
GOYNE give trading stamps, we'd 
like to change the subject to store 
panels, and specifically—the way in 
which BURGOYNE store panels are 
established. In every market where 
we are set up for sales studies 
(nearly 50 at present count), there 
is a network of 20 to 40 key-location 
stores that serve as our information 
centers. These panel stores must be 
representative of the market, and 
must agree to continuing product 
audits at regular specified intervals. 
That way, every sales study is made 
—from beginning to 
same store group. Naturally you may 
choose as few or as many stores for 


your test, as you wish. 


Matter of fact, you may select any 
combination of test cities you wish, 
too. BURGOYNE Test Cities are lo- 


end—in the | 


FTC Sets Ad Code 
for Textile Fabric 
Fiber Identification 


WASHINGTON, June 2—The Fed- 
eral Trade Commission last week | 
announced adoption of regulations | 
controling advertising and labeling 
of textile products when the textile 
fiber identification act goes into 
effect next March. | 

Patterned after the Wool Label-| 
ing Act, the law passed by Con- 
gress last September requires dis- 
closure of the fiber content of all 
major products ranging from wear-| 
ing apparel, rugs and draperies 
to doilies and dish clothes. 

The rules define the terms that 
are to be used on labels attached 
to the product. 

FTC officials point out that un- 
der the law, merchants have an 
affirmative responsibility to in- 
clude a fiber disclosure in all ad- 
vertising involving any implication 
with respect to fiber content. 


e “If the ad merely says ‘ladies’ 
dresses’,”’ an official explained, “no 
disclosure is necessary, but once 
the ad involves an implication of 
fiber content, such as ‘satin 
dresses,’ it must also include a 
statement listing the kinds of fiber 
in the fabric, and an indication of 
the percentages.” 

Rules published last week in- 
clude a few technical modifications 
of the tentative rules circulated by 
FTC for industry comment last 
winter. FTC Chairman John 
Gwynne said industry people had 
provided “constructive comments 
and suggestions.” 
| The act is intended to protect 
jconsumers by assuring truthful 
disclosure of fiber content, and to 
help textile producers, manufac- 
turers and distributors by elimi- 
|nating unrevealed presence of sub- 
|stitutes and mixtures. # 


April Linage in 
Dailies Rose 11.8%, 
‘Media Records Says 


NEw York, June 2—Media Rec- 
ords check of newspaper ad lin- 
/age in 52 cities shows total linage 
for April at 255,002,185 lines, up 
|11.8% over linage reported in 
April, 1958. 
| Linage for the four-month pe- 


| goon, creating an illusion of depth. 


riod ended April 30 was 881,082,141 
lines, a gain of 4.7% over the same! 
period last year. 

| Ad linage in all categories was 
jup in April, with biggest gains 


ee 


LOOK-SEE—An 82x10” three-dimen- 
sional transparency keynotes this 
Realist stereo counter display being | elected to membership in Associ- | 


distributed to camera dealers. 


Stereo Realist 
Lives Up to Name 
inItsNew Display | 


June 2—Realist 
Inc., manufacturer of a 35mm 
stereo camera, believes the best 
way to sell stereo is to show stereo. 

With that in mind, the company | 
decided to create a point of pur-| 
chase display that would be con- 
sistent with the stereoscopic theme. 

Peep holes to view three-dimen- 
sional slides, comparison of three- 
dimensional slides with ordinary 
slides, tricky dimensional copy, 
shadow boxes with dioramas and_| 
other ideas were all tried and dis- | 
carded in favor of a three-dimen- | 
sional color transparency. 

The result is the work of Amour | 
Gilman Inc., Chicago display com- | 
pany, and the Realist sales staff. 
The color transparency has been 
supplied by Three Dimensionals 
Inc., Hollywood. 

It features two goldfish in a la- 


MILWAUKEE, 


s In the lower left-hand corner of 
the display is a metal frame ac- 
comodating a testimonial photo of 
a motion picture star, and below 
the frame is a set of duplicate 
slides made from originals taken 
by the star. 

Copy reads: “Here are some pic- | 
tures I made with my Realist 
camera.” And a Realist stereo hand | 
viewer is placed beside the slides. 
A copy message invites the custo- 
mer to “See for yourself.” 

The first displays feature Wil- 
liam Holden and Alfred Hitchcock. 


cated from coast-to-coast and meet | reported in financial, classified and| Others to follow will be Cary 


as closely as possible, the recognized 
requirements for ideal testing condi- 
tions: stable; accessible, isolated; 
adequate size; typical; diverse income 
source; adequate media coverage. 
But best of all, of course, because 
BURGOYNE is permanently set up 
and ready to go in each test city, 
you pay only for the facts—and not 
a penny for the cost of getting ready 


to go out and get the facts. 
. a 7 . mM 


Whether you are considering a mar- 
ket test now, or not—you owe it to 
yourself to have the full story on 
the BURGOYNE operation at close 
hand for ready reference. Write or 
phone—we'll send complete info to 
you promptly. 


CAOCERY J 4 ORUE J INOEN INE 


FIOST MATIOMAL BANK BLOG. CINCINMATI 2, ONO 


automotive advertising. 

Financial linage totaled 4,783,- 
312 lines, up 23.3%; classified was 
63,151,807 lines, an 18.1% increase, 
jand auto linage was 15,710,088) 
8. an 18% increase over April, | 
58. 
For the year to date, all catego- 
ries reported gains except automo- 
|tive linage at 45,885,253 lines, 
down 2.4% from the comparable 
|period last year, and general ad 
linage at 115,975,795 lines, off 0.4% 
from the same period in 1958. # 


{Conte Quarter Earnings Up 


Curtis Publishing Co., Philadel- 
|phia, had first quarter earnings 
of $479,433, or 1¢ a common share, 
on revenues of $50,782,981, com- 
pared with $250,472, or a loss of 
5¢ a share, after preferred divi- 
|dends on revenues of $45,060,879 
for the same period the year before. 
Robert E. MacNeal, president, said 
the company expects further im- 
provement in the second half of 
| 1959. 


St. John Boosts Spannaus 
Charles E. Spannaus has been 
promoted from sales promotion 
representative for St. John Associ- 
ates, New York direct mail com- 


| pany, to general sales manager for 
‘all direct mail advertising. 


Grant and Doris Day. 

The display is 22%” high, 17” | 
wide and 7” deep. + 
N. Y. Life Promotes Abbott 

John M. K. Abbott has been pro- 
moted from 2nd vp to vp in charge 
of public relations and advertising | 
of New York Life Insurance Co., 
a new position. 


SOMEWHERE 


WEST OF 
LARAM 


is a man heading for one of the 4 New York Sheraton Hotels. His room reservation was confirmed across the 
continent in just 4 seconds — thanks to Reservatron. All it takes is a call to the nearest Sheraton to set in 
motion this world's fastest reservation service. Next trip, try it, WANT A FAT FREE BOOKLET? Why not? 
— its 96 pages extol the delights of 47 Sheraton Hotels in 39 major cities. And besides, you'll help us test 
this ad, Address: Sheraton Corp., Ad Age Ad #2, 470 Atlantic Avenue, Boston, Massachusetts, 


Transtilm Signs Contract 

for Wylde Animations 
Transfilm, New York, tv and in- 

dustrial film producer, has signed 

an agreement with Wylde Studios 


' for exclusive rights to the latter’s 
' animation and art services. Wylde 
| will move its animation facilities 
' to Transfilm’s office at 35 W. 45th 
i| St. 


Transfilm told ADVERTISING AGE 
that the affiliation did not consti- 
tute a merger. However, billing on 
all new Wylde contracts will be 
routed through Transfilm’s ac- 
counting department. Immediate 
plans of the affiliated companies 
call for the production of tv car- 
toon films for programming. 


‘American Milk’ Joins ABP 


American Milk Review & Milk 
Plant Monthly, published by Ur- 


| ner-Barry Co., New York, has been 


ated Business Publications, 


York, 


LAST CHANCE TO 


ENTER THE SATURD 
EVENING POST a 


“ULCER GULCH” 
CONTEST! 


=)ST PRIZE! 


A real live ride-’em 
cowboy-type stagecoach! 


100 rea) yw 
(fit ten 


ENTER TODAY! . 


're a resident of the U.S. or Canada 
a with an ad agency, or the sales, 


keting or advertis 
aoe natienel advertiser, 
Saturday Evening Post 


blank. 


oat 


New 


estern hats! 
“gallon heads) 


ou have to do is complete a Post 
jingle! Contest closes July 18, 1969. 


ing department of 
all The nearest 


Pee Ve aes 
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_ BACON KNOWS 
MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines — a complete 
blanketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 
* BUSINESS * FARM 
* CONSUMER 


ss Send for Booklet No. 56. es 
“How Business Uses Clippings’ 
BACON’S CLIPPING BUREAU 
14 E. Jackson Bivd., omg 4, Mhinois 
WA bash 2-8419 
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Holland Resigns 
as Enloe Exec VP 
After Six Months 


(Continued from Page 1) 


annual convention of the Ameri- 


can Medical Assn. 

Enloe, an agency specializing in 
ethical drug advertising, lured Dr. 
Holland from his $18,000-a-year 
government post last January 
(AA, Dec. 22). As medical direc- 
tor of the Food & Drug Adminis- 
tration’s bureau of. medicine for 
five years, Dr. Holland had had 
the final say on the marketing of 
all new drugs. 


® He left FDA to become exec vp 
and chief operating officer of En- 
loe. He had rejected several at- 
tractive offers from pharmaceuti- 


Albert H. Holland 


| Introducing New | 
‘Maxwell House 


-the coffee that’s so good you can drink it 


| hot as fire and black as night 


| 
| 


ESTERN BLE 


corre 


It tastes as good as it smells! 


Congratulations, 


only instant coffee 
in Chicago that 
still outsells new _ 


Hie wth to heme ogni’ Rwy cond heey nlm seth srw Senibe semd 
A strat of the entire tra armen, Mart at calre 


| BLENDS AND BOUQUETS—Maxwell House Western Blend coffee bows in 
Denver and Seattle with r.o.p. color newspaper ads plus spot tv and 


a kudos at Maxwell House instant 


outdoor. Meanwhile, back in Chicago, Sanka instant coffee throws 


coffee and marks its own sales in- 


crease for the week in the Chicago Daily News and Tribune on June 


11 and 12. Both coffee brands are 


» General Foods products. Ogilvy, 


Benson & Mather handles Maxwell House. Young & Rubicam placed 


the Sa 


Checker Names 


fm for New Car Line 


(Continued from Page 1) 


nka ad. 


Checker has been talking 
bringing out a model of its cab for 
the general public for nearly two 
years (AA, Aug. 26, 57). Checker 
planned to start marketing cars 
in volume last summer (a target 
of 12,000 was planned) but the 
move did not materialize. 

The company announced a $5,- 
000,000 expansion program last 


} 
about 


‘Deal’ Advertising 


| NSE Award Winner Urges 
Execs to Discourage 
Discounts, Trade Stamps 


NEW ORLEANS, June 2—Ameri- | 
can advertising is building a na-| 
tional bargain basement, the “na- 
| tional sales executive of the year” | 
said here at the close of the four- 
day National Sale Executives 
Convention at the Roosevelt Hotel. 
| Leonard C. Truesdell, exec vp 
of Zenith Radio Corp., said, “Busi- 


ness leaders should use their abil- | 


| ities to discourage concentration 
}on cutprices, discount houses and 
| the use of stamps to attract cus- 
tomers.” 
| In full accordance with Mr. 
| Truesdell was the NSE’s “business 
/executive of the year,” Donald C. 
|Power, chairman of the board of 
General Telephone & Electronics 
|Corp., New York. Both men were 
honored with the titles at the 
NSE’s 24th annual convention, 
here last week. 

Mr. Truesdell, commenting on 
| foreign competition, said some U.S. 
companies, which gave _ foreign 
countries the 
|“*know-how” for a royalty, have 
| created a “literal Frankenstein.” 
ae In line with Mr. Truesdell’s 
| blast at “bargain basement” ad- 
vertising, Clark M. Pettit, adver- 
tising and sales promotion expert, 


manufacturing) 


year to provide more manufactur- | San Francisco, told the conference 


cal companies, deciding that in the|the Superba ads as well as ad- 
agency business he would find it| Vertising of Checker’s taxicab di- 


easier to build an equity for him- 
self. He had planned to become a 


| vision. Jaqua Co., Grand Rapids, 
|Mich., was the previous agency. 


substantial stock owner in the En- | 


loe shop. 

At the time, he told ADVERTISING 
AGE that he hoped to build addi- 
tional volume for the Enloe agen- 
cy, perhaps by accepting assign- 
ments from “the right kind” of 
proprietaries (AA, Jan. 19). 

Today, Dr. Holland told AA he 
quit because of “differences of 
philosophy on how to build a busi- 
ness.” He has no immediate plans 
but he expects to remain in the 
pharmaceutical business. 


® Dr. Cortez F. Enloe, who is, like 
Dr. Holland, a physician, refused to 


discuss the matter, asserting that) 


it is “an internal affair.” He add- 


ed, however, that things were go- | 


ing “swimmingly” at his agency. 


s At Doherty, Clifford this week, 


|@ The Jaqua agency was not noti- 
| fied of the Roche, Rickerd appoint- 
ment. “We are still placing ads for 


ing space for the new cars. Checker 
reportedly built 329 cars in 1958 
as compared with 299 in 1957. 
Most or all of the cars presuma- 
bly were sold to private trucking 
fleets. Checker built a total of 3,- 
|871 cars and taxis in 1957 and 
| 3,970 in 1956. 


the Checker taxi division and will | 


continue to do so until we hear dif- 
ferently,” the agency told AA. “We 
knew that Checker was looking for 
an agency for the new passenger 
cars. As far as we know, we are 
still working for Checker.” 

Checker later told AA that the 
|Jaqua dismissal had been over- 
| looked, and added that this detail 
|“was now being taken care of.” 
The company said it had done 
“little taxi cab advertising in the 
past.” 


# Some of the new Superba cars 
|already have been sold, ADVERTIS- 
|/ING AGE learned. Checker also 
plans to build a four-door station 


|@ With the Checker’ account, 
Roche, Rickerd & Cleary returns 
to the auto field after an absence 
of four years. The agency, which 
|formerly was Roche, Williams & 
|Cleary, handled Studebaker Corp. 
advertising for 30 years before 
losing the account to Benton & 
Bowles (AA, June 20, ’55). 


U.S. Advertising Corp. (previ- 
fously Ewell & Thurber), which 
merged last year with Roche, 


Rickerd (AA, Jan. 1, ’58), handled 
the Willys-Overland car account 
for many years. Roche, Rickerd 
also currently has the Diamond 
|T. Motor Truck Co. account, + 


there was no news on any replace- /wagon, scheduled for production | 


ment for Mr. Duryea. 
Mr. Duryea’s departure came as 


The company, which has been 


ae is omnes ILGWU Budgets 


a surprise, because the agency’s | pyilding cabs for 37 years, report- | 


ethical drug 
business had 
picked up sharp- 
ly after he came 


one-year stint, 
Merck & Co. in- 
creased its budg- 
et substantially, 
and two new 
clients—Ciba and 
Hoffman- 
LaRoche—w ere 
added. 

At Mr. Duryea’s old shop, Wil- 


William Duryea 


liam Douglas McAdams Inc., Gil | 


Totten, top vp, confirmed this week 
that he is leaving (AA, June 1). 
Mr. Totten said he is returning to 
his home town, Cincinnati, and his 
old company, William S. Merrell, a 


Vick pharmaceutical subsidiary, to | 


become director of advertising and 
sales promotion. + 


Distelhorst Joins Beaumont 
Stuart D. Distelhorst, formerly 
sales promotion manager of Orr 
& Sembower, Reading, Pa., manu- 
facturer of packaged automatic 
boilers, has joined Beaumont, Hell- 
er & Sperling, Reading agency, as 
a member of its client service 


aboard. In his| 


‘edly will sell its Superba models | 
| through truck dealers and foreign | 
|car dealers. Checker currently is 
|involved in lining up retail out- 
lets throughout the U.S. 


es A “substantial” advertising pro- 
gram is under consideration by the 
company, and is expected to break | 
in consumer media later this year, | 
AA was told. The size of the budg- 


$3,000,000 Over 
Next Three Years 


(Continued from Page 1) 
“permanent” measure (AA, March 


et or the media could not be|#® Julius Hochman, ILGWU vp in 
learned. | marae of union label advertising | 
The manufacturer’s suggested | and promotion, indicated today 


retail price of the Superba sedan | that he expects the ad fund to be 


that sales promotions not geared 
|to customer needs may do more 
harm than good. 

“Misguided promotional efforts,” 
Mr. Pettit said, “may react ad- 
versely on customers rather than 
stimulate them to action.” 


#® Another convention speaker, 
Peter E. Schruth, vp and advertis- 
ing director of The Saturday Eve- 
ning Post, said in an opening ad- 


Harriet Raymond 
Is Named AFA’‘s 
Adwoman of Year 


MINNEAPOLIS, June 5—Harriet 
Raymond, advertising manager of 
the plastics division of Celanese 
Corp. of America, New York, Sun- 
day will be named Advertising 
Woman of the Year by the Coun- 
cil on Women’s Advertising Clubs, 
Advertising Federation of Ameri- 
ca, 

The award, given annually to 
| the adwoman who “has contributed 
most during her career to the ad- 
| vertising profession,” will be pre- 
isented to Miss Raymond by Cyn- 


U. S. Gypsum Co., 
brunch opening the 


at a special 
AFA’s 55th 
/annual convention here. 

| Miss Raymond began her busi- 
| ness career at 14 with Atlantic 
| Comb Co. while 
lattending night 
school. When 
Celluloid Co. 
took over Atlan- 
tic Comb in 1924, 


thia Montgomery, project director, | 


* 
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Creates National 


Western Blend Maxwell House-the Bargain Basement, Truesdell Says 


dress that sales executives face a 
decade of decision. 

He said sales volume must in- 
crease by 50% in the 1960s to keep 
up with the expected rise in pro- 
duction. 

Mr. Schruth advised the con- 
ference to “take a keener interest 
in production, distribution, pack- 
aging and advertising. 

“You had better be in there 
suggesting that the factory should 
produce to meet the changing de- 
|mands of the market you know 
so well,” he said. 


|}@ An international note was struck 

in the conference when Henry 
Kearns, assistant secretary of com- 
|merce for international affairs, 
said American sales executives 
hold the key to combatting a wave 
of Soviet economic aggression that 
is threatening the prosperity and 
security of the country. 


® A plug for marketing and sell- 
|ing educators was made by Lewis 
F. Gordon, Atlanta, executive sec- 
retary of Pi Sigma Epsilon, na- 
tional undergraduate marketing 
fraternity, who said a million new 
top-caliber salesmen will be need- 
ed by 1970. 

A highlight of the convention 
was the election of J. A. Mclinay, 
vp of marketing, Electric Storage 
Battery Co., Philadelphia, as NSE 
international president. He suc- 
ceeded Al N. Seares of New York. 

Other newly-elected officers are 
Robert E. Johnson, senior vp, 
United Airlines, Chicago; Fred 
Emerson, vp, Spartan Saw Works, 
Springfield, Mass., and Guy Rog- 
ers, assistant to the president, 
Family Security Insurance Co., 
Fort Worth, all elected vps; Charles 
Campbell, vp, International Busi- 
ness Machines Corp., New York, 
elected international vp; Clarke 
Simpkins, president, Clarke Simp- 
kins Ltd., Vancouver, B. C., Cana- 
dian vp; Ernst Hoelzel, sales man- 
ager, Trans World Airlines, Frank- 
furt, Germany, vp for Germany; 
McNeil Stringer, vp, Minnesota 
Mining & Mfg. Co., Mexico City, 
vp for Mexico, and Ray T. Crowell, 
president, Rowe Products Inc., Ni- 
agara Falls, N. Y., secretary-treas- 
urer, # 


Ponds Names 
Norman, Craig 
for Two Products 


New York, June 5—Chese- 
brough-Pond’s has switched the 
advertising for Pond’s Angel Touch 
and Pond’s lipsticks from J. Walter 
Thompson Co. to Norman, Craig & 
|/Kummel, a new name in the com- 
pany’s agency roster. 

Five new products have been as- 
| signed to JWT, some of which are 
currently being test marketed. 
|Thompson also continues to han- 
dle advertising for Pond’s cold 


is $2,541.45 f.o.b. Kalamazoo, in-| 
cluding federal tax, but not state | 


|continued after the 


union’s next 
convention three years hence. 


Miss Raymond 
remained in the 
sales department, 


cream, dry skin cream, moisture 
|base, Angel Face and Matchabelli 
|fragrances, Polyderm creams and 


or local taxes. The car is offered | “We can’t give the label the 
with two six-cylinder Continental| status we want in two or three 
engines—the standard 95 h.p. L-| years,” said Mr. Hochman, “be- 
head and the optional 125 h.p.|cause we are planning on a long- 
Richard G. Hudson, veteran au-| range basis.” 
tomotive executive, will head up| In March Mr. Dubinsky an- 
‘the marketing, sales and adver-| nounced a $2,000,000 ad and pro- 
tising operation for Checker. Mr. | motion drive to promote the un- 


Hudson, who has been named sales | ion label as a “moral trademark” | 
|manager, served as sales execu- |and to popularize it among women | 


tive with Studebaker Corp. from| consumers and retailers. At that 
| 1934 to 1954, the greater part of| time he said funds for the promo- 
that time as manager of Stude-|tion would come from the union 
baker’s truck division. Before that, | treasury. 

he was export manager of the old | 

| Reo Motor Car Co. 


rising to ad man- 
ager in 1938. 
When Celluloid 
became the plas- 
tics division of 
Celanese in 1941, Miss Raymond 
was named ad manager of the di- 
vision. 

She won the Women’s Advertis- 
ing Club of Chicago’s Josephine 
Snapp Award in 1945, and last year 
received the Executive Award of 
the Society of the Plastics Industry. 
Currently on the board of Adver- 


Harriet Raymond 


| was president of AWNY 1956-58. # 


| Abano bath products. 

| The company said that the prod- 

| ucts assigned to Norman, Craig 
“have received relatively little ad- 
vertising support in recent years 
but are now earmarked for future 

| development.” 

Other agencies in the Chese- 
brough-Pond’s stable are McCann- 
Erickson, for all Vaseline products 
lexcept petroleum jelly; Compton, 

| for Valcream, Seaforth and Pond’s 
Angel Skin; William Esty Co., for 
Vaseline petroleum jelly, and 


Doyle Dane Bernbach Inc. is the | tising Women of New York, she | Noyes & Sproul for the ethical pro- 
agency. # 


fessional products division. # 
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Rates: $1.25 per line, minimum charge $5 
(maximum—tweo) 30 letters and speces per 
two lines for box number i 


THe ADVERTISING MARKET PLACE 


00. Cash with order. Figure all cap lines 
line; upper & lower case 40 per line. Add 


. Closing deadline: Copy in written form in Chicago office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative (Classified only); Classified Departments, Inc., 4041 
Angeles, 8. Axminster 2-02867. Closing deadline Los Angeles 
preceding publication date. Display classified tekes card rate 


inch, and card discounts, size and frequency 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING DEC. 31, 1958 


Mariton Ave., Los 
Monday noon, 7 days 
of $18.75 per column 
apply. 


44,313 | 


HELP WANTED 
BARNARD'S 
Nation-wide Placements 
In Advertising and Related Fields 
Exec. Copy, Art, Production, Editorial, 
PR TV-Radio, Sales, Secretarial. Etc. 
Call Miss Barnard 
WA 2-2306, 220 8. State St., Chicago 4 
Account Executive with farm of indus- 
trial client experience for twenty-five 
year old Midwest agency. Must be able 
to write effective copy. Broadcast media 
or film 
Opportunity offers a real future with a 
growing agency. Salary open plus at- 
tractive profit-sharing plan. Send com- 
plete resume, salary requirements and 
recent photo to 
Box 2548, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St. Chicago, SU 7-2255 
ADVERTISING MANAGER 
Our client an old established 
ally known firm located in fine mid- 
western city of 90,000 seeks a top 
notch ad manager. Must have broad ad- 
vertising background and be a self-start- 
er with administrative ability to manage 
a department. He will write copy and be 
responsible for production, buying type 
and artwork, keep accurate and complete 
records, and be able to make rough lay- 
outs and an occasional paste-up will 
work closely with the ad and 
with company management. Age: 23 to 
30. Minimum starting salary $7500 plus 
employee benefits and wide open oppor- 
tunity to provress and advance in the or- 
ganization Please send representative 
samples (we will return) and resume of 
experience. Fully confidential, Write J 
D. Morgan, Advertising, 20 Wacker 
Drive, Chicago 6, Illinois 
SMALL STUDIO OFFERS TOP EARN- 
INGS TO PHOTO RETOUCHER willing 
to re-locate in pleasant midwestern lo- 
cale, 2 hours from Chicago loop Experi- 


nation- 


agency 


| and 
| willing to move to Florida. 


production knowledge helpful. 


ence necessary in B/W halftone retouch- 
ing, also prefer ability to do color and 
occasional mechanical illustration, 
not necessary. All correspondence confi- 
dential 
Box 2580, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BUSINESS PAPER SPACE SALES 
Do you sell enthusiastically and creative- 
ly? Have you a proven record of sales 
success? Are you interested in a solid 
connection with a strong publisher in a 
basic industry? We have an immediate 
opening on our New York staff for such 
a man, preferably in thirties. If you are 
this man please send resume promptly 
for immediate interview. 
Box 2595, ADVERTISING AGE 
630 Third Ave., New York 17, N. ¥ 


MOLENE 
EGOrs once Public Relations 
Copywriters .......... Advg. Managers 
Artists Media Production ...... Service 


“All is grist, which comes to our mill” 
ANdover 3-4424, 105 W. Adams 8t., Chgo 8 
FREE LANCE COPY MAN 
Creative, flexible, experienced in 
Send samples of copy & resume. 
Box 2581, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y 


NYC 


|Top refs 
but 


HELP WANTED 
ASSISTANT ADVERTISING MANAGER 
For Florida Corporation 
Advertising and promotion background at 
the agency or company level. Send re- 
sume with specific details of experience 
recent photo. Applicant must be 


Box 2582, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 


COPY POWER 
WITHOUT IVORY TOWER 
Here's a copywriter who has developed a 
successful sales territory toiled at 
dozens of trade shows and worked close- 
ly with distributors. Over 9 years ad- 
vertising-sales promotion experience in- 
cluding mail order, finance company, 
manufacturer and agency. Has written 
consumer and trade copy all media... 
emphasis on intangibles and building 
specialties. Strong on headings and visu- 
al ideas. Age 33, AB degree. Single. Pre- 
fers Chicago but free to relocate. Salary 
vicinity $9,600 
Box 2583, ADVERTISING AGE 

200 E. Illinois St., Chicago 11 Illinois 

ADVERTISING SPACE SALESMAN 
Presently employed #1 Chicago Paper 10 
years space experience—retail-financial- 
national-grocery-agency exper., etc. 36, 
NU grad—prefer trade or consumer mag 

Box 2587, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FREELANCE ARTIST—one man gang 
Top design, lettering, retouching, hard 
line illus., keyline. Sweet service to 
agency, studio, mfr., publr 


Box 2588, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
HERE’S THE MAN TO RUN 
YOUR SOUTHERN OFFICE 
Real pro. 19 yrs. creat.-cont. exp. accts. 
80M-$10 million. Wide bkerd., but except 
strong pkg. gds., new bus. Many cita- 
tions. Mad.-Mich.-Ave. trained; 5 yrs 
familiarity South. Ways, prods., mkts 
Sound mer., wins clients’ teammates’ conf 
Also exc. for Mktng. Adv./Dir 


$ low 20's 
Box 2584, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Creative Dir., Art Dir., or 
Layout for Gulf States Area 


There's a cat on the rafter today 
Who's the most in a most arty way; 
If you go for layout 

That's strictly from way out, 

He's yours for just four figure pay 


11 years studio and agency experience. 
Box 2589, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING ASSISTANT 
Capable adman, 26, soon civilian. BA-MS 
Adv; 2 yrs. PR Officer, previous ad copy. 
Ready to help busy mgr. or A/E July. 
Box 2590, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
ASST. ACCT. EXEC. 
Ambitious young working exec with 
ideas and a versatile background in con- 
tact, marketing, media and broadcasting 
seeks more wide open opportunity. Have 
excel. small and large agency experience 
Box 2591, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MEDIA PROMOTION WRITER MAN 


| 
for advertising promotion staff, leading | 
consumer magazine, Phila. area, Minimum 
writing experience: 2 years. Media or 
agency background preferred. Facility | 
with direct mail presentations essential. 
Salary commensurate with experience and 
ability 
Our staff knows of this ad. Write in con- 
fidence to Box 570, Severusing. Age, 630 
Third Avenue, New York 17, New York. 


available as consultant weekends, 


CREATIVE DESIGNER-DIRECTOR 
wants job with a future. versatile experi- 
enced educated. idea copy layout fin. 

Box 2592, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

NEED TECHNICAL COPY HELP? 
Exper. Chemical Ad. Mgr. NYC, Ph.D., 
evgs. 


Box 2585, ADVERTISING AGE 
630 Third St., New York 17, N. Y. 


and photograph in first 


Wanted... Qualified Man In 
Advertising, Public Relations... 


Major manufacturer and military contractor in 
the Mid West, with over $100,000,000 annual 
volume, needs an experienced, qualified adver- 
tising manager as right hand assistant to Public 
Relations Director in 10-man department. Must 
be competent advertising writer, with direct 
mail and sales promotion experience and admin- 
istrative ability. Age level, 35-45. Starting salary 
$10,000 up, commensurate with experience. Un- 
limited future in industry with predicted growth 
of 1000% in next 10 years. Mail complete résumé 


ence will be answered. Our own employees 
know of this advertisement. Address reply to: 


COUNSELOR, BOX 568 
ADVERTISING AGE 
200 E. ILLINOS ST. 
CHICAGO 11, ILLINOIS 


letter. All correspond- 


POSITIONS WANTED 


CREATIVE COPY/PLANS MAN 
(with heavy contact experience) 


| Nine years professional writing; 18 mos. 
newspr.; over 7 years ad agency writing | 
& editing. Latter includes adv. and p.r.| 
presentations, ads (tv/ 
collaterals and publicity; | 
also directed tv, radio & film spots. | 
Five yrs. as A. E. & Copywriter on many | 
| cons. accounts; President of 
| small agency & film company for 13 mos. | 

ow in media sales with fine company. 
(16 mos.). Regret leaving, but have been 


unhappy separated from creative ad 
| work. psemnenn canes 
| Age 29, good health, best references. 


| letter on request—but 
| soon! 
talking to applicants about June 22nd. 


Box 2586, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TECHNICAL COPYWRITER seeks copy 
chief who isn’t satisfied with copy that 
avoids offending engineers—who insists 
on a positive search for the best solution 
to every advertising problem—and who 
believes that engineers can be best sold 


3, and needs. My field is electronics 
and space technology. Details on request. 
Box 27 R 402, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


REPRESENTATIVES WANTED 
New industrial trade magazine. Five 
monthly issues published and already in 
the black. Opportunity for advertising 
reps throughout U. S. A. 
Box 2574, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


Midwest Publishers Representative Avail- 
able Chicago Headquarters 
Box 2575, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


Advertising Age, June 8, 1959 


ACCOUNT SUPERVISOR WANTED 


A well-known Chicago agency with a 15 million dollar volume has 
an unusual opening for an unusual man. He will be responsible for 
all phases of marketing, merchandising, and other activities for a 
multi-million dollar wine account. He must have a good working 
knowledge of media, including network TV; must properly utilize 
the services of a highly capable agency team; must be expert at 
following through on details. He will be in constant contact with 
client principals, must plan and conduct both national and dis- 
tributor sales meetings. Should be in a position to begin work 
immediately. Salary is open and there are many other employee 
benefits. 
Box 571, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


GRADE A-PLUS 
COPY-IDEA MAN 


Midwest 4-A agency has exceptional open- | 
ing—for exceptional copy man. If you | 
know you're good (and it will help if you 
know the automotive aftermarket, too), 
drop us a line TODAY. Our own writers 


JR. ACCOUNT EXECUTIVE 
COPY CONTACT 
Perhaps you have a few years 
experience under your belt, and 
want to graduate out of the learn- 


know we're looking—so write in confi- i i i 
dence. Box 557, ADVERTISING AGE, ing stage into the growing stage 
200 E. Illinois St., Chicago 11, Illinois. with more responsibility and 


|| greater opportunity. Here’s an 
|} agency that’s just beginning to 


NOW AVAILABLE! realize its growth potential. Busi- 


| 
In quantities—one to a thousand. Gen- ||| mess is good! We need a young 
ulne JEWELTONE, fully COLOR balanced } 


man who can take over on pres- 
dye traneter brits from your COLOR trans’ | ent accounts and perhaps help us 
sales, advertising or display need. Sizes 9 | develop new business. Congenial 
4x5 to 16x20. LOW COST! Ex surroundings, air conditioned of- 
fices, Muzak, other benefits in the 
work. Should be able to write for 
print, radio, TV, have some 
knowledge of production. Please 


Carbro — reproduction prints. Price 
lists and quotations on request. 
COLORAGE, Inc. 
116A S. Hollywood Way, Burbank, Calif. 


BE YOUR OWN BOSS IN CALIFORNIA 
Small Agency, 25 years in Oakland, Calif. 
wants third principal who can get busi- 
ness and service it. Keep all your com- 
missions; pay your own overhead. All 
principals cooperate gratis No 
ment required, but finance self 
$5,000 plus. 

Box 2593, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
OUTSTANDING WRITER 
TO LIVE IN FLORIDA 

If you are tired of the rat race, enjoy 
Florida living, have a high level of cre- 
ative ability and understanding of sales 
and can invest up to $40,000, this may 
* your once-in-a-lifetime opportunity to 
work and live as you've always hoped. | 
The man selectd will be general man-| 
of a profitable, long-established | 
with fine growth possibilities. | 
Send background in confidence. Will in- 
terview Chgo. and NYC 

Box 2594, ADVERTISING AGE 

200 E. Illinois St., Chicago, Ill. 


MISCELLANEOUS 


send résumé and complete infor- 


mation including salary bracket 
to Box 569, Advertising Age, 200 
E. Illinois St., Chicago 11, Illinois. 
Interviews in Chicago, week of 
June 15th. 


FREE LANCE ARTIST 
PRICES TO FIT ANY BUDGET! 


Top-Notch Quality + Over-night Mail 
Service + 16 Years Experience Servicing 
National Accounts + IDEAS « PLANNING 
+ LAYOUT + FINISHED ART + TYPOG- 
RAPHY + PRODUCTION + PHOTOGRA- 
PHY FOLDERS + PUBLICATION ADS + 
DIRECT MAIL + BOOKLETS 
ROBIE STUDIOS, Box 1, NOEL, MO. 
Telephone GReenwood 5-3737 


ADVERTISING EXECUTIVE 
Wishes to relocate in So. Calif. or So. 


West with agency or mfg. At present Dir 
of Adv. for outstanding firm—leader in 


FREE WRITERS CATALOGUE 
giving manuscript markets. Write Literary | 
Agent Mead, 915 Broadway, New York 10) 
JOB HUNTING? Receive weekly, airmail | 
reports on advertising jobs open coast to 
coast. Write for free sample copy K-2 
and rates. 

PROFESSIONAL EMPLOYMENT DIGEST. 
1501 West 25th North Wichita 4, Kansas 


EXECUTIVE SALESMAN 

New York metropolitan area. Ours 
is one of the fastest growing firms 
in the expanding point-of-purchase 
advertising business. We wish to set 
up our own New York office and 
need a top flight man to contact 
large accounts. Experience in adver- 
tising field essential. Liberal salary 
plus commission arrangement. Only 
top caliber people will be considered 
Write résumé of experience and sal- 
ary requirements. 


STANDARD MANUFACTURING CORP. 


1100 S. Central Park Avenue 
Chicago 24, Illinois 


LAST CALL: Top media director, 
big agency, major accounts. All 
media. A leader & administrator. 


Heavy tax-deferring extras add 

greatly to base salary. $20M+ 
AE/ SUPERVISOR, pkg. goods. 

Major-brand experience. Solid 

all marketing factors. To 47 $27,500 


DIR. (can be woman), bi 
agency. Strong in design. Dash 
of retail experience. Modern. $12-13M 
MKT. ANALYST. Young. Big food 
co. 2 yrs. consumer-goods 


experience. to $7M 
GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE 6-5353 Chicago 


INDUSTRIAL ADVERTISING 
AND 
SALES PROMOTION 
MANAGER 


—to reorganize and expand sales 
promotion-advertising department 
for long established conveying 
equipment manufacturer. Must be 
qualified and experienced in in- 
dustrial marketing, planning and 
follow-through on all phases of 
sales promotion and advertising, 
production of all graphic material. 
Location—Twin Cities, Minn. 
Please send résumé and salary 
desired. 


Box 563, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


its field. Broad experience in all phases 
of marketing—consumer and ind. prod cts 
Background as account executive on major 
accounts; plans board; new business. Mar- 
ried, age 32. Box 565, Advertising Age, 
200 East Illinois St., Chicago 11, Illinois. 


FREE LANCE COPY 
IMMEDIATE — OR CLIP 
FOR FUTURE REFERENCE 


6 yrs. best agency, retail experience in 
apparel, home furnishing, fast, rea- 
sonable. Consumer and trade. News- 
paper, magazine, mats, letters, bro- 
chures. New York area. PLaza 9-7211 
(answering service). Box 567, AD- 
VERTISING AGE, 630 Third Ave- 
nue, New York 17, New York. 


LOOKING TO THE GROWING, 
UNLIMITED EXPANDING 
LATIN AMERICAN MARKET? 


if you are an international manufac- 
turer, we can handle your complete Span- 
ish language ad production from creation 
phase to placing ads in different coun- 


tries. 


If you are an international advertising 
agency or a domestic one thinking in 
international field we can give you the 
widest cooperation in handling your whole 
Spanish production and ad business con- 
cerns for Latin American markets. 

——We are a 3-A Cuban Agency with 

12 years of experience. Excellent 

references of American industries. 

Advertising, Promotion & Public Re- 

lations coverage. 

—Located at the key position of 

Havana, CUBA, for the easiest con- 

nections with Central and South 

America. 

—With the essential know-how for 

Latin mood, thoughts and feelings. 

(Not the traditional distributers of 


COPY-CONTACT 
Progressive agency seeks man, age 
25 to 35, for copy-contact position. 
Industrial or farm background pre- 
ferred. You'll have security and an 
ideal location for relaxed family living. 
Benefits include profit sharing. Send || 
all details in letter, including salary || 
expected. All replies in strict confi- 


dence. “canned ads”) 
|] We'll welcome your news at: PUBLICIDAD 
WARREN & LITZENBERGER, es. Ceifiete Berna 201-202. Zapata y 
805 First National Bidg., Davenport, towa. ||| pupma,  ” "Mana CUBA. Cable: 


ACCOUNT EXECUTIVE 


Here's An Opportunity 
That's As Big As The Man! 


Due to our present and projected growth we are able to offer 
an unusually fine opportunity to the right kind of man. 


To qualify you should have experience in consumer goods. 
Writing experience and the ability to contact are prime requi- 
sites. The man we select must be a team player, not afraid to 
work and should have real growth potential. 


If you’re the man we are looking for you probably have been 
in your present job for several years and have been making 
progress, but now recognize you have reached the ceiling. You 
— be in an agency or you could be working for a manu- 
acturer. 


We can offer you an opportunity to grow in a fast moving 
organization made up of a congenial group of people who enjoy 
an excellent professional reputation. We will pay a salary com- 
mensurate with your experience and ability. In addition, we 
have a very generous retirement program and a liberal profit 
sharing plan. However, we should warn you that we will not 
enter into an auction. And we are not interested in “job-hoppers.” 


If you are interested write to: 


Joe Fewsmith, Jr., Personnel Director 


MELDRUM & FEWSMITH, INC. 
1220 Huron Road @ Cleveland, Ohio 


} 
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MANAGING EDITOR 


Versed in Merchandising 
To Be Based in Calif. 

HERE WE ARE: Publishers of a pair of top- 
ranked national business publications .. . 
much in need of a particularly competent 
editor in our home office in a pleasant 
Southern California Community 

WHO WE HOPE YOU ARE: Man with heavy 
knowledge & experience in both retail & 
wholesale merchandising; aggressive, with 
ideas; able to represent us well & talk 
effectively to dealer groups; and a com- 
plete managing editor. 


1F THIS 1S YOU: Then explore this excellent 
opportunity. Send complete resume & state 
alary expectancy, to Box 2 R 403, 
ADVERTISING AGE, 4041 Mariton Ave., 
Los Angeles 8, Calif. 


COPYWRITER 
To $17,000 
Well-known national ad agency seeks 
versatile collateral material writer 
with strong automobile industry back- 
ground. Excellent growth opportunity. 
Midwest headquarters. Plant guaran- 
tees our service fee and relocation 

costs. Age range 30-39 years. 


If qualified and interested, contact me 
in absolute confidence. 
GEORGE E. PYLKAS 


Executive Advertising Consultant 


CADILLAC ASSOCIATES, INC. 
29 E. Madison Bidg. Chicago Fi 6-9400 


MANAGER OF MARKETING RESEARCH 
Established and expanding feed 
manufacturer requires mature 
individual age 30 to 40 with 
Master’s Degree in marketing 
research and broad experience 
in area of estimating sales po- 
tential, application of new prod- 
ucts, and determining current 
market conditions. Prefer indi- 
vidual with agricultural back- 
ground, but not essential. Mail 
résumé to Director of Personnel, 
Hales & Hunter Co. 141 W. 
Jackson Blvd., Chicago 4, Ml. 


The Midwest's 
outstanding placement 
service for Adv. * Art & 
allied fields. 
By appointment only 
59 E. MADISON « SUITE 1417 
CHICAGO 2, til. 
CEntral 6-5670 


Photographers 
DEARBORN 2-1062 
187 NORTH LAGALLE STREET CHICAGO 1 KLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL | 


DIRECTOR OF ADVERTISING 


Long established-growing advertis- 
ing agency for group of food manu- 
facturers and distributors to Super- 
markets ... grocers . . . institu- 
tions .. . restaurants... homes... 
needs capable, dynamic advertisin 
manager to expand, revitalize an 
streamline its entire advertising 
function. 

We have a wonderful staff now 
but need new thinking and new life 
to create brand preference, to stim- 
ulate dealer support, to give em- 
phasis to merchandising promotions, 
to move more goods off market 
shelves, to find new outlets and 
markets and to help our clients in- 
crease their sales through effective, 
efficient, hard-hitting modern adver- 
tising techniques and practices. 

We need a top-notch administra- 
tor able to plan, execute and expand 
our advertising activities. Our organ- 
ization is growing and fast moving. 
If you are young ae mentally, 
strong enough physically and ma- 
ture enough emotionally to get the 
most out of our present team, to 
work smoothly with our clients, to 
keep us a step ahead in advertising 
and do it profitably for us, our 
clients and our industry, then YOU 
ARE MADE FOR LIFE AND 
YOU'LL BE GOING PLACES WITH 
US. Box 566, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


IF ADVERTISING IS YOUR BUSINESS 
PLACING YOU IS OURS! 


Melba, Hever 


Specialized Personnel Service, Inc. 
629 EUCLID AVE. CLEVELAND 14, OHIO 
Serving the Midwest for over 20 years 


IF YOU'RE A REAL COMER, AGE 28 to 36, 


AND WANT TO BE MORE THAN 
AN ACCOUNT EXECUTIVE 


Here’s a top executive position, with a good present and a future 
that most people only get to dream about. You'll be the Number 
Two man in a 6 man agency that’s gone places in a big way and 
intends to go much, much further, fast. We’ve got a whale of a 
lot to offer and we know it, so we’re going to select with extreme 
care the man who will fill this position. You will service some 
present national and regional accounts accustomed to top flight 
service and you will develop new business in Wisconsin, Minne- 
sota, Iowa and Illinois. In addition, you will participate at the 
top level in all agency operations. This fast growing, financially 
sound, nationally recognized, 13 year old agency has broad Pen- 
sion and Profit Sharing Plans. Starting compensation is open, the 
future’s what you make it. Living in La Crosse? We like it, and 
leaving the superlatives to the Chamber of Commerce, we're 
sure you and your family will like it, too. There’s more to tell, 
much more, and if you want to see this wonderful opportunity 
outlined, you'll write us as soon as you read this ad. Give full 
details of experience, references, salary requirements. Jefferson 
Advertising Agency, Inc., 316 Exchange Building, La Crosse, Wis. 


Do you fit at least 4 out 


of 6 of these qualifications? 


Agency experience in: 
copy 
marketing 
research 


Agency contact experience in: 


the building supply field 
automotive after-market field 
marine supply field 


This is the kind of account executive we need—and need fast. New 
accounts and several prospects mean we must make a decision soon. 


The more areas listed above in which you can show us sound expe- 
rience, the more likely that we can get together. Ideally, you'll be 
between 30-35. You'll have initiated and planned campaigns, be famil- 
iar with every facet of an agency’s operation. You'll like working in a 
smaller agency in an attractive, midwestern city of about 150,000, (Take 
it from a former Chicagoan—it’s mighty pleasant to be just 10 minutes 


away from home instead of an hour.) 


We offer profit-sharing, health insurance coverage, good salary and 
future earnings that are up to you. Please send a résumé including 
salary requirements. All replies will be kept confidential. Box 564, 


ADVERTISING AGE, 200 East Illinois Street, Chicago 11, Illinois. 


Persons Agency 
Opens; So Does 
New McCarty Unit 


(Continued from Page 3) 
Healey )—an account he has han- 
dled for a number of years. 


# H. E. Cassidy, president of Mc- 
Carty Co. of Los Angeles, said: 
“We are convinced that our new 
arrangement will assure better 
coordinated services to all of our 
clients and will result in a more 
effective operation of all McCarty 
offices and foreign affiliates.” 

Under the old arrangement, the 
West Coast McCarty had an affilia- 
tion agreement with the New York 
McCarty, but the New York shop 
was largely owned and controlled 
by Mr. Persons. 

McCarty-L. A. and McCarty- 
N. Y. came to a parting of the ways 
in March, following sharp differ- 
ences on policy (AA, March 16, 23) 
Messrs. Holley and Thomas then 
resigned (AA, April 27). 


s Dresser Industries, the principal 
account in the Persons bailiwick, 
was a key factor in the breakup. 
Early this year Lane-Wells Co., a 
Dresser division in Texas, dis- 
banded its advertising department 
and assigned its account to Stone- 
dale-Jones Advertising, Houston 
(AA, Feb. 2, 9). At about the same 
time, Stonedale-Jones was ac- 
quired by McCarty-N. Y. and Ed- 
ward Beauchamp, former ad boss 
of Lane-Wells, was installed as 
president of the Houston agency. 

McCarty-L. A. already had a 
Texas office in Dallas and was thus 
confronted with this disturbing 
situation: Its New York affiliate 
was opening its own branch in the 


(McCarty). 


quits. 
In line with the change in no- 
menclature in New York, the Hous- 


name Persons-Beauchamp Adver- 
tising Inc. # 


West Coast Flufty 
Distributor Names 
‘Coast Office of LEN 


(Continued from Page 2) 
| spices and extracts. 
“This appointment,” Mr. Sas- 
|sard said, “is tied in with selection 
iof Lennen & Newell, New York, 
| to handle Fluffy for the parent 
company (AA, May 25). The Schil- 
‘ling division has done some work 


|with Lennen & Newell’s western) 


|offices and it was only logical that 
the entire account be consolidated 
with one agency.” 

The appointment is effective 
Sept. 1. No media plans have yet 
been formulated. 


# Meanwhile, Marshall J. Weigel, 
L & N senior vp, announced four 
personnel advancements in the 
|San Francisco office, ‘following a 
substantial increase in billing se- 
jcured by the agency in recent 
months.” 


Dean Lem, account executive for | 


| Crown Zellerbach Corp.’s Western 
|Waxide division, has been pro- 
moted to assistant account super- 
visor on the account and will re- 
port directly to William V. Patten, 
account supervisor. 


Richard McLean, formerly an 


same state—under the same name 


Result: The two agreed to call it! 


ton agency will now go under the| 


account executive on the Crown 
|Zellerbach account, has been made | 
|merchandising assistant to Ray 
| Peterson, vp. 

Robert Edwards moves up to 
jaccount executive to replace Mr. 
|McLean and Armand Lever, ac- 
count executive in the agency’s 
Los Angeles office, has been! 
shifted here to assume duties for- | 
merly held by Mr. Lem. # 


Wenger-Michael Adds Two 
_ Larraburu Bros. French Bakery, | 
|San Francisco, and Owl Drug Co. | 
Rexall stores in northern Califor- 
jnia have appointed Wenger-| 
|Michael Advertising, San Francis- | 
|co, to handle their advertising. 
Milton Weinberg Advertising, Los 
Angeles, will continue to handle | 
Owl Drug advertising in southern | 
|California. Included in personnel | 
|shifts at Wenger-Michael are| 
|Brenda Larson, named assistant | 
| production manager; Jackie Smith, 
;named to the production traffic de- | 
|partment, and Edith Feller and 
| Jill Peters, assigned to the account | 
service department. 


Ge 
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Media Investments Co. Opens 

Media Investments Co., new sub- 
sidiary of Jack L. Stoll & Associ- 
ates, media broker, has been 
formed to serve investors buying 
and selling media stocks over the 
counter to aid in floating issues for 
purchase or expansion and giving 
financial aid to media organiza- 
tions. The company is at 6381 Hol- 
lywood Blvd., Los Angeles. 


New 1959 Edition 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students _ discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct... only 10.0u 


HABERULE 


BOX AA-245 + WILTON + CONN, 


t it off your hands with a 
t classified ad in Ad Age! 


Take a piece of expensive artwork, for example. 
May have cost you a bundle, but you used it 


classified ad in Ad Age? 


only once. Why not describe it briefly with a 


The chances are mighty 


good that at least one of the over 158,000 


marketing men who read Ad Age every Mon- 


chunck of your original 


day will love you for it. You'll recover a good 


art expense—and he'll 


be getting a bargain! Try it. It really works! 


order. Figure all cap lines (ma 


card discounts, size and f 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 


ximum—two) 30 letters and spaces 


per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


ow Classified Rates: take card rate of $18.75 per column inch, 
an 


requency apply. 


1 am enclosing $ 


My Name 
Street 


1___State 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles 8, Calif. 
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Cheers, Boos Greet 


Newspaper 


(Continued from Page 1) 
pers printing black and one color. 
In this way, the NCA announce- 
ment said, “Ownership will not and 
cannot be concentrated in the 
hands of a limited number of rep- 
resentatives of 
newspapers or 
any combination 
of the two.” It 
will be controlled 
by an ll-man 
board of direc- 


tors, including— 
until the April, 
1960, stockhold- 


ers meeting—the 
present directors, 
plus seven men 
drawn from oth- 
er representative companies and 
newspapers. 


F. B. Ruthrauff 


s From a sales standpoint, NCA 
will: 

1. Not be competitive with any 
sales organizations now active in 
behalf of newspapers; 

2. Solicit the cooperation of all 
newspaper representatives; 

3. Have the cooperation of the 
research and promotion depart- 
ment of the Bureau of Advertis- 
ing; 

4. Not be sold as a “fixed net- 
work,” but by sales presentations 
developing specific but flexible 
packages to fit marketing prob- 
lems of individual advertisers; 

5. Be based on the concept that 
offering flexible color packages 
is the most effective way to con- 
vert multi-million-dollar appro- 
priations to newspapers—that if 
an advertiser is swung to spending 
$5,000,000-$6,000,000 in 30 or 40 
weekly insertions of color adver- 
tisernents, he will regard newspa- 
pers as his basic medium and ex- 
pand their use. 


® This view was an echo from 
last fall. When the concept of 
Newspaper Color Advertising Inc. 
was being shown to publishers and 
representatives at the r.o.p. color 
conference in New York, it was 
emphasized that: 

1. In 1956 only 16 of the top 
100 national advertisers put the 
largest share of their expenditures 
into newspapers; 

2. Magazines 
share from 20; 

3. Broadcasting got 


got the biggest 


the lion’s 


share from 64 advertisers. 

NCA emphasized that participa- 
tion and stock ownership is avail- 
and 


able to all representatives 


F. McFadden 


J. Liferguson 


newspapers, although it thinks 
major market newspapers printing 
color will benefit primarily at the 
outset. These newspapers are ex- 
pected to be major factors in fi- 
nancing the organization. 
Financial details are being 
worked out, and within the next 
week to ten days the four repre- 
sentative companies which devel- 
oped NCA will forward contracts 
to newspapers with which the 
plan has been discussed. About 20 
newspapers have seen the plan so 
far. Contracts will be available to 
all other representative companies 
wishing to discuss them with the 
newspapers they represent. 


@ The new color selling organiza- 


Color Inc. 


|tion went to some pains to make 
clear that it wanted to have cordial 


working relationships in the in-| 


dustry. The directors were repre- 
sented as saying “their organiza- 
tions would continue to cooperate 
fully with AANR and the plan 
which is being developed for a 
practical working arrangement 
with the bureau. . .” 


s Whether the new plan would be 
welcomed by other newspaper rep- 
resentative groups seemed debat- 
able in the light of a check by 
ADVERTISING AGE. Other represent- 
atives weren’t talking for publica- 
tion, but the general tenor of their 
views might be summed up like 
this: 

1. The new newspaper color plan 
is divisive (particularly in view 
of efforts of AANR to work out a 
joint selling scheme with the Bu- 
reau of Advertising—the so-called 
“third force’’). 

2. The NCA group had been un- 
compromising in its attitude that 


solution. 

3. That the varying commissions 
paid to representatives would be 
an important factor, since papers 
paying lower commissions- could 
better afford a percentage of color 
revenue to support the new organ- 
ization. 

4. That letting newspapers fi- 
nance the operation means they 
will run it and weakens the rep- 
resentatives’ hold in the newspa- 
per national advertising picture. 


s Behind the argument over the 
new color plan undoubtedly lies 
one more important factor: The 
few but powerful newspapers 


notably the New York publishers. 

Because they bulk so large in 
newspaper planning, and because 
they are a showcase for the power 
of newspaper advertising in ad- 
vertising’s most important center 


ical. 


group touched off violent reac- 
tions among representatives: 
One said the announced goal of 


or—is “fall wrong.” 

“This is definitely not a step in 
the direction of unity,” he said. 
“Newspapers should be sold as a 
basic medium. You can’t sell just 
one aspect—color—and expect to 
do the industry as a medium any 
good. Besides, it’s obvious that 
newspaper color facilities vary 
widely. 

“The whole question is whether 
the client buys, not how he buys. 
There are times when a color sale 


lis not in the best interest of the 


client. You’ve got to offer the cli- 
ent newspaper flexibility and ap- 
plication, not just color.” 

‘This setup is not motivated for 
the best interests of the news- 
paper industry.” 


® Reached in St. Paul, Peter Ben- 
ziger, president of Ridder-Johns, 
disputed briefly these criticisms: 

| “You can’t construe this as a 


| divisive thing. This is just a ques- | 


|tion of a pretty good number of 
|papers deciding to finance selling 
advertising in this way. It doesn’t 
detract from any association work; 
it complements it.” 

On the point of doubting the 


retorted, “Our business could stand 


pendent group that doesn’t have 
|to worry about political consid- 
/erations—like an association—is 
|what’s needed. 

“Don’t get me wrong. I’m not a 
/eritic of associations; it’s the na- 
lture of the beast. An association, 


the selling of color was the only | 


which still don’t run r.o.p. color, | 


of origin, their influence is crit- | 


the sales group—selling r.o.p. col- | 


need for two groups, Mr. Benziger | 


10 or 12 such groups. An inde- | 


|because of other considerations, 
_ can’t do the kind of job that has to 
be done.” 

| He said there should be “no 
| contention” about this project but 
| that even if there were, “We’re go- 
ing to go ahead.” 


|@ As for the prediction that there 
| wouldn’t be other companies join- 
ing the color group, Mr. Benziger 
said, “He’ll be surprised; he’s mis- 
informed.” 

He added that the group is just 
issuing contracts; that they are be- 
ing sent out this week, and it is 
too early to tell how much the set- 
up will cost newspapers. He said 
|it is to be financed on the basis of 
la commission from net color ad- 


| 


| 


, 
4 


P. Benziger J. Doig 


vertising. He said he expects to 


sign up 25 or 30 newspapers by | 


fall. The first year’s 
|“about $200,000.” 
“These nameless critics obvious- 
|ly don’t represent AANR thinking 
| nor the majority of the representa- 
tives,’ Mr. Benziger added. 


budget is 


s In New York, J. Rufus Doig, of 
|O’Meara & Ormsbee, said that of- 
fices for NCA had not yet been ac- 
quired. F. Bourne Ruthrauff, the 
president, is working from _ his 
home in Little River, N. J., he 
said. The group already has made 
a presentation to an _ interested 
agency and is being asked to make 
others as word of its formation 
spreads. 


# In Chicago, J. H. Sawyer, 
of Sawyer-Ferguson-Walker, de- 
scribed the new organization as 
“well conceived.” He said that “all 
of the agencies I have talked to 
are in favor of the plan,” adding, 
“There has been a great need for 
something like this for a long 
| time.” 

Many newspapers have indicated 


® Formation of the color sales | that they like the plan, Mr. Saw- | 


| yer said, while others are indiffer- 
ent to it. “However, I know of no 
newspapers that are opposed to 
NCA,” he said. 


|@ Reached in California, where he 
is vacationing, Charles Buddle of 
Gannett Advertising Sales, outgo- 
ing president of the AANR, told 
AA that he had “no comment to 


ing group. 


been called in to discuss the new 


group, which had been talked 
about for some time, and, Mr. Bud- 
dle added: “Maybe r.o.p. color 


selling is part of the new plan” 
that is currently being formulated 
by a committee of the AANR in 
conjunction with the Bureau of 
Advertising (AA, May 25). 

| After Charles Lipscomb, BofA 
president, discussed this new plan 
on May 22 with the AANR com- 
mittee, Mr. Buddle continued, it 
| was decided that “we should get 
all this down on paper and then 
submit it to the [AANR] memb* 
ship.” 


s The exec vp of a large repre- 
|sentative organization (referring 
to talk of a “third selling force’’) 
told AA, that, basically, there is no 
difference in the business over the 
need for a group to concentrate on 
key accounts. But, he feels, there 
is a difference over the form and 
| content of the selling group. 
| There is also a difference be- 
itween representatives over fi- 
prvennnt One group thinks the 
|representatives should finance the 


be raakagars the other believes pub- manager for Ward, has been ap- | advertisers an 


lishers should bear a major share. 


vp | 


make” on the new r.o.p. color sell- 


He did say that AANR had not | 


| His own view, he told AA, is 
that publishers will support the 
selling force in principle, but won’t 
pony up any money. 

The Bureau of Advertising, he 
told AA, won’t play any part in 
representatives’ decisions; it is 
“more or less an innocent by- 
stander.” 


® Del Worthington, exec vp of 
Cresmer & Woodward, told AA 
that although his company was not 
yet a member of NCA, his company 
was very sympathetic to the over- 
all idea. “Color should and must 
be sold and advertisers should be 
given as much help as possible,” 
he said. 

However, Mr. Worthington said, 
he would like to see “several tech- 
nical details” ironed out in the 
NCA setup. He said he is not sure 
that the 3% financing plan is the 
|most desirable one, but he said he 
had no alternate plan to suggest 
at this time. 


‘Suppliers Asked to 
Ante Up for AANR’s 
Color Meeting Fund 


(Continued from Page 1) 
need at least $50,000. This money 
would be used not only for the 
actual meeting but, also, for pub- 
licity, promotion and advertising 
in leading trade publications and 
especially the New York City 
newspapers. We need your con- 
tribution now and hope it is a siz- 
able one.” 

Later in the letter, Mr. Story 
told the suppliers that “we would 
appreciate your consideration of 
a contribution of $5,000. You may 
be sure that appropriate recogni- 
tion of your contribution will be 
given in publicity, promotion and 
to the publishers,” he said. 


|s In a letter to many top news- 
|/paper executives dated June 3, 
which explained that ‘“contribu- 
| tion” letters were being sent to 
75 suppliers, Mr. Story said, in 
part: 

“It is vitally necessary that the 
suppliers receive a letter from you 
asking for their cooperation with 
us. I would appreciate it very 
much if you would select a dozen 
or so that you personally could 
write and perhaps you would have 
others in your organization write 
another dozen or so with whom 
they are in close contact.” + 


Leo Burnett Names 
Allen Center PR VP 

Allen H. Center, formerly di- 
‘rector of public relations of Mo- 
torola Inc., Chicago, has been 
named vp in 
charge of public 
relations of Leo 
Burnett Co., Chi- 
cago, effective 
July 6. 

Mr. Center re- 
places William 
Treadwell, 
has joined Grey 


ing Agency, New 
York, as head of 
the pr and pro- 
motion department (AA, May, 
June 1). With the transfer of Bur- 
|nett’s pr headquarters from New 
York to Chicago the agency is 
“broadening” its pr services to cli- 
ents, according to Richard N., 
Heath, Burnett chairman of the ex- 
'ecutive committee. 


Ward Baking Names 3 

Richard M. Prentice, 
manager of the bread product line 
of Ward Baking Co., New York, 
has been appointed advertising 
manager of the company. He will 
be succeeded as product manager 
for bread by Jack G. Grife, for- 
merly with Criterion Advertising 
Co. as manager of bakery accounts. 
|E. Robert Vogt, sales promotion 


Allen Center 


| pointed advertising coordinator. 


who} 
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Magazine Split 
Runs Get Mostly 


Good Reaction 


Flexibility Called Boon; 
Impairment of ‘National 
Flavor’ Frets Some Users 


CuHIcaco, June 5—The break- 
through toward more advertising 
flexibility via split runs, partial 
runs and other devices by maga- 
|zines, including, most recently, 
|Look and The Saturday Evening 
Post, is being welcomed by most 
advertisers and agencies, according 
to spot checks in New York and 
Chicago by ADVERTISING AGE. 

A few, however, had reserva- 
tions about what the alterations in 
magazine selling patterns might do 
to magazines as a national medium. 

Look announced its Magazone 
plan last month (AA, May 11), 
which provides regional editions 
|and a new price structure based on 
seven standard market zones. Last 
week the Post detailed its Select- 
A-Market plan, offering seven bas- 
ic versions providing split runs, 
partial runs and variations (AA, 
June 1). 
| Comment which AA heard from 
|the agencies and advertisers indi- 
{cated that the plans mean maga- 
zines will receive more considera- 
tion in media scheduling sessions. 
Some advertisers said they al- 
ready are preparing ads for use in 
one or more of the plans. 


s A number of agency people to 
whom AA reporters talked to in 
New York were skeptical about the 
wisdom of the plans from the mag- 
azines’ own viewpoint, however. 
Usually, the emphasis was on a re- 
duction in the magazines’ histori- 
cally national role in selling. Chi- 
cago agency men seemed less con- 
cerned about the problem. 

Here are some typical reactions 
and comments: 


e Newman McEvoy, senior vp of 
Cunningham & Walsh: “I think the 
Look Magazone plan relates direct- 
ly to the sale of merchandise, and 
is sensible. The Select-A-Market 
plan of the Post seems to go all 
the way in making magazines as 
flexible as possible. I’m amazed 
they can do it mechanically.” But 
Mr. McEvoy had _ reservations— 
“I’m concerned about the possibil- 
ity of deterioration of magazines 
as a national medium.” 


e W. E. (Pete) Matthews, vp of 
Young & Rubicam: “Any agency 
will have to study the plans seri- 
ously. We’re certainly interested 
in them.” 


e Art Porter, vp at J. Walter 
Thompson Co., said the magazine 
regional plans were “just great.” 
He said a number of JWT clients 
|“are intensely interested” in the 
set-up. Mr. Porter, who predicted 
“an awful lot more” of split-run 
|publishing, said the plans were 
| valuable to manufacturers inter- 
}ested in test marketing. He said 
| the plans for the first time allowed 
magazines to “be available in 
pieces small enough” for test mar- 
keters to use. This new arrange- 
ment, he added, brought magazines 
/even with television—where an 
advertiser with a national plan for 
a product could switch from net- 
work to spot to get regional reac- 
tions. 


e William Weilbacher, vp, Danc- 
er-Fitzgerald-Sample: “The plans 
hold out a great opportunity for 
testing.” 


e Frank Kemp, vp, Compton Ad- 
| vertising: “Magazines have made 
a step in the right direction,” and 
|“inereased flexibility is good for 
d magazines.” In ad- 
|dition, various regional editions 
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available “open the door” for ad- 


ditional advertisers who couldn't | 


use magazines previously. 

® On the other hand, a top agency 
media planner was caustic about 
the regional plans’ future. “It looks 
like a big boondoggle to me,” he 
told AA, “and I predict two years 
from now they’ll [regionals] be 
dead. I don’t think the new busi- 
ness will compensate for the costs. 
All this shakes down to is a chance 
to drop your worst markets out of 
the national pattern. 

“If you’ll check around with the 
people who are selling the region- 
als,” he went on, “I think you’ll 
find that the men on the firing line 
aren’t meeting with such great en- 
thusiasm.” 


e The increased flexibility was 
termed “extremely interesting” by 
Tom Wright, vp and media man- 
ager, Leo Burnett Co., who said 
the agency was already exploring 
its use for several clients. He 
noted that although national ad- 
vertisers can gain through use of 
split runs for various brands or 
copy approaches, they may face 
reduced visibility because of the 
presence of more regional adver- 
tisers. 

e Nathan Pinsof, media manager, 
Edward H. Weiss & Co., called the 
new plans “very exciting.” 

“We like it very much,” he said. 
“We have several clients whose 
sales and distribution patterns 
[geographically] formerly made 
national magazine advertising un- 
economical because of waste dis- 
tribution. This new flexibility is 
long overdue. 

“Up until now the magazines 
had let the broadcast industry 
take the play away from them,” 
he added. 


e At Aubrey, Finlay, Marley & 
Hodgson, media and research di- 
rector Fred Hansen said of the 
split-run trend: “It’s _ terrific. 
We’re looking at the plans very 
closely.”” One client, he said, might 
benefit by using regional cover- 
age to conform with the area it 
serves. He mentioned Post’s one- 
third or two-thirds coverage in 
national distribution as a_ possi- 
ble boon to advertisers who for- 
merly stayed out of the leading 
magazines because of high costs. 
“If the magazines can solve the 
production problems—and appar- 
ently they have—it will be a very 
good move,” Mr. Hansen added. 


e Ed Stern, vp and media direc- 
tor, Foote, Cone & Belding: “We 
look upon the plans as giving us 
increased flexibility and more 
avenues in which to direct ad- 
vertising messages.” He said that 
while some advertisers are wary 
of the plans, on the ground that 
they afford local and _ regional 
competitors more chance to com- 
pete in national media, he thinks 
the flexibility is ‘“‘a good idea.” 


e Plans are already being made 
toward use of regional and partial 
run ads in magazines at Clinton 
E. Frank Inc., according to Alfred 
S. Trude, media director. “We 
have several regional accounts 
which could benefit by the in- 
creased flexibility,” he added. 
“There is now more opportunity 
for us to use magazines.” He also 
felt the plans will give the maga- 
zines “more chance for the adver- 
tising dollar.” 


e Blair Vedder, vp and media di- 
rector of Needham, Louis & Bror- 
by, said the increased flexibility is 
“very definitely” a step forward 
for the magazine industry. He 
said the agency has a number of 
clients which may make use of 
the plans, and said “magazines 
will certainly come into considera- 


e R.K. Van Nostrand, assistant vp 


in charge of special projects for | 


Bristol-Myers Co., extended a 
warm welcome to the split-run 
plans. 

Mr. Van Nostrand, chairman of 
the magazine committee of the 
Assn. of National Advertisers, said 
the Post’s move into the flexibility 
area “can’t help but do anything 
but good for the magazine indus- 
ty.” 

He rejected the idea that a split- 
run operation might dilute the 
power of magazines as a national 
advertising medium. He said that 
as long as the editorial content re- 
mained the same in every edition, 
advertising will be able to use the 
book effectively as either a nation- 
al or a sectional medium. 


e Motorola—Robert G. Farris, ad- 
vertising and _ sales promotion 
manager, said the company’s agen- 
cy (Leo Burnett Co.) is currently 
checking on the new plans. He said 
he was interested in their possible 
use both in conforming to geo- 
graphical sales patterns and in 
allowing price advertising by zone. 


e Sealy Inc.—Gerald C. Shappell, 
advertising manager, said his com- 
pany would probaly not use any 
regional or partial runs. He said 
liscensees of Sealy in various areas 
of the country might group togeth- 
er for regional campaign, but 
added that his office did not handle 
this regional advertising. 


e Glenmore Distillers—“‘Maga- 
zines begin to make sense for us 
now,” said Arthur P. Bondurant, 
vp and director of advertising and 
sales promotion. He said the distil- 
lers face brand preference prob- 
lems with national advertising— 
easterners prefer scotch and 
blends, other sections are partial to 
bonded bourbon, for instance. The 
increased flexibility “allows adver- 
tisers to put their dollars on tar- 
get,” he said. Glenmore has already 
placed contracts for split run ads 
(featuring various products) this 
fall in The Saturday Evening Post 
and Sports Illustrated. Mr. Bon- 
durant has long advocated more 
flexibility in magazine advertising. 
In 1955 he told the Chicago Agate 
Club that while many magazines 
are popular everywhere “things 
don’t seem to work out that way 
when it comes to buying whisky 
(AA, Sept. 26, ’°55).” 


e George W. Shine, ad manager 
for Avon Products Ine. (which 
operates through six regional 
headquarters), hailed the Look 
and Post split-run plans as a 
“great advancement.” However, 
he said, it probably would be 
some time before Avon took ad- 
vantage of them. 

Avon “believes wholeheartedly” 
in regional selling, he said, adding 
that he felt that all selling 
“through evolution” would even- 
tually come down to being set up 
regionally. 

“For example,” he said, “we 
don’t see much sense in advertis- 
ing suntan lotion in Maine and 
New Hampshire, but of course 
think we should in Florida and 
Arizona.” # 


Hardesty Joins Hamilton-Landis 

John F. Hardesty has _ been 
named vp in charge of the San 
Francisco office of Hamilton-Lan- 
dis & Associates, media _ broker. 
Mr. Hardesty was formerly vp and 
partner of Hamilton, Stubblefield, 
Twining & Associates, Chicago ra- 
dio-tv and newspaper broker and 
before that was vp and general 
manager of the Radio Advertising 
Bureau, New York. 


DeCew Joins Richardson 


Walter M. DeCew has joined) 


tion in media plans more in the Richardson, Thomas & Bushman, 


future.’ He also noted that re- 
gional advertising, if not too clut- 


tered, could help national adver-| count 


| 


Philadelphia industrial agency, as 
manager of electronic industry ac- 
service department. Mr. 
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Last Minute News Flashes (Geoghegan Is Named 
Owens Yacht Tacks to VanSant from Levyne Y&R Exec VP; Barry 


BALTrmoreE, June 5—Owens Yacht Co.—billing about $250,000—has 
moved from S. A. Levyne Co. to VanSant, Dugdale & Co., effective im- ‘Becomes Radio-TV vP 
New York, June 4—Anthony 


mediately. According to Sidney A. Levyne, the Owens account was | 
resigned by his agency after “differences in ad policy.” He added that|V. B. Geoghegan, senior vp and 
Owens billed about $25,000 when Levyne Co. took over the account in| chairman of the plans board of 
1956. Owens said it is planning an expanded ad program and “felt a | Young & Rubicam, has been named 
larger agency could better handle our needs.” lan exec vp of the agency. 


‘ | He joined Y&R in 1924, the year 
Old Dutch Coffee Shifts to Ketchum after it was founded. Mr. Geoghe- 


New York, June 5—Old Dutch Coffee Co. will move its account from | gan is the agency's fourth exec vp. 
Lynn Baker Inc. to Ketchum, MacLeod & Grove Aug. 1. Y&R also has named C.(Bud) 


‘Cue’ Ads to Switch to Hoyt from Gore Agency Sorex & froemo vp, Ms Samy, 9 


New York, June 5—Cue Publishing Co. will move advertising and | 
promotion for Cue July 1 from Gore Smith Greenland Inc. to Charles 
W. Hoyt Co. This is the sixth account to move to Hoyt in the past six | 


Lorillard, Reynolds, L&M Reportedly Set New Brands| 


|refuses to comment. In the past it has refused to release information 


New York, June 5—P. Lorillard Co., maker of Kent, Old Gold, Em- 
bassy and Newport cigarets, is expected to introduce a new filter brand, 
“low in tar and nicotines,” within the next two months. The company 


until a new brand was in distribution. Reports persist, but cannot be 
confirmed, that R. J. Reynolds Co. also is readying a new brand, and 
that Liggett & Myers will bring out a new version of its L&M. 


Shift Gives Allen & Reynolds All of Fairmont 


Omana, June 5—Fairmont Foods Co. has moved its frozen food and 
butter products advertising out of Doyle Dane Bernbach Inc., New 
York, to Allen & Reynolds, Omaha, effective July 1. This puts the en- 
tire Fairmont account at Allen & Reynolds. Doyle Dane had handled 
the New York advertising and other account portions since November, 


Hudnut's Lip Quick Bows; Other Late News 

e Lip Quick, a roll-on lipstick, will be introduced over the weekend in 
several regional test markets by the Richard Hudnut division of War- 
ner-Lambert Pharmaceutical Co. Advertising, through Lambert & 
Feasley, will promote the unbreakable and unmeltable qualities of the 
lipstick. Omega Mfg. Co., Los Angeles, owns the product; Warner- 
aeagnecrat i cea rights to it. Lip Quick will gram vp, and by the death of Nat 
aban anemia ot : Wolff, a vp and talent and pro- 
e John P. Finneran, formerly an account executive in New York and| gramming expert. # 

Detroit for Kenyon & Eckhardt, where he has worked on the Mercury 
account, has been named by N. W. Ayer & Son to its Detroit office to . 

work on Plymouth-DeSoto, the agency announced this week. Mr. Fin- Minor, Letscher Get 


neran’s move follows in the wake of a like shift by Richard T. O'Reilly, ° 
now in charge of Ayer’s Detroit office, also a former K&E exec on the Chrysler Corp. Posts; 


auto accounts (AA, March 2). Dart Goes to Grant 
e Red Heart division of John Morrell & Co., Chicago, is opening the ‘ 

largest promotion in its history June 7 for Red Heart dog food, featur- (Continued from Page 1) 

ing a 3¢ refund for each label sent in. The drive uses units in Sunday | joined Dodge as an assistant re- 
comics in 107 markets, plus spot radio in 97 cities. John W. Shaw Ad-| gional sales manager in Pittsburgh. 
vertising, Chicago, is the agency. He came to the home office of 


C. Barry 


~A. V. B. Geoghegan 


former ABC and NBC executive, 
resigned as president of NTA Tele- 
vision Network this week and will 
take over his new job at Y&R 
sometime in July. 

Mr. Barry, who also has worked 
for MGM-TV and William Morris 
Talent Agency, will report to Peter 
G. Levathes, vp and radio-tyv di- 
rector. Mr. Barry, who does not 
directly succeed anyone, probably 
will take up some of the work load 
left by the departure of Davy 
Levy, who moved to ABC as a pro- 


e Reginald W. Twiggs has resigned as vp and general manager of the 
Los Angeles office of McCann-Erickson to take the corresponding posi- 
tion with Cunningham & Walsh. He succeeds William J. Peterson, vp, 
who becomes creative director of the Los Angeles office and creative 
tv coordinator for all six C&W offices. A successor to Mr. Twiggs at Mc- 
Cann will be announced shortly. 


e Frederick W. Overesch has been promoted by McCann-Erickson to 
vp and management service director on the General Motors truck and 
coach account in its Detroit office. Earlier, McCann named Thomas 
King to work on the Buick account (see story on Page 8). Mr. Overesch 
has been with McCann since 1957. Prior to that he had been exec vp of 
Ross Roy Ine. and creative director of Maxon Inc. 


Jack W. Minor 


Edward P. Letscher 


e Chester Kulesza, formerly a tv producer at Bryan Houston Inc., has 
joined Tatham-Laird, New York, where he will be in charge of ty pro- 
duction. At Houston, Mr. Kulesza handled commercials for Dristan, 
which recently moved to T-L. T-L has moved to expanded quarters at 
420 Lexington Ave. 


e Mars Inc., Chicago, will launch its heaviest advertising campaign in 
September led by two tv shows—‘Walt Disney Presents” and “Broken 
Arrow” (ABC-TV). Co-sponsorship of the shows is for 40 weeks. Knox 
Reeves Advertising, Minneapolis, is agency for the candy company. 


e Schenley-I. W. Harper Distillers Co., which has been test marketing 
two of its bourbons (Schenley Champion and Cream of Kentucky), and 
a new gin (Schenley Smooth American) in 80-proof bottling in south- 
ern and western markets, is expected to expand its newspaper adver- 
tising for the brands in eastern markets early this summer. Ads for the 
gin, appearing currently in Connecticut, northern New York, Florida 
and Maryland, are featuring it as the ideal ingredient for a “naked 
martini.” Batten, Barton, Durstine & Osborn is the agency for the gin 
and Schenley Champion; Doyle Dane Bernbach handles Cream of Ken- 
tucky. 


Dodge as a sales supervisor in 1951, 
continued in various posts for 
Dodge until 1956, and in 1957 was 
named western area director for 
Chrysler Corp. group marketing. 
For the last year he has been on 
the staff of E. C. Quinn, corporate 
vp and general sales manager, who 
now is top executive for the three 
new sales divisions of Chrysler, 
of which Plymouth-De Soto is one. 


s It was also learned from Chrys- 
ler sources in Detroit this week 
that the advertising to accompa- 
ny the new Dart line in Dodge di- 
vision will be allocated to Grant, 
already handling the Dodge ac- 
count. 

Dodge policy against having two 
competing cars in the same dealer 
agency will be maintained. The 
new Dart will not be a so-called 
“small car” in the category of the 
[Chryste announced Valiant of 


e Joseph Lieb has resigned from Kenyon & Eckhardt, New York, where 
he has been vp and account supervisor on Pepsi-Cola. George Oswald, 
vp, has been named to succeed him on Pepsi. 


e Business Week, New York, plans to move its advertising account 


from Royal & deGuzman to Needham, Louis & Brorby next September. Chrysler, Ford’s Falcon or GM's 


e Heublein Inc., U. S. distributor of Harvey’s port and sherry wines, |C°Tvair. It will be a series in the 
has moved the advertising account for those imports from Lawrence C. | Dodge line, aimed to be directly 
Gumbinner Advertising Agency to Victor A. Bennett Co., New York | Competitive with the Plymouth, 


which also handles Guinness stout for Heublein. Ford and Chevrolet full-sized 
models in their price classifications 


e Libby, McNeill & Libby, Chicago, will break national advertising | above the economy line. It might 
this month for two new frozen concentrates—pineapple-raspberry |be compared with Ford’s smaller 
drink and pineapple-strawberry drink. A color page will run in Life | Edsel in this respect, and perhaps 
June 29, with small space newspaper ads set in 75 markets June 18 and | with Pontiac’s lower-price mod- 


tisers by giving the whole maga-|DeCew was previously manager of 
zine a more local approach, thus; market research and sales promo- 


enhancing the impact of all the| tion for Electronic Industries, ay 


advertising. Chilton publication. 


July 16. A partial refund offer will be featured. In addition, Libby will 
offer a full refund in the Chicago area with a color page in the Daily 
News June 25 and a two-color half-page in the News and American 
| July 1. Batten, Barton, Durstine & Osborn is the agency. 


lels. Dodge is expected to ask its 
‘dealers also handling the Plym- 
outh line to divorce from that con- 
jnection, # 
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AGAIN if 


..AND AGAIN 
This June's issue 


of LIVING will be i 


Mrs. Smith 


Mattes 
OUTDOOR ART—Outdoor Advertising Inc. annual exhibit in San Fran- 
cisco drew advertising executives and their wives to look at the award 

| winners of the 27th national competition of outdoor advertising art 
sponsored by the Art Directors Club of Chicago. Present were Mr. and 


Motheral Bridgman 


apa a3 6 


< Fy lea 


byt 
ie 


Bright 


Smith Mrs. Mattes 


Mrs. Hugh Smith, OAI vp; Mr. and Mrs. M.A. Mattes, ad manager, 
Standard Oil of Cal.; J.G. Motheral, vp-San Francisco manager, 
BBDO; J. M. Bridgman, vp, McCann-Erickson, San Francisco; H. L. 


Bright, assistant vp and ad mana 


ger, Pacific Tele. & Tele. Co. 


your spirit, your fashions.” 

She told the store executives 
| that teen-agers are “the only hale 
and hearty and truly healthy 


— 
Susceptible Teens, | wedge of the buying public,” and 
= ‘ that “from 21 on, ladies and gen- 
Fitz-Gibbon Says 


_tlemen, it’s downhill all the way. 
| ‘Why keep plodding in the pet- 
| rified forest when you can blaze a 
(Continued from Page 3) trail through the forest primeval 


on the mortgage and taxes and|with the teens? Follow the camp|mer subs, Eydie Gorme and Steve 


|insurance premiums, Bell Tele-| which has the desire as well as 
phone, the friendly loan, on Edi- | the dough, the oomph as well as 
son, heat, meat, the plumber, the 
baker, and septic tank maker. 


pages ahead 
of last Junes. 
This is the sixth 
consecutive 
gain this year, vss. on tr 
giving LIVING ne atest Sas ra ta 
atotel pain for Saar Sere 
the year of 


with the warm, glowing dream in 
her eye as well as the cold, hard 
s “While father gets poorer, his| cash in her hand. + 
teen-age daughter is living high on 
the hog. How does she do it? Well, 
her allowance has a sacred place 
on the ledger. Also, she’s the clue 
to that big careless item called 
‘miscellaneous.’ And she is a big 
money earner. The average spend- 
|able teen-age income is more than 
|many women living in $400,000 
houses have to spend on them- 


N. Y. SUGGESTS NAME 

BUT WILL BUY PACKAGE 
(Continued from Page 2) 

“the New York chapter instructed 

its delegates... 


e “To suggest that consideration 
be given to the name, National In- 
dustrial Advertisers Assn. of U.S. 
& Canada, instead of Industrial Ad- 
vertising Assn. Reason: with ini- 
tials used to identify groups, there 
is real danger of confusion be- 


|meaning young, budding, flower-| jing Assn., which is very active in 
jing, healthy, strong, alive. Green | New York and is known as IAA. 
| meaning money. 

“A girl in her tecas is a woman,”|@ “To commend the O&D com- 


like that wonderful, heart-rend- 
ing world-shaking day when flat- 


she maintained. “There’s nothing mittee for the fine job it has done. | 


Cultivate ‘Jingly’ your salespeople, your approach, St¢@rg Gain, Re-runs Hold, New Shows Are 


Perilous for Summer Sponsors, Nielsen Says 


(Continued from Page 2) 
repeats of old films, but they also 
| included most of what was of- 
fered in the way of ambitious fresh 
|/summer fare. 


drop went to Steve Allen’s sum- 


| Lawrence. 


the oof—cater to the teen-ager|™® On the basis of these findings 


| Nielsen concluded: 


e “Continued use of new material 


through the summer usually im- 


proves share performance. The av- 
erage 7% 
balanced against continued win- 


Aeronaves Airline, 


Set Joint Campaign 


(Continued from Page 2) 
dente Hotel, part of the Nacional 
Hotelera chain. 

Promotion pieces are going into 
all Aeronaves Mexico City flights, 
|as well as into all Manger hotel 


planned to the chain’s 50,000 credit 


across the country. 


Booby prize in audience share 


improvement must be 


rooms, and a special mailing is| 


ecard holders, plus travel agents! 


ter-level talent costs. 


re-run telecasts can 
winter share-of-audi- 


e “Summer 
| maintain 
ence levels. 


'e “Because of generally lower per- 


formance and fixed time costs, 
summer replacement programs 
must cost considerably less than 
re-runs to be as cost efficient.” 
To a non-researcher, it looks as 
though: (1) A wise sponsor who 
can afford it should try to talk his 
regular stars and producers out of 
taking a long summer vacation; 
| (2) re-runs have again been con- 
| firmed as a safe choice with strict- 
jly limited returns, and (3) statis- 
tically you’re licked even before 
you start a new summer show. + 


‘Manager Hotel Chain Pat Norman Joins KTVI 


| Pat Norman, former assistant 
| advertising manager for the Raw- 
| lings Sporting Goods Co., has 
joined the local sales staff of 
|KTVI, Channel 2, St. Louis. Mr. 
|Norman, son of Bill Norman, for- 
mer manager of the Detroit Tigers, 
also worked in the publicity de- 
Louis 


|partment for the old St. 
Browns. 


Lynnes Publishing Moves 
| Lynnes Publishing Co., publisher 


© “To vote for all 15 of the recom- | ® Advertising, built around a (of Poultry Supply World and Blue 


Book of the Poultry Industry, has 


chested Susie comes tearing into 
the home waving her first bra | 
and shrieking, ‘Look, Mom! No| 
concavities’.” 
| Miss Fitz-Gibbon became prac- 
tical. 


mendations including the one on 


ly to our suggestion on this. 

“The New York chapter,” Mr. 
DeWolf added, “does regret that 
an increase in dues to national is 


Mexican motif, will run in Cue,} 


name change if no one takes kind-| The New Yorker, the New York ™0oved its headquarters from Elm- 


|Herald Tribune, the New York | burst, Ill, to 9 N. Main St., Lom- 
| Times and 17 newspapers in Man- bard, Iil. 

ger chain cities. Aeronaves ads will 
feature the Manger Vanderbilt, in 


advertising pages. 


For manufacturers of goods for 
the home and family, LIVING and 
its Time Of Purchase market is an 
increasingly obvious “must” medium. 


The Time Of Purchase Magazine 


LIVING 


FOR YOUNG HOMEMAKERS 


575 MADISON AVENUE 
New York 22, N.Y. 


|e “Teen-agers are reachable They | 
j}are open minded, impressionable, | 
leasy to sell. They have the long- 
/est buying future for your store. | 
They have a passion for posses- 
sion that oldsters have lost. They 
are not sated. They have _ not 
learned how to tune out, to edit | 
out selling messages and sounds | 
| and impressions.” | 
| And she told the store people 
| how to get the kids. 

“Your fashion department is the 
wooing chamber. Get the teen-age 
|fly to come into your parlor and | 
little by little the web will be 
| spun. Then when the girl marries, 
| you haven’t lost a customer, you’ve 
gained a gold mine. 

“Roll out the red carpet. Strew 
the rose petals. And transfer the 
| old-biddy saleswoman with one | 
| foot in the grave and the other in | 
|Godey’s or the Delineator. You | 
| don’t want any little old ladies | 
running around stuffing tulle in| 
decolleté bosoms and hiding the | 
short-shorts in the incinerator. | 
Put them out to pasture in ladies’ | 
neckwear. 


‘a “If you haven’t struck that 


|shimmering, glimmering teen-age | 
lode, there must be something) 
‘wrong with you, your department, | 


SAVE $ SAVE $ SAVE 
Lowest Cost Duplicating Service MAGI-COPY 
Office Copy Machine Owners! Photostat 
Users! Need 3—5—6—10—15—20—25—50 
—100 copies? Low as 7c per copy. No 
machine to buy—we do it all. Just send 
us what you want copied, we do the rest 
Mail orders welcome. Write or call for 
FREE price list and information. 
ALFRED MOSSNER COMPANY 
108 W. Lake St. Chicago 1, Illinois 
Phone: FRanklin 2-8600 


necessary, and there is some feel-| New York, as background for their | # 
ing that this may result in a fall-| copy theme, “Mexico is closer than | © 
off in membership. However, we) you think.” Fe 
do agree that no other alternative 
seems practical. ger, will place about $50,000 worth 
“The New York chapter can see|of the campaign, and Harry W. 
no possible objection to adding a|Graff International, Aeronaves’ 
‘sustaining’ class of membership.” | agency, the rest, it was reported. # | - 


| 


Ellington & Co., agency for Man- |# 


Which is the Lrgest comnly ih Anerica ? 


San Bernardino county, Cali- DELAWARE 
fornia. A county consisting of 
20,131 square miles, larger in 
area than the states of New Jer- 
sey, Massachusetts, Delaware, 
MASSACHUSETTS 


is the larger portion of Southern 
California's 3rd metropolitan 
market. It is a completely inde- 
pendent area located 60 miles j 
from Los Angeles. 


You'll want to know more about this important market 
which is the 27th largest in the Nation, 6th on the 
Pacific Coast and 4th in California. Contact your 
Cresmer and Woodward representative for our new 
market study or write to the - 


SAN BERNARDINO SUN AND TELEGRAM SAN BERNARDINO, CALIFORNIA 


Less than 2 of 1% of the total 
circulation of the 4 Los Angeles 
metropolitan newspapers enter 
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Systems Engineer 


PEGRUARY 13. 1959 


er €Ctron 


iy — ss 


Sales Manager 


1. Allen Mitchell, President, United Transformer Corporation, says: 
To me electronics has a peculiarity. It has excellent techni- 
cal coverage. It has the most pages of advertising, and natu- 
rally I want to keep abreast of the industry in terms of the 
products shown in the ads. 


Dr. Wright, Vice President In-Charge-of-Operations-and-Engineering, 

Tung-Sol Electric Incorporated, says: 
It’s not too highbrow, yet it’s not a gossip sheet. It’s an ex- 
cellent middle-of-the-road job of reporting technical and 
business developments. electronics does a down-to-earth 
reporting job. 


Arthur E. Harrison, Systems Engineer, 

Grumman Aircraft Engineering Corporation, says: 
electronics is a magazine that is edited for the work-a-day 
engineer, his jobs, and his problems. It offers broader cover- 
age of the electronics industry than any other publication. 
I am thinking all the way from computers through instru- 
mentation to communication and navigation. 


Paul Odessey, Executive Vice President of Polarad, says: 
To the individual engineer, it is a matter of personal accom- 
plishment to have a paper published, or a news item appear 
relevant to his standing in the field. electronics is the im- 
portant source for purchasing electronic components, mate- 
rials and services. 


Paul G. Yewell, President, Yewell Associates, Incorporated 

(Manufacturers’ Representative) says: 
... I have been reading electronics for years and consider 
advertising in the publication is fundamental in any sales 
program aimed at the electronics industry. 


Vice President In-Charge-of-Operations-and-Engineering 


ics 


9 men who took the stand for 


Important 
oP Readers 
and 

i. 4 Advertisers 
_— in the 
Electronics 
Industry... 


electronics | 


Paul Petrack, Product Manager for silicon products, 

ITT Components Division, says: 
(electronics helps create new business for ITT)... by keep- 
ing me aware of new developments in industry, the state of 
the art, and market potentials for existing products, we are 
better able to direct our efforts toward meeting our product 
goals. 


Norman Allen, Account Supervisor, Mohr & Eicoff, Incorporated, 

(Advertising Agency) says: 
I regard electronics as an indispensable medium of adver- 
tising — because it represents one of the strong ‘thinks’ in 
Burnell’s (a client’s) production plans. 


Edward L. Grayson, Sales Manager, the Daven Company, says: 
electronics is the keystone of our advertising campaign be- 
cause we know engineers and engineering-management read 
electronics first. It carries more weight with our customers 
than any other publication. We spend more advertising dol- 
lars in glectronics than any other medium. 


Clark W. Fishel, Merchandising Manager, 

Texas Instruments Incorporated, says: 
Because — due to its editorial format and circulation — it 
covers the industry like a blanket. Certainly I know that we 
can buy magazines with a cheaper rate per gross thousand 
or with more readers in some specific category... but no- 
where else can we find such a catholic combination. Natu- 
rally we advertise heavily in it. 


If it’s about electronics, it’s advertised and read in electronics. 


electronics 


Published WEEKLY plus the mid-year electronics BUYERS’ GUIDE 
A McGraw-Hill Publication * 330 West 42nd Street, New York 36, N.Y. 


) Merchandising Manager 
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A NEW MAGIC 
TO THE | 
MAGAZINE PAGE 


In the pleasant hum of current comment there are these refreshing and 
recurring phrases: “You've made me an enthusiastic magazine fan all 
over again.” “It’s like sunlight.” “J can’t put the darned thing down.” 
“McCall’s is just unbelievably fascinating—I read and read, and look 
and look, spellbound.” “Your whole wonderful magazine is the talk 
of our group.” “My husband says I’ve been hypnotized; he’s never seen 
me so captured by any magazine before.” “Suddenly you make it seem 
more marvelous just to be a woman.” 


Thus readers. (The March and April and May issues sold out at the 
newsstands. ) 


Hardly less gratifying are notes and comments from advertisers, and 


their advertising agencies: “Jt is quite possible you have set a brand 
new standard for magazine publishing.” “With March we thought you 
had done it, with April we felt you’d done as well by accident, but 
with May we must admit it seems neither accident nor luck.” “We have 
called our staff together to go over these stunning issues, page by 
page.” “You may very well have begun a job bigger than some of us 
now imagine, that will reestablish the incomparable magic of the 
magazine page and lift magazines to a level higher than ever before.” 


June issue now on sale. (Last minute item: Next month’s issue, July, 
closed with advertising linage up more than 21 per cent over July 1958!) 


McCALL’'S...THE MAGAZINE OF TOGETHERNESS 
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